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Very Prime Time... 


CBS Shifts Policy 


as Parties Place 
Identical Orders 


Democrats, Republicans 
Both Claim Prior Buys; 
Congress May Get Appeal 


NEw York, Feb. 19—A big polit- 


ical advertising battle is brewing | 


over a choice network tv hour 
on election eve next fall. 

The behind-the-scenes struggle 
came to light this week when the 
Columbia Broadcasting System 
announced that henceforth orders 
for political programs will be ac- 


THE NATIONAL NEWSPAPER OF MARKETING 


FROM IOHNSON/S 3 WAX 


Eads 


cepted only on an exclusive basis | 
—that is, CBS time will be avail- | 
able only if no other network or | 
station is being cleared at the same | 


time. The new policy applies to the | © 


CBS radio and tv networks and all 
the company’s owned stations. 

The statement said the revised 
policy would “not preclude simul- 
taneous broadcast of such events 
of clear national or local signifi- 
cance as (on a network basis) the 
address of the President of the 
United States or his inauguration, 
or (on a local basis) the address 
of the chief executive officer of a 
state or a city.” 


es This announcement brought 
forth an immediate challenge from 
Paul M. Butler, Democratic na- 
tional chairman, who disputed the 
(Continued on Page 81) 


‘Digest’ Attack 
Is ‘Uninformative’ 


on Outdoor: Coste 


Federal Road Network 
May Become ‘Billboard 
Slum,’ Says ‘Digest’ Piece 


New York, Feb. 19—An attack 
on the outdoor industry in the 
March Reader’s Digest brought a 
quick rebuttal today from Felix W. 
Coste, president of Outdoor Adver- 
tising Inc. 

“The record shows that the edi- 
torial formula of Reader’s Digest 
includes an attack on outdoor ad- 
vertising about once every two 
years,” he said. “This has been go- 
ing on for some time.” 

Written by Charles Stevenson, a 
Digest editor, the magazine’s arti- 
cle charges that the new 41,000- 
mile federal highway system will 
become a “billboard slum” unless 
state legislatures act to prevent it. 


s “The trouble with the current 
article lies in the fact that Mr. 
Stevenson has not made use of 
many important facts which are 
available to him or any other writ- 
er,” Mr. Coste charged. “This ar- 
ticle, therefore, is less informative 
than it should be, and falls more 


generally into the field of propa- 
(Continued on Page 81) 


New way to shine 


all the mess! 


3 great new polishes 


shoes! 


So And the brighter shine lasts longer’ 


casy it’s fun! 


TE PASTE POLISH KIT 


A tee 


14 colors including wivite and newral’ 


Test—S. C. Johnson & Son, Racine, Wis., will use color spreads like 
this along with page-and-a-half ads and tv cut-ins on network tv 
shows the company sponsors to launch a test market campaign in 


Ohio for a new shoe polish lina including liquid polishes in non-tip 
plastic containers and a wax polishing kit (AA, Feb. 1). Needham, 


Louis & Brorby, Chicago, is the agency. 


As Hearings Get Under Way... 


Colgate Renews Charge FTC 
Had Cleared ‘Sandpaper’ Ads 


Bates Reply Steers 
Clear of ‘Bad Faith’ 
Charge Made by Colgate 


WASHINGTON, Feb. 18—Colgate- 
Palmolive Co. this week again ac- 
cused the Federal Trade Commis- 
sion of bad faith, as legal lines were 
drawn today for litigation over 
Palmolive shave cream’s “sandpa- 
per” commercial. 

According to Colgate, Palmolive 
ads were cleared regularly with 
FTC. Although Colgate had a visit 
from an FTC investigator on Nov. 
20, 1959, it said the first it knew 
that the sandpaper commercial 
was in trouble was when FTC 
served its complaint on Jan. 13. 
The reply stressed that the ad was 


Victor Agency Sues 
Keyes, Martin for 


‘Account Piracy’ 


TRENTON, Feb. 18—Two New 
Jersey ad agencies squared off for 
a legal battle. this week in an 
action involving charges of “con- 
spiracy” and account piracy. 

In a complaint filed in superior 
court here, Jay Victor & Associ- 
ates, a Newark agency, charged 
three members of Keyes, Martin 
& Co., Springfield, with joining in 
“conspiracy and efforts directed 
toward the removal and switch” of 
some 28 real estate accounts. 

Named in the action were How- 
ard Kiesel, a former Victor ac- 
count executive who is now with 
Keyes, Martin & Co.; and George 
L. Schlissel and Martin Stein- 
hardt, exec vp and president, re- 
spectively, of Keyes, Martin. 

The complaint said Mr. Kiesel 
was hired by the Victor agency in 
1950, “trained and educated” by 
the agency, and assigned to vari- 

(Continued on Page 82) 


immediately dropped. 

Colgate had reported a similar 
series of events preceding the is- 
suance last November of a com- 
plaint against “protective shield” 
ads for Colgate Dental Cream with 
Gardol (AA, Feb. 1). In the Gardol 
case, which has already gone to 
hearing, Colgate this week moved 
either for dismissal; or, failing 
dismissal, that it have access to 
FTC’s files on the dentifrice in- 
dustry. 


® Colgate was one of four adver- 
tisers hit in a barrage of FTC 
complaints Jan. 13. Agencies were 
also cited in each case (AA, Jan. 
18). Replies were received today 
from Colgate and its agency, Ted 
Bates & Co., and from Lever Bros. 
and Foote, Cone & Belding, New 


Ads Cost More, Mean 
Less, Eldridge Says 


Minneapolis Admen Told 
_ Need for Major Study of 
| Ads, Client-Agency Setup 


MINNEAPOLIS, Feb. 18—Clarence 


|disbelief in some specific areas of 
| Products. 

|e 2. He suggested that a volun- 
teer committee study the whole 
question of advertising agency 
compensation and the compensa- 


E. Eldridge—one-time marketing | tion system’s role in agency-client 
vp of General Foods and Campbell | relationships. 


Soup, and still earlier plans board 
chairman of Young & Rubicam (he | 
|is now senior consultant, Lennen 
|& Newell)— gave an all-day ad- 
| vertising workshop of the Adver- 
| tising Club of Minneapolis plenty 
|to chew on: 


e 1. He suggested a joint Ameri- 
can Assn. of Advertising Agen- 
cies-Assn. of National Advertis- 
ers study of the public’s attitude 
toward advertising, its believabil- 
ity, sponsor identification, and 


Stay Ahead of 
Consumer Tastes, 


Jones Urges Admen 


MINNEAPOLIS, Feb. 18—Give the 
public what it wants before it 
knows that it wants it, Ernest 


John & Adams, advised here today. 


club workshop, Mr. Jones told the 
admen, “If you wait until the pub- 
lic makes its wants clear by buy- 
ing another product, you are 
likely to be ‘stone cold dead in 
the market’.” 

“Counterpunching is fine,” Mr. 
Jones said, “but doesn’t it mean 
you have already taken a punch 
from the other fellow? Creative 
marketing—employed in intimate 
collaboration between client and 
agency—enables you to get in that 
first punch. Then let the competi- 
tion counterpunch, if they’re still 
on their feet, that is.” 

The peppery Mr. Jones went on 
to say that “no product and no 
company—however great its rep- 
utation, however shining its so- 


A. Jones, president of MacManus, 


In a talk at the Minneapolis ad- 


(Continued on Page 82) (Continued on Page 82) 


Last Minute News Flashes 
Three Calvert Brands Assigned to B&B 


NEw York, Feb. 19—Calvert Distillers, in line with a previously an- 
nounced policy of consolidating its agencies, has named Benton & 
Bowles to handle advertising of Calvert Reserve, Lord Calvert and 
Calvert gin. The agency takes over Lord Calvert from Cohen, Dowd & 
Aleshire April | and Calvert Reserve and gin from Grey Advertising 
May 20. The account was said today to be worth about $5,100,000 in 
billings to Benton & Bowles. Earlier estimates put Calvert Reserve and 
gin at $2,500,000 and’Lord Calvert at $1,000,000, for a total of $3,500,- 


000. Finalists for business included Grey Advertising; Sullivan, 
Stauffer, Colwey 
Newell. 


MacLeod Named VP, Ad Chief of Hearst Magazines 

New York, Feb. 19—Hearst Magazines has appointed Robert Mac- 
Leod, publisher of rper’s Bazaar, vp and ad director of all Hearst 
magazines, a new post. Succeeding Mr. MacLeod as publisher of Har- 


& Bayles; Dancer-Fitzgerald-Sample, and Lennen &/|* 


| 
es Mr. Eldridge told the group 
that he was most concerned at 
the moment with “the unafford- 
able cost of unbelievability” and 
“the client-agency relationship, 
with special reference to agency 
compensation.” 
So he made, in effect, 
(Continued on Page 62) 


FCC, FTC Work 
Out New Info 
Exchange Plan 


WASHINGTON, Feb. 18—The Fed- 
eral Communications Commission 
and Federal Trade Commission to- 
day announced a new working 
agreement to help each other in 
the drive against plugs and payola. 

Under the arrangement, person- 
nel of each agency will have access 
to confidential files of the other. 
The agencies will also tip each 
other off when they obtain investi- 
gation leads of mutual interest. 

The arrangement was pinned 
down in an exchange of letters, 
which included a notation that both 
agencies realize information from 
investigating files must be used on 
a confidential basis. 


two 


® Details of the agreement were 
spelled out in a letter from acting 
FCC Chairman Rosel H. Hyde to 
FTC Chairman Earl Kintner. Mr. 
Kintner’s brief reply said, “FTC 
considers the arrangement in op- 
eration as of this date. You may 
expect the full cooperation of the 
commission and its staff in carry- 
ing out their part of this joint 
undertaking.” 

For more than two years, FTC 
and FCC have had a liaison ar- 
rangement which provides FCC 
with copies of complaints and or- 
ders issued by FTC involving 
broadcasters or broadcast adver- 
tisers. In some instances FCC has 
relayed word of FTC actions to the 
broadcasters involved. 


= In the new arrangement, FCC 
has offered FTC access to the in- 
formation it recently obtained from 
its 5,200 broadcast licensees, who 
were asked to report any instances 
where sponsored programs were 
not identified as such. In addition, 
it said it will notify FTC in writing 
of any other evidence which it 
finds might be of interest. 


per’s Bazaar is William M. Fine, vp of Reach, McClinton & Co. and one- 
time publisher of of Magazines’ Bride & Home. Both appointments 
are effective Match 


Allen Expegted to Leave ‘McCall's’ s’ Post 


New York, Feb. 1§9—George Allen, vp and general manager of Mc- 
Call’s, is expeeted to announce his resignation from the magazine fol- 
lowing return frOm @-three-week vacation in March. 

(Additional News Flashes'on Page 81) 


In return, FTC is to advise FCC 
in writing of instances where its 
files contain information from 
which it may appear that broadcast 
licensees or their employes have 
been involved in unannounced 
sponsorship of broadcast material. 
FTC is to open its files to inspec- 
\tion by FCC personnel. # 
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Gillette Reports 
$35,700,000 Ad 
Spending in 1959 


Pair Charged with 
Defrauding Canada 
McCann of $65,493 


TorROoNTO, Feb. 17—Police last 
night arrested a free lance radio 
announcer and a former employe 
of McCann-Erickson here and 


New York, Feb. 19—Gillette Co.| charged them with defrauding the * 


invested $35,700,000 in advertising agency of $65,493 since mid-1957. 
in 1959, about 17% of its net sales George Cuttell, 29, who also 
of $209,276,635 for the year, the | used the name of George Raymond 
company reported today. |on radio shows, and James Kirk- 
In its annual report to stock- | wood Ross, 33, a former accounts 
holders, the company reported net} payable clerk at the agency, were 
earnings for the year of $31,151,623,| arrested by St. John Mullen, head 
as compared with its 1958 net of|of the fraud squad. 
$27,565,182. Net sales in 1959 were! Both were remanded until Feb. 
at the highest level in the compa- | 24 on $15,000 apiece cash bail when 
ny’s history and 8% higher than| they appeared today before Magis- 
1958 net sales, which totaled $193,-| trate J. L. Addison. 
865,095. 
While it did not give a break- 
down of sales and profits by 
product, Gillette said, “Generally 
speaking, during the past three 


= Meantime, police were holding a 
warrant for the arrest of a third 
man—reportedly a friend of both 


products, the Toni line of products ago for a vacation in Paris and 
and Paper Mate products have| 


“ | vondon. 
averaged about 65%, 26% and 9%,! According to police, the total 
respectively, of total consolidated) im of $65,493 involved a four- 


net sales of the company.” # year period. They broke it down 


roughly as follows—$7,000 _ this 
year; $35,000 in 1959; $20,000 in 


Eckerstrom Is New /1958, and $3,500 in 1957. Work- 
| sheets billing the agency for talent 


Container Ad Head, and production costs of commer- 
Succeeding Doughty cials on national television shows | 


| be intrigued enough to look below 
and examine the car—and maybe 
the copy. 


were among the documents seized 
Curcaco, Feb. 18—Ralph E. Eck- | by police. 
erstrom has been named director | 
of advertising and public relations 
of Container Corp. of America. 


He succeeds jan agency accountant reported 
J. Sanford discrepancies in the accounts. 
Doughty, who 


resigned as ad- 
vertising man- 
ager last week. 

Mr. Ecker- 
strom will also 
retain his pres- 


8 Questioned today by ApDVERTIS- 
ING AGE, William R. Wright, presi- 
dent of McCann in Canada, said: 
“Price Waterhouse, our auditors, 
say there are strong indications 
that no client funds were involved. 


ent duties as We are continuing our investiga- 
director of the tion. No one at present employed 
company’s de- by the agency is involved.” 


partment of de- Mr. Wright said Mr. Ross had 


sign. He joined neon released by the agency 
Container Corp. “about two weeks ago for ineffi-| 
in 1956 and was named director | cjency.” The fraud, he said, had) 
of the design department in 1957. | been discovered about a week ago. 

Mr. Doughty, who has been ad | Mr. Cuttell had been used by Mc- 


R. E. Eckerstrom 


manager since 1948, did not an-|Cann-Erickson as a commercial | plind ad the agency asked interest-| 


nounce future plans. He said he| announcer. 
hoped to remain in Chicago in an | 

advertising capacity. ‘ le “Pye only been with the agency 
. nia ae 6 cages en “4 four months, but I couldn’t help 
Container Comp, began its much wondering why we weren't making 
“Great Ideas of Western Man,” | ™°re money,” said Mr. Wright. + | 


. *<“| Messrs. Cuttell and Ross—who is| 
years, sales of Gillette shaving|pelieved to have left three weeks |. 


Police said they were called in | 
by McCann, along with the Under-| 
writers Adjustment Bureau, when | 


A, 


V 


” 
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A TWO DOOR SEDAN $1678 SKODA SPOF 


INVERTIBLE $1605 


| HIDE-AND-SEEK—F riend-Reiss Adver-| 


| tising, recently appointed by Ams- 
ko Distributors to handle 
Czech-built Skoda, plans to use 
the old psychological principle of 
\“reader completion” in its print 
| campaign. The major illustration 
|deliberately obscures the car on 
| the theory that the reader will then 


‘Don't Tell Us; 
We'll Ask You’ Is 
New Weiss Policy 


| 
Cuicaco, Feb. 18—The day of 
|requiring resumes from admen 
|seeking jobs may be over as far 
|as Edward H. Weiss & Co. is con- 
| cerned. 

| The agency ran a classified ad 
Feb. 1 in ADVERTISING AGE seek- 
ing one account supervisor and 
three account executives. In the 


‘ed persons to submit only their | Feb. 


names and addresses, and not re- 
sumes. 
Ernest Stern, vp and treasurer, 
told AA that the agency received 
(Continued on Page 81) 


the | 


Eastern Dodge 
Dealers Ready 
$200,000 Drive 


Cole, Fischer Places 
Campaign, but Grant 
Claims the Account 

New York, Feb. 18—The Dodge 


Dealer New York-New Jersey Re- 
tail Selling Assn. today announced 


a 20-week $200,000 advertising | 


campaign for the Dodge Dart, 
which it said would be handled by 
its new agency, Cole Fischer Ro- 
gow. 

Grant Advertising refuses to 
concede that it has lost the major 
share of the New Jersey dealers 
involved in the retail selling as- 
sociation, despite a press release 
on the campaign from the Dodge 
regional office which states: “A 
total of 38 of the top volume New 
| Jersey Dodge deaiers will partici- 
pate.” Grant is the Dodge national 
|agency, and regional agency as 
| well for about 30 retail selling as- 
sociations. Two months ago, when 
the dealer group announced the 
appointment of Cole Fischer Ro- 
gow (AA, Dec. 21), John Pinto 
of Grant’s New York office told 
ADVERTISING AGE: “I officially dis- 
agree with the fact that another 
agency has been appointed.” 

Today, a Grant spokesman, who 


ed: “As of this morning there is no 
mous choice of the Northern New 


Jersey dealers, to which we were 
appointed last November.” 


|@ There are a reported 50 dealers 
in the New Jersey group, of whom 


ipated in the retail selling associa- 


| tion. 
Taking the Dodge statement at 
its face value leaves three active 


They are located in Bayonne, Ben- 
ick and Roselle Park. 

The advertising program, in- 
volving 55 dealers in Manhattan, 
Bronx, Westchester, Rockland and 
| Northern New Jersey areas, breaks 
19 in newspapers and two 
weeks later on spot tv. Initial 
newspaper ads will be two pages 


and one 1,000-line ad. Television | 


advertising will be from two to ten 
spots daily for 20 weeks, through 


in 1950, continuing a series of in-| 
stitutional style ads inaugurated | 
back in the °’30s by Walter P. 
Paepcke, president. 


He joined the company in 1940 Minute Maid Corp. will spend more than 
in the sales service department, | $1,000,000 in introductory phases of its 
and moved to the sales research drive for ‘new process’’ Snow Crop 
department in 1944 before being, 7" orange juice 
named ad manager four years J- Wesley Rosberg says advertisers and 
later. + | agencies should stop spending adver- 

rc tising dollars in business publications 
which refuse to provide them with 
bona fide audit and research da-,| 
OO seneismecencasesissesbnininsechinnavincdoessnetidovtbetboniciegll Page 4. 


Leonard W. Smith, merchandise mana-_| 
ger of major appliances for Westing- 
house Electric Corp., says planned, | 
controlled cooperative advertising is) 
vital in Westinghouse’s marketing set- 


WD <icaicievssnsixcsvimctestiptactetpommsesapidactencotil Page 6) 


Personal Products Corp. will enter the) 
Negro market with a radio show and | 
print campaign for its Modess ..Page 10 | 


John B. Stetson Co. and Scott Paper Co. | 


experiment with the possibility of | 
making disposable clothing out of | 
Ee LCL SEL IIE Page 16, 


Direct Mail Advertising Assn. will evalu- | 
ate a plan calling for the increase of 
Post Office costs and service ....Page 18 | 

Advertising Requirements’ March issue_ 

Says specialty advertising is becoming a | 


ANTON W. BONDY, print media man- a ee enenee Page 19 


ager of Lever Bros. Co. since 1951, 
has been promoted to manager of 


Kol Israel, Israeli radio station, will be- 
gin commercial broadcasting on April 


© cescecnevenspaquicdsbaqptegneesdheentebipmanieestietamenisetetie Page 22 

marketing information, a new post. j 
9 . 9 j . P Food corporations increased their adver- 
He will be responsible for develop- | tising expenditures by 145% in a ten- 
ing marketing policies and proce-| year period between 1947 and 1956, ac- 
: eval ; a oe f Lev cording to a Department of Agriculture 
dures, evaluating services of Lever CRI CUIIIN os csccccceies-cecevecsscssssiaasetoeed Page 26 

> ~ePe¢ Tad 7) 5 ri > ? = : 
= end cotlecting varied mar Gamble-Skogmo will celebrate its 35th 


keting information. anniversary with a special 100th anni- 


Seat STOR og 
a 


versary campaign 


National Rural Electric Assn. will launch | 
its first national ad campaign this | 
month with the first of a series of | 
five page ads in Life as part of} 
its silver anniversary jubilee celebra- | 
tion — Page 37) 


Frederick Ford, Federal Communications 
Commissioner, says programming is 
still the broadcaster’s job ........ Page 38 


Arthur C. Nielsen’ Jr. 
marketing offers 
BD) csensvansnstnrsasestnasitie 


says 
increased 


foreign 
prof- 


Ontario supreme court acquits Canadian 
Breweries Ltd. on a Combines Inves- 
tigation Act charge .............0.. Page 54 


Crossett Lumber Co. launches the larg- 
est advertising campaign.in its history 
with ads in building annuals and The 
Saturday Evening Post 


mninaiaiell Page 55) 


American Dairy Assn.- and five other 
advertisers will promote ‘“‘butter yel- 


low” as a spring fashion color this |Consumer Magazine Linage . 
NGI... x cnccececcetncssncesaniodeornecleln iene Page 61) Editorials 


Pierre Martineau, manager of research 
and marketing of the Chicago Tribune, 
says the furniture-buying housewife is 
frustrated, confused and has a tendency 


to procrastinate in her purchases Page 63 | 


Charles H. Kellstadt, president of Sears, 
Roebuck & Co., says that material 
in advertising columns’ should be 
as accurate as material in news col- 
umns 


Warren Bahr, associate media director of 
Young & Rubicam, says daily news- 
papers must seek more income from 
national advertisements. ................ Page 76 


Highlights of This Week's Issue 


FIGURES TO FILE 


Meat Packers 2-Year Sales 
& Earnings 
Leading 
ers in ‘59 


Trendex TV Ratings 


Net Radio’s Top Adver- 

SNE sshnieceniineetanatseneanataneees Page 60 
Consumer Magazine Lin- 

SN. Sen iecechciichiatentahciatedesiiniatnneet Page 77 
Net TV Gross Time 

INES vaca cadertincsacapunbenteveddlaconal Page 83 
 , Berea Page 86 
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What They're Saying 


tae ie ete: aire ore 
Re tae me) ere to uaa 


refuset to be identified, comment- | 


word that we are not the unani-| 


nine are said never to have partic- 


dealers left for Grant Advertising. | 


Advertising Age, February 22, 1960 


the heavy spring selling season. 

“You don’t know the score till 
you price all four,” is the headline 
of the introductory newspaper ad. 
Specific reference by names is 
made to various Ford, Plymouth 
and Chevrolet models in compari- 
son with the Dodge Dart. A sub- 
head states: “Model for model, 
dollar for dollar, Dodge Dart is 
priced with the other cars in the 
low-price field.” = 


Shaw-Hagues Is New 
Medical Affiliate of 
John W. Shaw Agency 


Cuicaco, Feb. 19—A new ethi- 
cal-pharmaceutical agency—Shaw- 
Hagues Inc.—has been organized 
by John W. Shaw and David N. 
Hagues. 

Mr. Shaw, president of John W. 
Shaw Advertising, will serve as 
board chairman of the new agency, 
which will be an affiliate of the 
Shaw agency. Mr. Hagues is pres- 
ident and chief executive officer of 
Shaw-Hagues and will head up 
the plans board. He has had ten 


David N. Hagues 


| John W. Shaw 
‘years’ experience in medical ad- 
| vertising—the past five years as 
| business manager of Harry C. 
|Phibbs Advertising Co. Messrs. 
|Shaw and Hagues own all the 
|stock in the new agency. 
Shaw-Hagues is expected to 
have billings this year of about 
$250,000. Accounts include Chicago 
Pharmacal Co., Nicholas of Amer- 
ica Ltd., Chicago and Toronto, and 
|Haug Drug Co., Milwaukee. The 
agency will also be a consultant to 
Paul B. Elder Co., Bryan, O. 


= Personnel of the new agency 
includes five practicing physicians, 
four specialized medical writers, 
general writers, researchers and 
designers. Offices will be located 
at the Shaw agency, 51 E. Superior 
St. 

Mr. Hagues told ADVERTISING 
AGE that the new agency will have 
access to all the production, media, 
|research, creative and traffic fa- 
cilities of the Shaw affiliate of- 
fices in Chicago, Los Angeles, 
Grand Rapids, Milwaukee and 
| London. 

At the same time, John W. Shaw 
| Advertising will have access to a 
professional medical organization 
lreadily available for consultation 
‘on the advertising and marketing 
of any consumer proprietary goods, 
jhe said. # 


McGraw-Hill Earnings 
Above $8,000,000 in ‘59 
McGraw-Hill Publishing Co., 
|New York, and its subsidiaries 
{have reported a consolidated net 
/income of $8,189,216 for 1959. This 
}amounts to $3.09 per share and a 
'$922,813 increase over the net 
}earnings for 1958. Federal income 
taxes came to $9,303,321. For 1958 
earnings were $7,266,403 (a drop 
from the 1957 net of $8,057,814), 
or $2.75 per share. Federal income 
|taxes for 1958 amounted to $8,- 
119,831. 


Palmer, Codella Names Poppe 

Fred C. Poppe, formerly manag- 
er of account development at Don- 
ahue & Coe, has joined Palmer, 
Codella & Associates, New York, as 
exec vp for client services. Hen- 
drick Mfg. Co., Carbondale, Pa., 
has appointed Palmer, Codella to 
handle its account. It was formerly 


2 at Donahue & Coe. 
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Advertising Age, February 22, 1960 
Only ‘Law’ Can — 
Curb Ad ‘Thieves, 


Swindlers’: Cone 


Agency Head Suggests 
Pricing TV by Rating, 
Doubling Up of Shows 


Los ANGELES, Feb. 16—Fairfax 
M. Cone, chairman of the executive | 
committee of Foote, Cone & Beld- | 
ing, today said that he didn’t think | 
it was possible for the advertising | 
industry to “somehow clean out 
that small per cent of advertising| 
that is dishonest that causes us all! 
so much trouble.” 

“I think it will take the law,) 
just as it takes the law to put 
down other invasions of private | 
property and personal rights by | 
thieves and swindlers,” he said in 
a talk before the Los Angeles Ad- 
vertising Club. 

He described the “law” in ad- 
vertising as the “Federal Trade 
Commission, for national adver- 
tising that is dishonest; and the} 
better business bureaus, for local | 
advertising that is dishonest, and | 
the Federal Communications Com- 
mission, if any station ignores the 
citations or protestations of the 

(Continued on Page 34) 


$1,000,000 Push 
to Introduce New, 
Pulpier Snow Crop 


Product Will Bow in 
New York, New England; 
to Go National in 1961 


New York, Feb. 17—Minute 
Maid Corp. will spend more than 
$1,000,000 in introductory phases 
of its drive for “new process” 
Snow Crop frozen orange juice. 
Kastor, Hilton, Chesley, Clifford 
& Atherton is the agency. 

National distribution is planned 
for this juice, which contains more 
of the pulp of the orange and is 
said to be very much like home- 
squeezed orange juice. But at the 
outset the company will concen- 
trate on an invasion of the New 
York and New England areas 
with a campaign that starts March 
7. When the product goes national 
in 1961, it will have a $5,000,000 
ad budget. 

Tv and newspapers will be used 
to spread the news about the 
“100% richer” Snow Crop juice, 
which has been encased in a new 
can, with the label designed to 
stand out even through the frost 
of a frozen food cabinet. 

The kickoff 1,000-line newspa- 
per ad will be in the form of “An 
open letter to New York and New 
England grocers.” This will be fol- 
lowed by a heavy barrage of tele- 
vision promotion, mixing minutes, 
20s and 10-second announcements. 
The newspaper ads are set to hit 
about one per week. The total 
schedule set so far calls for 85 
newspaper pages, plus smaller 
units, and 2,500 tv spots. The larger 
share of the budget will go to tv. 


| 


a The “new process” Snow Crop 
juice was market tested in Omaha 
last September. 

In 1958 the other orange juice 
member of the Minute Maid brand 
family went through some changes. 
This new orange concentrate un- 
der the Minute Maid label has been 
introduced commercially in Hous- 
ton, Cincinnati, Syracuse, Balti- 
more, Washington and Chicago. 
Ted Bates & Co. handles the Min- 
ute Maid juice. + 
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Klitten 


POLITICAL CLIENTELE—Walter Guild, of Guild, Bascom & Bonfigli, and 

Kai Jorgensen, of Hixson & Jorgensen, visit with Martin Klitten, 

chairman of the Southern California council, American Assn. of Ad- 

vertising Agencies, and Ted Neale Sr., Neale Advertising Associates, 
before speaking at the council meeting. 


Guild 


Jorgensen Tells Guild 
All He Got in Smoke-Filled 
Rooms Was ‘Slight Cough’ 


Los ANGELEs, Feb. 17—One of 
the owners of Guild, Bascom & 
Bonfigli, which is handling the 
1960 Democratic Presidential cam- 
paign, last week told the Southern 
California council of the American 
Assn. of Advertising Agencies that 
participation in political campaigns 
is a civic responsibility, and agen- 
cies cannot shy away from it for 
fear of criticism. 

Walter Guild said such partici- 
pation is a duty as well as a privi- 
lege. In his opinion, the electorate 
benefits when candidates have 
professional advertising counsel, 
and candidates are entitled to such 
assistance. He said modern com- 
munications techniques are es- 
sential to a campaign, but they 
play no decisive role in election 
results. 

Mr. Guild said “a number” of 
his clients “belong to the opposite 
policital party, but no one has at- 
tempted to exert the slightest 
pressure on us. In fact, although 
some told me they hoped we would 
lose, they said they were delighted 
that we had secured the account, 
and expected us to do our best.” 


= Kai Jorgensen, of Hixson & 
Jorgensen, whose agency has han- 
dled a number of political issues 
and candidates, agreed it is neces- 
sary and desirable for agencies 
to assist candidates in presenting 
issues clearly and honestly. 

Mr. Jorgensen called the popular 
concept that advertising experts 
perform black magic with cam- 
paign strategy “just so much hok- 
um. I’ve been in a good many 
smoke-filled rooms, but the only 
substantial thing I ever got from 
them was a slight cough.” 

Commenting on Mr. Guild’s “‘sur- 
prise and pleasure” at the number 
and caliber of volunteers who have 
offered their talents gratis, Mr. 
Jorgensen said such a situation has 
it debits as well as potential assets. 

“You'll get more help than you 
believe possible, and all your vol- 
unteers will be experts in adver- 
tising as well as politics,” Mr. 
Jorgensen predicted. “You'll even 
get help from those nice little old 
ladies in Dubuque who have raised 
$250 with their brunches and cof- 
fee klatches. They’ll want to know 
when you’re going to send them 
their campaign buttons and when 
you’re going to put up the outdoor 
boards in their neighborhood, and 
they’ll know just the spot. 


= “Aside from the _ volunteers, 
you'll also get a great deal of help 


Jorgensen Neale 


No Client Pressure Against Handling 
Democrats, Guild Tells 4A’s Council 


from special media who can ‘swing’ 
the election for your candidate if 
you place some space—and against 
him if you fail to do so.” 

Mr. Jorgensen’s final word of 
advice was, “Do the job without 
fear or favor. Just don’t offend 
anyone.” # 


Ford Was ‘59's 
No. 1 Advertiser in 


Farm Publications 


General Motors, ‘58 
Leader, Placed Second; 
Then Harvester, Cyanamid 


Cuicaco, Feb. 16—Ford Motor 
Co. was the leading advertiser in 
farm publications in 1959, with a 
total expenditure of $1,856,956. 

The total, an increase of $291,353 
over 1958, was enough to top Gen- 
eral Motors Corp., the ’58 leader. 
GM decreased farm paper expen- 
ditures $18,750 below those of the 
year previous, for a ’59 total of $1,- 
612,051, good for second place. 

International Harvester ($1,330,- 
057), American Cyanamid Co. 
($1,146,141) and J. I. Case Co. 
($971,772) remained in third, 
fourth and fifth places, respective- 
ly, among the leading advertisers 
in farm publications. 

Rounding out the top ten for 1959 
are, in order, Ralston Purina Co., 
Deere & Co., Massey-Ferguson, 
Chas. Pfizer & Co. and Allis Chal- 
mers Mfg. Co. 


s The expenditure figures, com- 
piled by Farm Publication Reports, 
show that 307 advertisers spent 
$25,000 or more in farm papers in 
1959; total expenditure for these 
advertisers was $39,672,300. Total 
for all farm paper advertising last 
year was $52,644,891. 

Among these 307 advertisers, 220 
increased their advertising expen- 
ditures in farm publications in 
1959 over 1958, 85 decreased their 
expenditures and two spent the 
same in both years. 

A partial list of leading farm 
publication advertisers, with their 
1958 and 1959 expenditures, is on 
Page 38. # 


Meier Joins Abramson 

Richard H. Meier has joined 
Ervin R. Abramson Advertising, 
Milwaukee, as an account execu- 
tive. Mr. Meier was formerly with 
Bucyrus-Erie Co., where he was 
copy chief and media and produc- 
tion manager. 


Somnolent Set Supports Sponsors... 


Paar to Reshoulder 


Block Drug, Major User 
of NBC-TV Show, Is Among 
‘Come Back, Jack’ Group 
New York, Feb. 17—Jack Paar 


has promised to return March 7 
to shoulder the burden of $13,000,- 


/000 worth of NBC-TV billings. 


This gives radio-tv row plenty of 
time to deliberate about the sig- 
nificance, from the industry point 
of view, of the comedian’s oh-so- 


well-publicized spat with his net-| 


work bosses. 

Some observers view this as a 
battle over the basic question of 
who shall decide what material is 
suitable to go out over the network. 
These people look on the principle, 
not the rather trivial incident it- 
self, as the important considera- 
tion. 

On this specific point the re- 
sults of VAffaire Paar are very 
clearcut. The NBC management 
said no water closet-wayside chap- 
el joke and meant it. There was 
no wavering from the position that 
the network alone was the final 
arbiter as to what was acceptable 
programming. Even an on-the-air 
tantrum, shattering the show- 
must-go-on tradition, didn’t shake 
the NBC bosses. 


= In its stand NBC had strong sup- 
port from the competition. WCBS, 
the key radio station of CBS, which 
recently started editorializing on 
such tepid topics as the parking 
problem, went on the air to back 
up NBC. Said WCBS’ editorial: 

“It seems to us that Jack Paar’s 
right, or the right of any network 
performer or employe, ends when- 
ever the officials of that network 
decide that he is about to violate 
the good taste of one of their pro- 
grams.” 


a The other question that imme- 
diately arises is how this incident 


Brand Names Leap 
With Athletes at 
Winter Olympiad 


Squaw VALLEY, CAL., Feb. 17— 
While the world sharpens its focus 
on this snow-covered valley, 6,200 
feet high in the Sierra Nevada 
range, it is catching sight of a 
wealth of brand name food and 
equipment that has been contrib- 
uted for the eighth Olympic winter 
games. 

Olympic tie-in arrangement con- 
tributions for the 11 days of ac- 
tion—beginning tomorrow—range 
from cash to Campbell soup, from 
personnel to Pepsi-Cola. Roughly 
40% of the estimated $350,000 cost 
of feeding the athletes, officials 
and entourages has been donated 
in private cash and products. 

In return for their charity, the 

(Continued on Page 36) 


\Sarnoff and Robert 


NBC Billings Load 


—a reversal of the Paar “I kid you 
not” 
Paar’s future worth as a tv sales 


platform—will affect Mr. 
personality. 

If the reaction of Block Drug Co. 
is indicative, Mr. Paar’s full house 
of backers is not at all worried 
about the possibility that his public 
image has been damaged by his 
melodramatic fight with NBC. 


® Among the “come back please, 


Jack” requests he received before 


making up with Messrs. Robert 
Kintner in 
Florida was one from A. L. Plant, 
advertising manager of Block. Mr. 
Plant expressed Block’s gratitude 
to Mr. Paar for his good work at 
helping to sell Block products and 
(Continued on Page 59) 


No Law Keeps 
FTC from Citing 


Media: Kintner 


U. S. Official Tells PRSA: 
Help Sales-Aware Clients 
to Stay Out of Trouble 


NEw York, Feb. 17—Media share 
moral responsibility for the trans- 
gressions of advertisers, and self 
regulation will prevent them from 
sharing legal responsibility as well. 

These were the views of the 
Federal Trade Commission’s chair- 
man, Earl W. Kintner, expressed 
in a talk to the New York chap- 
ter of the Public Relations Society 
of America. 

“In my opinion the public and 
moral responsibility of advertisers 
and those who serve the industry 
must in turn be shared by the 
media—the newspapers, the mag- 
azines, the periodicals and the 
broadcasting media. 


2 “Whether this sharing of pub- 
lic and moral responsibility also 
should involve a sharing of legal 
responsibility to the extent that 
media are cited as parties respon- 
dent in false and misleading ad- 
vertising cases is another matter, 
involving serious policy considera- 
tions,” he said. 

Pointing out that there is no 
express statutory exemption for 
media under the FTC law, Mr. 
Kintner went on: 

“I hope that the FTC never will 
find it necessary to make any pub- 
lishing medium, printed or broad- 
cast, party respondent in a decep- 
tive advertising case.” 


= In response to a question the 
commissioner said that at the lo- 
cal level, particularly, there must 


(Continued on Page 58) 


OLYMPIC SALUTE—Three lovely young skiers—a blonde, a brunette, 

and a redhead wearing the symbol of the Olympic winter games— 

are featured on outdoor ads of the California Dairy Industry ad- 
visory board and the Sacramento Milk Council. 
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Skip Business Papers Offering Poor swiss we sow receive on our vet 


Audits, Rosberg Urges Advertisers |= Mr. Rosberg admitted that such | 


More Advertisers Are 
Now Saying, ‘Prove It,’ 
Buchen Exec Tells BPA 


Cuicaco, Feb. 17—Advertisers 
and agencies should stop spending 
advertising dollars in business 
publications which refuse to pro- 
vide them with bona fide audits 
and research data, J. Wesley Ros- 
berg, senior vp and director of 
research of Buchen Co., said here 
today. 


| furnish such information. 


| ter business publications,” he said. 


research would cost business pa- 
| per publishers money, and he add- 
ed that advertisers and agencies 
would have to “stop putting the 
arm on them to ‘just send out 1,000 


companies and their agencies to 


“Today, more and more of these 


|\top managements are saying, | postcards to see how many people 


‘Prove it’,’ Mr. Rosberg. said.|use left-handed monkey wrench- 
“How do you know this market is | es.’ 

right; that this publication covers “Most of that isn’t good research 
that market properly; that these| anyhow, and it’s time we stop 
readers have any buying influ- making prostitutes out of the pub- 
ence; that these readers even read |lications by asking them to do this 


|the book, let alone our advertis- | sort of garbage,” he said. “They’ll 


ing. Prove it.” | have a lot more money to spend 
| on good research if we do.” 


es Mr. Rosberg asserted that the | 


Speaking at the 28th annual |advertising field is fast approach-|# Ted R. Meredith, asssociate me- 


meeting of Business Publications 
Audit of Circulation, Mr. Rosberg 
pointed out that top management 
today is demanding justification 
for the selection of advertising 
media, and added that it is up 
to the advertising directors of 


ing the day when “we as an in-/dia director, Batten, Barton, Dur- 

dustry, and as a profession, are | stine & Osborn, charged that many 

going to have to establish, insist; business paper publishers have 

on, and live up to, some standards|been selling their publications 

of publication research. | wrongly and have become involved 
“TI am thinking in terms of) in the “numbers game.” 

standards that in their own way “It is my strong conviction that 


Advertising Age, February 22, 1960 


industrial advertising should be|administrative vp of U.S. Steel 
sold so that it is related with its| Corp. 
proper elements; not on the basis! Mr. Chapple pointed out that 
of a pseudo ratio to sales,’ Mr.|the next decade will be a highly 
Meredith said. |competitive period with industries 
“To do this indicates a better or| battling industries for a share of 
more realistic selling job by busi-|the consumer dollar. Companies 
ness paper publishers to industry.|in the same field will be fighting 
Sell industrial advertising as a|each other and there will be com- 
catalytic medium to more fully | petition from foreign companies, 
|activate industry’s marketing strat- | he said. 
legies. Do not sell industrial ad-| “Business publications must 
vertising on the basis of its being | jearn to think like advertisers,” he 
a direct producer of sales. Even | said. “Don’t tell us how good your 
| calling industrial advertising a| book is, but what kind of a job it 
tool for sales relates it to sales| wil] do for us. Learn the objec- 
more than to marketing. tives of your prospects and then 
“There are many powerful pres-| convince them that you can do a 
sures on industry’s marketing job|job for them,” Mr. Chapple said. 
which, with proper direction, in- 
dustrial advertising can help i L, The following seven men were 
ecute. At least here is a man-siZe | elected to the BPA board of direc- 
selling challenge that makes the|to-<- Mark K. Pinkerman, Reich- 
attempt to equate ‘return-on-in-| hold Chemicals Inc.; Charles M. 
vestment’ with ‘number of in-|Reesey, Cincinnati Milling Ma- 
quiries’ look juvenile. chine Co.; George Robertson, Gen- 
eral Electric Co.; Joe H. Serkowich, 
=» J. W. Murphy, manager of the| Aubrey, Finlay, Marley & Hodg- 
|advertising department, Allis-|son; Ewing W. Graham, Putman 
Chalmers Mfg. Co., told BPA| Publishing Co.; Robert H. John- 
|members that unlike many other|ston, Johnston Export Publishing 
industrial companies, Allis-Chal- Co., and Junius M. Smith, Clark- 
|mers has a media buyer. Although| Smith Publishing Co. # 
|the agency’s media department is | 


|used by the company, he said, the . ‘ 
|final decision is made by the | Canadian Advertisers Name 
| company’s media buyer. ‘Yeates, Gater, Farthing 
| The media buyer meets with| Allen B. Yeates, director of pub- 
|all space salesmen and _ travels) lic relations, sales promotion and 
around the U.S. talking to editors, | advertising of Prudential Insur- 
|A-C customers and salesmen. He | ance Co. of America, Toronto, was 
|saves the company money because | elected exec vp of the Assn. of 
| of quick and constant communi- | Canadian Advertisers. Mr. Yeates, 
‘cations with A-C’s promotion| who continues as ACA treasurer, 
|buyers, and he supervises the | Succeeds James C. Miller, of Mac- 
|bookkeeping for advertising ex-| Laren Advertising Co. Ltd. 
penditures, Mr. Murphy said. | At the same time the association 
|named E. T. Gater, vp of Sterling 


. Industrial advertising must do| Drug Mfg. Ltd., and K. J. Farth- 


|a better job in the next ten years | ing, manager, general advertising, 
| than it has done in the past, ac-| Canadian Westinghouse Co. Ltd., 
|cording to Bennett S. Chapple Jr.,| to the executive committee. 


nutshell 


Baltimore is America’s most compact major market. The proof—more than 
85% of its families (1.5 million people) live within a 15-mile radius from 
the heart of downtown, roughly the ABC city zone. 


Equally as important, an estimated 92% of the total Baltimore market 
retail sales are consummated in this same compact area, making it a highly 
productive market—the nation’s 12th largest, in fact. 


Baltimore is an ever-growing market, too. The past 20 years have added 
half a million people to the city’s immediate area. 


Contact with this compact market now, as always, can be established best 
and most economically by your use of the Sunpapers. More than 88% of 
our daily circulation (77% of it home delivered) and more than 82% of 
our Sunday circulation (80% home delivered) is in Baltimore’s concentrated 
city zone. With the Sunpapers:alone you reach the overwhelming majority 
of Baltimoreans where they live, work and buy. 


The Baltimore Sunpaper 


ABC 9/30/59: Combined Morning and Evening 414,465 — Sunday 316,007 


National Representatives: Cresmer & Woodward, Inc.—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott—Chicago, Detroit 


Market 
in Total Retaal Sales 
Watch Food Sales Sprout 


Hungry Metropolitan Greensboro Market ranks 17th in 
food sales in the South’s top 25 markets—ahead of Charlotte, 
Augusta, Baton Rouge, close behind primary markets like 
Mobile and Chattanooga. Feed your sales story through the 
Greensboro News & Record—the only medium with domi- 
nant coverage in the Greensboro Market and selling influence 
in over half of North Carolina. Over 100,000 circulation 
daily; over 400,000 readers daily. 


Write on company letterhead for “1959 Major U. S. Markets 
Analysis” Brochure of all 292 Metropolitan Markets. 


Greensboro—Ist Market in the Carolinas— 
79th in the Nation 


Greensboro News and Record 


GREENSBORO, NORTH CAROLINA 


Represented Nationally by Jann & Kelley, Inc. 
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How much of 
your sales volume 


depends on top 


food retailers like 
De omen these? 


rapid turnover of goods when the suppliers are regularly advertising 
in the pages of THIS WEEK Magazine. Time after time, we have 
had the opportunity to see advertising campaigns scheduled in Read what they SAY about the 


THIS WEEK move tremendous quantities of merchandise through 


en tien” Z - power of THE BIG ONE 


GERALD A. AWES, President, Lucky Stores, Inc., 
San Leandro, Calif. 110 stores. $180,000,000 annual volume. 


CS EE 


FOOD STORES 


‘We have found that products advertised in THIS WEEK have ex- “The advertising power of THIS WEEK is a moving force in the 
cellent consumer acceptance and our customers look first for THIS sale of nationally-advertised products’ on grocers’ shelves. THIS 
WEEK advertised products on our shelves. We know the impact of WEEK, in effect, paves the way for quick turnover of national- 
advertising in your publication. It is reflected in the movement of brand merchandise in our supermarkets.” 
merchandise in our stores.” 
NVM nnn VA j-—_€ 
H. V. MCNAMARA, President, National Tea Co., ARTHUR ROSENBERG, Vice-President, Food Fair Stores, Inc., 
Chicago, Ill. 932 stores. $795,000,000 annual volume. Philadelphia, Pa. 384 stores. $725,000,000 annual volume. 


To move goods fastest... Re 
Buy The Big One! j 
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. . | for th kshop. 
Planned, Controlled Co-op Vital in "we “ontinsdiy wor towara 
having all local cooperative ad- 
Westinghouse Marketing Setup: Smith ticular, we make sure that the|porations in the U.S., 132 (26%) 


vertising use the same themes, 
the same feature points, the same | 
| emphasis on product advantages | distributor offers advertising plans |engage in co-op advertising. This 
|that are used in our national ad-|and allowances to all competing|compares with 120 (24%) two 
Local Co-op Ad Fund Is 
‘ : s/ ak wre 
Largest Single Element advertising job.’ |cluded in any factory prepared ad| “Though our distributors have|# The most important current 
He said Westinghouse leaves the | materials. Distributors and dealers |somewhat of a free rein in their | problem in successful cooperative 
lions of dollars spent annually in| “have the best perspective of their “It stands to reason that if we|law—plus conscience—guides the|ing manager of the Chicago Daily 
national media by Westinghouse | markets promotional possibilities | 


Advertising Age, February 22, 1960 


the policies laid down by the fac-,vertisers engage in cooperative 
tory, Mr. Smith said, is strict ad-| advertising, compared to 51 com- 
herence by the local distributor to | panies two years ago. 

the Robinson-Patman act. “In par-| Of the 500 largest industrial cor- 


the millions we spend in national 
media are literally only half the 


| vertising. This standardization of|dealers on a proportionally equal) years ago, he said. 
|copy approach is automatically in- | basis. 
in Budget, ANA Is Told a . 
responsibility for cooperative ad- | ajso follow it in locally created co-| use of co-op funds,” he concluded, advertising is “the need for intelli- 
New York, Feb. 17—The mil-| Vertising to local distributors, who op advertising. |“awareness and respect for the | gent control,” Budd Gore, advertis- 


Electric Corp. would be “practical-|#%d who get the most out of every | cept,” Mr. Smith continued, “it| areas as price information 
ly money down the drain without|Competitive dollar.” He said that|has to be started nationally, but |and warranties, 


definitive local follow-up,” Leon- 
ard W. Smith, merchandise man- 
ager of major appliances for the 
company, said today. 

Speaking before a workshop on 
cooperative advertising sponsored 
by the Assn. of National Adver- 
tisers, Mr. Smith said that as ele- 
mentary as it may seem, without 
local advertising—telling the con- 
sumer how much an appliance 
costs and where to buy it—all “of 


want to establish a product con-| 


in relative importance, the local really seated locally. The careful 
cooperative ad fund is the “largest| planning of our factory ad man- 


single element” in Westinghouse’s| agers and our agency people is of 
major appliance ad budget. 


|little benefit if it is not followed 
up in dealer advertising.” 
a While national advertising can’t 


do the entire selling job without|s And while the company gives 


local follow-up, Mr. Smith said, | its local distributor a compara- | 
it does establish the product con-|tively free hand in co-op adver-| 


cept on which local advertising is|tising, it still provides policies to) 


|based. He described the Westing-| be followed and continues to keep 
house method of co-op advertising | tabs on its local ad effort. Part of | 


reins. Such important advertising| News, told the group. 

‘ claims | “Without good control, you’re pi- 
accuracy of fea-|loting a rudderless ship in a sea of 
ture copy and signs of misleading extravagance and ineffectiveness,” 
advertising are closely watched.” |he said. # 


# Another speaker, Lester Krug- 
man, vp of advertising and public 
relations, National Telefilm Asso- 
ciates, traced the growth of co- 
operative advertising. 

Noting that many companies 
spend more for co-op than for na- 


‘Modess Drive Uses 
‘Wallpaper-Style Ads 


lin Dailies, Magazines 


| NEw YorkK, Feb. 16—Personal 


said 63 of the top 100 national ad-|sponse to its newspaper color ads 


‘tional advertising, Mr. Krugman) Products Corp. is, rating the re- 


for Modess as “’way out of the or- 
dines” 

The campaign is running in 
about 50 newspapers across the 
country and is in addition to the 
regular “Modess . . . because” cam- 
paign in magazines (for news of 
still another Modess campaign, see 
story on Page 10). The pastel-col- 
ored ads picture a woman with a 
beflowered lorgnette, reading a be- 
flowered newspaper. The point of 
it all is to “maintain the Modess 
| image but still create a new look,” 
the company told ADVERTISING AGE, 
|\“and so far it has been tremen- 
dously successful.” 

The ads, furnished to the news- 
papers on printed rolls, are de- 
signed like wallpaper so they can 


-_ 
lt 


SS 


| FLOWERFUL—Personal Products Corp. 
lis running this color ad in Cincin- 
| nati and Milwaukee newspapers, 
| featuring a phone number to call 
for a Modess coupon. 


| be cut at any point. Magazine ver- | 
|sions also are running in women’s | 
| and fashion books. 
| The newspaper ads first ap- 
peared last October and November, 
|}a second schedule was lined up 
|for January and February, while 
\“a third blast will start within 
| the next two months,” AA was 
| told. 


s In January and February, the 
|company also has been running a 
|special “free offer” in Cincinnati 
'and Milwaukee newspapers. In 
| this two-city test, the ad pictures 
‘a woman with a flower-strewn 
|mewspaper and telephone. The 
copy features a phone number to 
eall for a coupon good anywhere 
for a free box of Modess. 

“Full information on these tests 
is not in yet, but so far they have 
exceeded our expectations, and 
we have quite good hopes for the 
final results,” the company said. | 

Young & Rubicam is the agen-j 
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ad-manager friend of J 


ours recently, and we said 
(not too smugly), "The Saturday EveningPost ff 


is your number one buy — for reach, frequency, response.’ He 
gave us a here-we-go-again look and said, “Can you prove it?” We said,” Yes” = 


“Remember last year, when we pioneered the first measure of your advertising page 
— instead of just telling how many people look into one of our issues?’# Sure—Ad Page 
Exposure; he said, staring sadly down at the sliver of lemon in the bottom of his glass. 
“So that was last year.What have you done for me lately?’a"A new Politz study, thats what 
—one that shows how all three books in the Post's field compare in delivering Ad Page 
Exposures! And talk about reach!” we said as his fingers closed around a bread stick. 
“Just one insertion in Life, Look and the Post and you get more than 91 million reader 
exposures for your ad page.” =» While we still had his attention, we arranged our 
knife, fork and spoon into a rather clever vertical bar graph.“Now here’s the breakdown 
~ on Life, Look and the Post—or,to be accurate, Post, Look, Life? Then we scribbled the 
following on the tablecloth, below our silver: REACH OF YOUR AD PAGE-POST... 
30,861,000 APX LOOK... 30,702,000 LIFE...30,110,000.= And let’s take frequency of 
exposure. A Post ad page gets 17% more exposure to the individual reader than a Look 
ad page...37% more than a Life ad page. The Post is the Hi Frequency magazine !” 
# “Tell me about the Influentials,” he said. “I like to hear about the Influentials’ 
= “They come next — under response: The Post does the best job of getting through 
to people with the need and the money to buy. Your Post ad page gets 4 million 
more repeat exposures among larger families than a Life or Look ad page — 2 million 
more repeat exposures in $4000 and over households 
($4000 is where buying power begins.)” = “You said a 
mouthful,” he grinned, watching the waiter serve the London 
broil au jus. #"Pure gravy, we said, ‘like an adin the Post’ THE INFLUENTIALS! MAGAZINE 
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Swertfager Quits Ford Dealers Hit for 
Price Fixing Enter 
* 
as Senior VP of NoloContendere Plea 
| Detroit, Feb. 17—The 22 mem- 
L & N ] bers of the Detroit Metropolitan 
ennen ewe Ford Dealers Assn. named in an 
indictment last May by the De- 
New York, Feb. 19—Walter M.|partment of Justice anti-trust di- 
Swertfager, senior vp and manage- | vision on two counts of conspiracy 
ment account supervisor at Lennen | to fix new car prices, have changed 
& Newell, has resigned from the|an earlier plea of innocent to one 
agency, effective March 1. lof nolo contendere (no contest). « 
Mr. Swertfager said he did “not| The plea was not immediately | 
wish to announce any reason” for|accepted by Ralph M. Freeman, 
his departure. He said there was|federal judge, who asked Philip 
no connection between his resig-| Van Zee, attorney for the defend- 
nation and L&N’s recent losses of | ants, to bring each individually be- 
American Airlines and National | fore him. 
Distillers. He said he will take a| 
61-day trip to South America, Af- | government will be served if I ac- 
rica and the Mediterranean and | cept this plea,” said Judge Free- 
then will announce his plans. |man, “but I want each man to un- 
Mr. Swertfager, who will be 60| derstand and say so.” He said the 
on June 28, began his business ca-| fine could amount to $50,000, or a 
reer in 1922 with the Vacuum Oil | total of $2,200,000 on those named | 
Co., where he was assistant to the|in the indictment. 
ad manager. From 1929 to 1937) f 
he was an account executive with | ® Only 22 of 49 Ford dealers in the 
Lord & Thomas: then he moved|tri-county area of metropolitan 
to Seagram-Distillers as its ad di- | Detroit are involved. They are re- 
rector. |puted to sell about 40% of the 
|Fords in the area. A memorandum 
® He left Seagram in 1940 to join | accompanying the change of plea 
Ward Wheelock Advertising; in|mentioned this and maintained 
1941 he started his own agency. |that any activity of agreement on 
In 1947, he joined Lennen & Mit-| price would not impose restraint 
chell as vp and plans board di-|in the highly competitive market. 
rector. He became a senior vp of} The memo said that use of dealer | 
Lennen & Newell in 1952, when association price lists did not de- | 


“T believe the best interest of the |§ 
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Will your present 
letterhead) 
lookat home |" 


in the Missile 


Advertising Age, February 22, 1960 


BPA Votes 3-Year 
Limit on Circulation 


Source Material 


(Other news of the BPA meeting 
sessions is on Page 4.) 

Cuicaco, Feb. 18—The board of 
directors of Business Publications 
Audit today voted to require up- 
dating of circulation source mate- 
rial from a maximum of five years 


to a maximum of three years, with | 


a publisher option of using materi- 
al as recent as two years or one 
year old. 

At the same time, the board 
| voted to drop the term “verifica- 
| tion.” In the future, the word 
“qualification” will cover the pro- 
cedures formerly known as “veri- 
fying.” 

Here is what has happened: 
Before today, “qualified” circula- 
tion of business papers consisted 
of source material (for recipients 
of the publication) no older than 
five years. “Verified” circulation 
was made up of source material no 
older than two years and it was 
optional for a publisher to list his 


* 
as “verified” circulation. 


our proter can help 
Jettertead that will smapwess your pres 
pects...im Indie or tallemnpalls a 


ASH YOUR PRINTER TO GRING TOUR LETTERNEAD UF TO DATE OW 


MMERAT 
” BON a 


THE GEST KNOWN NAME (h PAPER 


L&N succeeded Lennen & Mitchell.|termine ultimate sales prices, and|NEW—Hammermill Paper Co. is 


American Airlines, a $6,000,000 | that a $225 gross profit on a sale 
account moved to Young & Rubi-|was not adhered to, with 58% of 
cam last June. National Distillers’ | the sales being below the $225 and 
Hill & Hill and its Bourbon Deluxe | 8% below $100. 
whiskies and Cinzano vermouth—| A similar indictment was re-| 
billing $1,000,000—announced on | turned by a previous grand jury | 
Nov. 23 a switch to Fletcher Rich-| against a group of Detroit Chevro- | 
ards, Calkins & Holden, effective|let dealers. That case is still) 
early in 1960. # |pending. + 


You Ought to Know . .. stantord Smith 


Stanford Smith, who becomes;as an infantry captain in Pacific | 
general manager of the American | combat zones. 
Newspaper Publishers Assn. Aug.| Returning to Georgia, he got a 
1, is a tall, spare, soft-spoken) job on the Augusta Journal, where | 
southerner who “can’t remember |he worked first as a reporter and| 
ever wanting to be anything else| later as a “swing man,” a kind of | 
but a newspaper man.” editorial Jack-of-all-trades. Later, 

But paradoxically, Stan’s as~|Stan moved to the Cairo Messenger, 
cendancy, at 41, to the top post in| a Georgia weekly where, as he re-| 
the biggest newspaper association | calls, he “did everything.” Then in| 
in the world was accomplished| 1947, Stan went to the Georgia) 
mainly outside the newspaper city | Press Assn., which he managed for | 
room. six years. He joined the ANPA as 

Like his predecessor, Cranston |assistant to Cranston Williams in 
Williams (who is retiring after 20} August, 1953. 
years with ANPA), Stan is a na- As he sees it, the challenge of 
tive of Georgia, whose soft south-| association work is basically the 
ern drawl has been diluted only/|challenge of newspaper reporting. 
“Every day there’s something new 
and something different,” he says. 
\“I’m not the type of association 
man who could run, say, an auto- 
mobile dealer association. Our 
challenge is a unique one. It’s up 
to us at ANPA to provide services 
for our membership that others 
can’t possibly provide, and do for 
the members better than they can 
* for themselves.” 


S 
- 
|m As for the future operations of 
|ANPA, Mr. Smith said he sub- 
scribes to Cranston Williams’ phi- 
losophy that the “orbit of ANPA is 
360 degrees.” 
A Stan lives with his wife and 
| three daughters in suburban Harst- 
Stanford Smith |dale, N. Y. In addition to serving 
P .,, |as director of the Army Command 
slightly by nearly seven years with|« General Staff College in White 
ANPA in New York. : Plains (he’s a lieutenant colonel), 
Like many others in the business, |}. also finds time to coach a bas- 
Stan began his newspaper career in ketball squad comprised of sixth 
college. As an undergrad at the grade girls. “My daughters got me 
University of Georgia school of | into it and I think we're leading 
journalism, he edited the college the league.” # 
newspaper and handled the uni- 
versity’s public relations. Wiegand Joins Bohnett 
@ In 1941 he took the Army up on Lou Wiegand, formerly sales 
an offer (“Do your year in college| promotion manager of American 
and then get out”) and was| Machinist, New York, has joined 
promptly hauled into active serv-| Bohnett Co., Cincinnati agency, as 


launching a new drive in the Feb. 


27 issue of The Saturday Evening 


Post to promote the use of its bond 

paper with letterheads. Batten, 

Barton, Durstine & Osborn, Cleve- 
land, is the agency. 


Give U.S. Inchin 
TV Control and It'll 
Take an Ell: Stanton 


New York, Feb. 18—Warning 
that there is no such thing as a 
little government control, Frank 
Stanton, president of CBS, today 
reiterated his contention that the 
job of improving tv should be left 
to the television industry. 

“Government prescription is the 
easiest way, but it’s also the ir- 
responsible way,’ Mr. Stanton 
said in a speech here, following 
his acceptance of the Printers’ Ink 
advertising gold medal award. 

“Sometimes from _ surprising 
quarters usually dedicated to free- 
dom and ordinarily keenly sensi- 
tive to any government intrusion 
into expression in America, the 
argument is advanced that, be- 
cause there is a technical limit on 
the number of tv channels avail- 
able, the government should be 
empowered to regulate what is 
broadcast on those channels... 

“Once the government tells three 
television stations in a city what 
they must broadcast, how long 
does anybody suppose it would be 
before the government tells the 
only newspaper in town what it 
must print?” 

The head of the world’s largest 
network accepted his award with 
this jocular reference to broad- 
casting’s headlined public relations 
difficulties: 


s “I am most grateful for this 
award—the more so because it 
comes at a time when broadcasting 
is the object of less than universal 


well for the jury’s courage. 
“The fact 
broadcasting 


ice, emerging in 1945 after serving! an account executive. 


ae hae 


of censure.” # 


is that anyone in| 
is rather easily | 


 |@ Under the new rules, no quali- 


fying material older than three 
years will be acceptable, except 
foreign circulation, which may be 
no older than five years. Any 
names checked against older 
| source material will be reported as 
| “non-qualified.” 

In addition, in Paragraph 12 of 
BPA’s reports, which lists sources 
used to qualify the names on a 
circulation list, three columns 
will be provided to show numbers 
qualified within three years, two 
years and one year. Use of the two- 
year and one-year columns is op- 
tional by a publisher. 

Here is the new definition adopt- 
ed by the board: “Qualified circu- 
lation is that circulation for which 
the mailing address, conformance 
to the field served and recipient 
qualification and correct classifi- 
cation in Paragraph 10 are verified 
by auditable documentary evidence 
dated not more than three years 
prior to the date of the issue 
analyzed.” 


s The definition will be incorpo- 
rated into the 1961 publishers’ 
statements and audit reports. Any 
publisher may adopt this proce- 
dure after Jan. 1, 1961, and must 
adopt no later than Dec. 31, 1962. 
Also under the new rules, a 
publisher is required to provide 
complete information on his BPA 
statement about the sources of his 
circulation lists. Under the old 
rules, he was required to do this 
only for “verified” circulation. 


member shall have the option of 
not reporting the number of names 
obtained from each source for its 
initial audit, but this information 
must be reported in the second 
audit. 

A member of the BPA board 
told ApvERTISING AGE that the 
change was undertaken mainly be- 
cause of strong pressure applied 
by many agencies, which have 
been clamoring for more up-to- 
date information on persons re- 


terminology. + 


‘Seventeen’ Boosts Rates 
Seventeen, - effective with 


Jopling to Goodloe Stuck 
Leonard Jopling has 


| Bossier City, La. 


A newly admitted publication 


ceiving BPA publications as well 
as a simplification of circulation 


its 
August, 1960, issue, will increase 
lits b&w page rate from $3,645 to 
admiration,” he said. “Selecting me | $4,010. New rates are based on a 
for a place in the long line of re-| yearly average net paid circulation 
cipients of the gold medal awards | of 1,000,000, up 25,000 from previ- 
falls, I am afraid, somewhat short|ous base of 975,000. 
of wisdom. But it certainly speaks 


joined 
Goodloe Stuck Advertising Agen- 
moved by honors these days. We/| cy, Shreveport, La., as a vp. Mr. 
have become somewhat more ex-|Jopling was formerly advertising 
pert in the acceptance and usages manager of Universal Mfg. Co., 


Harper's Bazaar... 


Agency Head Sets 
7 Precepts for 
‘Personal Sell’ 


MONTREAL, Feb. 17—Marion 
Harper Jr., head of the world’s 
second largest agency, today es- 
poused “the personal approach” in 
advertising and ticked off for the 
Advertising & Sales Executives 
Club of Montreal seven ways for 
business to achieve a more suc- 
cessful personal approach. 

Mr. Harper’s “precepts” follow: 
Know yourself, be yourself, mind 
your manners and pass a miracle. 
The last point, he said, is the 
“creative act of making blank 
paper and screens come to life; it 
enables things to talk to people.” 
The agency chief predicted that 
advertising volume in Canada 
would “more than double” in the 
next ten years. “But doubling of 
advertising dollars will not mean 
doubling of advertising impact,” 
he said. “Each advertiser will en- 
ter a field of competition with 
increasing clamor for attention. 
He will find it harder to be heard.” 


= “It is because of this outlook,” 
continued Mr. Harper, “that I feel 
a special missionary zeal for a 
re-vitalizing of the personal ap- 
proach. No strategy, no new re- 
search technique, no new use of a 
medium seem to me to offer so 
much promise for achieving im- 
pact against the prospect of in- 
creasingly strident competition.” 
Discussing his precepts, Mr. 
Harper said that when a company 
knows itself, “it can recognize 
ways in which it can develop a 
more distinctive and vivid per- 
sonality, one that a consumer can 
readily distinguish from competi- 
tors.” 

In being itself, he said, a com- 
pany’s communications should 
correspond to its actual character 
—a product or corporate image 
should be honest and realistic. 


® Having something to say, he 
added, means “first of all a mes- 
sage that is honestly consumer- 


oriented.” It should also be 
believable, newsworthy and _ in- 
formed. 


“However many times a mes- 
sage may be multiplied,” said Mr. 
Harper, “it will fail unless it 
registers in the mind of one in- 
dividual,” therefore a company 
should talk to one person at a 
time. 


The successful personal ap- 
proach, he continued, is “usually 
enthusiastic and _ entertaining.” 


Entertainment and selling “have 
been collaborators since the earli- 
est fairs and bazaars. The prospect 
who has been entertained eases 
into an expansive mood; it is even 
possible he may buy”—hence the 
“enjoy yourself” precept. 


= Minding your manners, said 
Mr. Harper, “means that the pros- 
pect for an ad purchase is not 
regarded as a sucker; ‘nor is the 
prospect for an advertisement 
pictured as a moron.” # 


Moore Sticks to Gas 


In line with its concentration 
in the gas industry, Moore Publish- 
ing Co. has transferred its interest 
in American Perfumer & Aromatic 
Review to Allured Publishing 
Corp., Chicago. Details of the 
transaction were not disclosed. 
Moore gas publications are Gas 
Age, LP-Gas, Industrial Gas, and 
Heating & Gas Appliance Merchan- 
dising. The company also publishes 
Brown’s Directory of American 
Gas Companies. 
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Why are somany informed advertisers NOW using Nation’s Business? 


International 
Harvester 
Trucks 


Association 
of American 
Railroads 


Greyhound 
Package 
Express 


To get more corporate executives... 
without the corporation wives. Adver- 
tising costs being what they are today, it’s a 
highly expensive luxury for business adver- 
tisers to use magazines which have an 
equal appeal for executives’ wives. Few of 
them will buy trucks. Or business ma- 
chines, or business insurance. 

That’s why a growing number of adver- 
tisers are turning to NATION’S BUSINESS. 
Practically all of its 750,000 subscribers are 


Aircraft 


American 
Motors 


American 
Trucking 
Association 


businessmen. Twenty-three thousand are 
executives in 499 of the top 500 industrial 
corporations. The rest manage some 500,000 
other companies that also are large-scale 
users of trucks and transportation services. 
These customers can’t be reached by adver- 
tising in any other management magazine 
—none has enough circulation. 

With NATION’s BUSINESS, you tell your 
story out in the territories where your sales- 
men and distributors are working. And you 


YOU USE NATION’S BUSINESS ...TO SELL MORE OF THE NATION’S BUSINESS 


National 
Truck 
Leasing 


Chevrolet 


Trucks 


Baltimore 
& Ohio 
Railroad 


Eastern 
Express. Inc. 


get direct sales action: leads to follow up— | 
many of them medium-sized prospects your 
salesmen seldom have time to call on. 

So... if you want to move deep into the 
nation’s business where there’s plenty of 
new business—and added business—to be 
had (and do it economically without paying for 
a lot of ‘‘non-working’’ circulation), NATION'S 
BUSINESS is the magazine to carry your 
advertising. More and more informed ad- 
vertisers are using it. 


Nation’s Business 


pamuamy ieee 


ADVERTISING HEADQUARTERS, 711 THIRD AVENUE, NEW YORK 17, N. Y. 
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WOULD YOU PAY $6.00 FOR AN IDEA? 


You actually will get hundreds of ideas with Art Direction magazine. Its 
12 monthly issues are packed with illustrations of the freshest, best ap- 
proaches to advertising and pr ti probl in all media. Only 
$6.00 for more than 1400 pages published annually. 2 years, $10.50. 


subscribe ART DIRECTION 
A35 19 W. 44th St., New York 36, N. Y. 


NBC-TV Promotes McFadden, 
Buck, Three in Chicago Sales 
NBC-TV, New York, has pro- 
moted several of its executives. 
Thomas B. McFadden, formerly 
vp, general sales executive, has 
been appointed vp, national sales 
manager, a position which has 
been vacant since Don Durgin left 
it last year to become vp, tv 
network sales. Max E. Buck, pre- 
viously station manager of WRCA- 
TV, New York, has been appoint- 


ed vp and eastern sales manager 
at NBC-TV. 

Edward R. Hitz, formerly vp in 
charge of tv network sales, cen- 
tral division, has been named 
vp, general sales executive for 
NBC-TV, New York. Angus Rob- 
inson was promoted from manag- 
er to director in the central divi- 
sion for tv network sales. Named 
to replace Mr. Robinson was Cyrle 
C. Wagner, who was promoted 
from a salesman to manager, tv 
network sales, central division. 


if people use your product you can sell more in Peoria 


Harness manufacturers are advised to concentrate on other markets, for 
we're the first to admit that our horse population isn't what it used to be. But if 
people wear, eat, drink, smoke, wash with, sit on, drive in, listen to, 
look at, sleep under or otherwise utilize your product, then make sure the 
Peoria Journal Star is on your schedule. Metropolitan Peoria has over 
300,000 of them champing at the bit to buy. 


PEORIA JOURNAL STAR 
O'MARA & ORMSBEE, INC. national representatives 
New York « Detroit * Chicago + San Francisco « Los Angeles 


ee ee i et 


Advertising Age, February 22, 1960 


Modess Plans Radio 
Show, Print Drive, 
for Negro Market 


MILLTOWN, N. J., Feb. 16—Per- 
sonal Products Corp., maker of 
Modess sanitary napkins, has de- 
cided to go after the Negro market 
via radio and print. 

The company began by hiring as 
a consultant Alma John, a regis- 
tered nurse and New York broad- 
casting personality. Last week Per- 
sonal Products started sponsorship 
of “At Home with Alma John.” 
A 15-minute radio show being 
syndicated to 33 stations catering 
to Negroes in the District of Co- 
lumbia, Illinois, Tennessee, Mary- 
land, North and South Carolina, 
Georgia, Mississippi, Missouri, 
Alabama, Louisiana, Florida and 
Texas. The show is being distrib- 
uted by Nationwide Network. Par- 
ticipating stations have signed to 
carry the weekly program for 52 
weeks. 

In the new show, Mrs. John, who 
is also director of women’s activi- 
ties at WWRL, New York, will in- 
terview prominent Negro women 
as well as discuss such subjects as 
health, adolescence and marital 
problems. Each show will carry 
only one commercial, about a 
minute in length and delivered bv 
Mrs. John. The soft-sell ads will 
talk of “Modess because—softness, 
comfort, security. New Modess has 
added a new channel of protection. 
New Modess has a discreet deodor- 
ant you can trust.” 


= Personal Products has used ra- 
dio only rarely in the past, J. J. 
Hodupp, the company’s vp in 
charge of merchandising and ad- 
vertising, said. Modess Family 
Life Institute helped pay part of 
the production charges for a show 
called “Family Living” on NBC 
Radio but the only mention Modess 
received was a line at the end of 
the show, saying that the show was 
sponsored by the institute. This 
series ended in December. 

In addition to the current radio 
effort, Modess is being advertised 
in Ebony. For the first time last 
December, the company began 
using Negro models in its ads. It 
is considering adding other Negro 
publications, such as Tan, to its 
schedule. 

The reason for the present push 
for the Negro market is that “we 
have neglected it in the past” and 
view it as one with a good deal of 
potential, Mr. Hodupp said. In ad- 
dition to the radio show, Mrs. 
John will attend Negro conven- 
tions and home shows where she 
will discuss the Modess product. 

At present, Personal Products 
has no plans for television, but the 
syndicated radio show may be ex- 
panded to other markets if it is 
successful, Mrs. John said. The ra- 
dio program was placed directly by 
the syndicator; Modess’ agency, 
Young & Rubicam, did not partic- 
ipate in it. + 


Awards Set for Best Wool Ads 
Woolens & Worsteds of Ameri- 
ca, New York, has set up awards 
in nine categories for the ‘most 
effective advertisements featuring 
American-made wool products” 
during 1960. Three awards each 
have been set for manufacturers 
ads in consumer publications, for 
manufacturers ads in trade publi- 
cations and for retailer ads in 
newspapers. Judging will be based | 
on the effectiveness of the ads in | 
building prestige for American- {| 
made woolen and worsted prod- |} 
ucts. ! 


Koenig Joins Butrick } 

Richard A. Koenig has been| 
named director of creative services, | 
Butrick & Associates, Cleveland} 
sales promotion agency. He will be 
in charge of technical art for all of] 
the company’s clients. 
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NATIONAL SUNDAY MAGAZINES 


offer a dramatic format, brilliantly edited and colorfully printed... a 
congenial and exciting environment in which your product story is 
lifted above the distractions of other media at a time when the entire 
family interest is shared by the news columns, Sunday features and a 
leisurely, attentive reading of ‘‘ the ads.” 


KEY CITIES OF ORIGIN 


and their trading areas include thousands of prosperous, growing 
satellite cities blanketed by the newspapers that carry THIS WEEK, 
THE AMERICAN WEEKLY, PARADE or FAMILY WEEKLY. The more 
than 37 million circulation of the Big 4 Sunday magazines offers na- 
tional advertisers a basic ‘‘hard core’ of media planning. Selected 
combinations can be matched to your product distribution pattern 
effectively and economically. The massive circulation of the syndicated 
newspaper magazines, based on the audited reports of their dis- 
tributing newspapers, offers you immediately responsive saturation 
coverage that can be successfully merchandised to build distribution, 
adequate stocks, in-store displays, and tie-in ROP ads. 


COUNTIES COAST 10 COAST 


are included in the national coverage of the Big 4 Sunday magazines, 
reaching from 20% to 100% of county households. Your product story 
appears in colorgravure in the same newspaper in which your retailer 
concentrates his local advertising to maintain his store traffic and 
sales. He knows that national advertising in newspapers and news- 
paper magazines does a broader pre-selling job to more of his cus- 
tomers than any other national media can possibly reach. Your field 
sales staff and every link in your distribution set-up will react enthu- 
siastically to the unique, concentrated impact of your Sunday maga- 
zine advertising and its deep penetration of selected sales areas. 


The coverage picture of the Big 4 Sunday magazines in all the possible 
combinations is available on acetate overlay maps through the FAMILY 
WEEKLY sales offices. Your nearest FAMILY WEEKLY representative 
will gladly bring them over to your office at your convenience. 


me 
FPami ly Leonard S. Davidow, Publisher 
We Patrick E. O'Rourke, Advertising Director 
eekly 153 North Michigan Avenue, Chicago 1 


1] NEW YORK 22: 405 Park Avenue, / DETROIT 2: 3-223 General Motors Bidg., / CLEVELAND 15: 604 Hanna Bidg. / ATLANTA 3: Cogill, Pirnie & Brown, 1722 Rhodes Haverty Bidg., 
; LOS ANGELES 4: 3670 Wilshire Bivd., / SAN FRANCISCO 5: Lee T. Weston, 235 Montgomery Street. 
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The Editorial Viewpoint... 


Alarums & Excursions 


We feel that we ought to urge advertising men to rush to the barri- 
cades, if only we could figure out where they were, why they were 
being set up, and against whom they were to be defended. Last week 
we reported that agencies invited to solicit the new Optical Manufac- 
turers Assn. account were asked to fill out a questionnaire which 
asked, among its 20 questions, whether the agency had been linked 
in an FTC action. We also reported that Kiwanis International has, 
as one of its 20 criteria for good citizenship in a new “CQ” program, 
included “rebelling against” false and misleading advertising. And 
John Ciardi, who usually writes about poetry for the Saturday Re- 
view, included in a recent article about beatniks the observation that, 
if the choice were between being beat and “Madison Ave.,” he 
thought the beats had everything on their side. 

We wish there were more and better understanding of advertising, 
its processes and its economic role. We also wish people would realize 
its limitations. It seems probable to us that the optical manufacturing 
group would attach less importance to an FTC citation if it knew 
something of the commission’s historic fascination with trivia, and if 
it knew more about the client-agency relationships which have gov- 
erned many previous citations. We find it hard to believe that “re- 
belling” against false and misleading advertising has become a pri- 
mary duty of citizenship, although we say again that false and mis- 
leading advertising is indefensible. But it is not so prevalent nor so 
significant as to warrant inclusion in a Kiwanis program aimed at 
building better citizens through more participation in civic affairs, 
and in church ahd family relationships. Mr. Ciardi has apparently 
confused advertising with the general drive for success which tends 
to characterize American life. Many novelists and poets have found 
this repellent, but few have tried to link it totally to advertising. 
Probably because the American urge to be successful was a noticeable 
phenomenon long before national advertising became an important 
part of our cultural scene. 

But what we would like to call to your attention is that advertising 
is taking its lumps from a lot of sources, remarkably diverse in char- 


acter. And if advertising is to repair its “image,” it needs to do it in 
a lot of different places. 


One Answer to Retirement 


We were delighted, a couple of weeks ago, to see Minneapolis- 
Honeywell Regulator Co. advertising for a retiring or retired copy- 
writer to act as “copy chief emeritus” in its 80-man Minneapolis sales 
promotion department, on either a part-time or a full-time basts. 

The problem of what to do with perfectly healthy, competent people 
who are required to retire at 65 or earlier is going to become in- 


creasingly difficult in the advertising business, as in all other busi- 
nesses. 


Early retirement is wonderful if, in fact, an individual is aching to 
cast the cares of business aside. But in many cases this is fiction rath- 
er than fact. Some people want to be relieved of responsibility, to 
move to softer climes, to play golf or fish or sit in the shade; but 
others do not. 

To this latter group forced retirement frequently means an en- 
forced and unwelcome idleness, a loss of stature and importance, and 
a loss of purpose. 

The more we can utilize the know-how and experience of retired 
people, as Honeywell hopes to do, the more we can benefit them and 
our economy, as well as our individual businesses. 


What Can a Man Believe? 


The ordinary layman (which in this instance means the ordinary 
man not versed in the intricacies of medicine) gets either a chuckle 
or a chill in the region of the spine when he finds the Health, Edu- 
cation & Welfare Department of the federal government, and its good 
right arm, the Food & Drug Administration, warring with the Jour- 
nal of the American Medical Assn. 

Yet that is precisely what has happened in recent weeks, as one 
aftermath of the Great Cranberry Scandal of 1959. The Journal of the 
AMA, about as official a spokesman as it is possible to find for the 
medical profession, chided the federal department for its much pub- 
licized indictment of cranberries, asserting that it was needless and 
that the alleged cancer-causing element present in the spray used 
on some cranberries is consumed regularly in ordinary vegetables. 

The government department indignantly denied that this is the 
case, asserting that the editor of the AMA Journal was misinformed. 

We are not much interested at this point in whether Health, Edu- 
cation & Welfare or the American Medical Assn. has its facts straight. 
But we are interested in any situation in which there is such positive 
action by a government department in a case in which the best med- 
ical opinion seems so sharply divided. 

To an ordinary layman, it looks more than ever as though the cran- 
berry incident, with great damage to cranberry farmers and other 
marketers, was ill-conceived and probably unnecessary. 


Gladys the beautiful receptionist 


—Robert C. Bailey, Jeffroy Mfg. Co., Columbus, O. 


“I think that new account is shaky—he said switching to us has 
been like trading a headache for an upset stomach.” 


What They're Saying... 


Communication Problem think this would be something 


Advertising Age, February 22, 1960 


Rough Proofs 


Jack Paar’s stormy exit from his 
television program, recorded in ad- 
vance by NBC, demonstrated at 
least that the network knows a 
good show when it sees one. 


Jack’s resentment at censors of 
his dialog and the newspaper crit- 
ics suggests once again that there 
are more people who can dish it 
out than can take it. 


Pay tv is raising its ugly head in 
Canada, where broadcasters, ad- 
vertisers and movie exhibitors are 
awaiting the public verdict with 
something akin to trepidation. 


“Buy a home first,” urges Celo- 
tex in behalf of the building indus- 
try, which has to compete with all 
those alluring travel and recreation 
ads which try to get people to 
leave home just as often as pos- 
sible. 


The compact car is doing so well 
in comparison with conventional 
models that Sylvia Porter is now 
predicting that Detroit’s next move 
will be in the direction of a small 
small-car. 


Who would have thought that 
ethical drug manufacturers would 
be criticized for unethical practices 
because of their advertising ad- 
dressed to the doctors who write 
the prescriptions? 


The third and perhaps the most 
serious of the observations for the 
future has to do with communica- 
tion with the community of most 
interest to us. Communication, as 
we all know, gets increasingly dif- 
ficult as we approach different 
levels of complexity of subject 
matter. I personally would hate to 
see the Foundation, in its confer- 
ences, reduce this level to a point 
where what we are talking about is 
equally understandable to all. I 


wrong. Nevertheless, we do face a 
real problem. because we must be 
sure that we have done everything 
possible to satisfy the wants of the 
Foundation membership. Further- 
more, we must be sure that our 
program and our speakers success- 
fully communicate their story to 
the membership. Perhaps the blame 
should be shared as much by us as 
by them... 


—Richard F. Casey, Benton & Bowles, 
in the annual report of the Adver- 
tising Research Foundation. 
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The NAEA is conducting a con- 
test for a slogan for the ABC to 
remind advertisers that no matter 
how big the print audience, there’s 
still a circulation figure to look at. 


“Orlon and Dacron are trade- 
marks, too!” exclaims Du Pont, 
which recalls sadly that once upon 
a time there was also a trademark 
called cellophane. 


“Should marketing men _ take 
part in politics?” asks a current 
magazine article. 

The answer may be, take part or 
be taken apart. 


A congressman has introduced a 
bill confirming the right of adver- 
tisers to discuss public policy in 
their copy. 

Only the Internal Revenue Serv- 
ice is likely to disagree. 


“Can your local government sup- 
ply enough water?” asks American 
City. 

If and when it can’t, the wets 
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and drys will have an issue they 
can agree on. 


It seems that Billy Cannon 
turned pro even before he played 
his last collegiate football game for 
L.S.U. 

Maybe it was the money in his} 
hip pocket that slowed him down) 
to a walk on New Year’s Day. 

Copy Cus. 
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my The Philadelphia 
@ Inquirer 

reaches 739,000 
adult male 


readers 


...the biggest male audience of any Philadelphia daily! 


Throughout Delaware Valley, U.S.A., more men read The Inquirer than 
any other daily.* Consider the suburbs where 65% of the automotive 
sales are made. There, The Inquirer gives you 33% more male readers 
than the other leading newspaper. 


Important point: If you’re missing The Inquirer, you’re missing 483,000 
of its male readers who do not read the other major daily. You’re missing 
483,000 opportunities to sell men. 


*Source: ‘'Philadelphia Newspaper Analysis’’ by Sindlinger & Company, Inc. 


The Philadelphia Inquirer 


Good Mornings begin with The INQUIRER for 1,406,000 adult daily readers 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH | RICHARD |. KRUG | FITZPATRICK ASSOCIATES | FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


3460 Wilshire Boulevard 
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Media Records Top 25 News 


TOTAL ADVEE 


(Six and Seva 


YEAR—1955 YEAR—1956 YE 

, LINES LINES 
1. Los Angeles Times 59,788,874 1. Los Angeles Times 66,295,285 1. Los Angeles Times 
2. Milwaukee Journal 54,456,955 2. Milwaukee Journal 58,132,817 2. Miami Herald 
3. Chicago Tribune 52,486,090 3. Chicago Tribune 55,287,527 3. Milwaukee Journal 
4. New York Times 49,537,354 4. Miami Herald 54,210,531 4. New York Times 
5. Miami Herald 48,997,556 5. New York Times 54,060,574 5. Chicago Tribune 
6. Cleveland Plain Dealer 46,626,412 6. Cleveland Plain Dealer 46,075,535 6. Cleveland Plain Deale 
7. Washington Star 46,082,505 7. Washington Star 45,411,969 7. Baltimore Sun 
8. Houston Chronicle 42,679,219 8. Houston Chronicle 44,756,817 8. Washington Star 
9. Baltimore Sun 41,286,137 9. Baltimore Sun 43,947,442 9. Houston Chronicle 
10. Detroit News 40,783,602 10. Detroit News 43,554,089 10. New Orleans Times - 
11. Philadelphia Inquirer 39,244,247 11. New Orleans Times-Pic. & States 40,830,801 11. Detroit News 
12. Minneapolis Star & Tribune 39,049,137 12. Cincinnati Enquirer 40,826,237 12. Cincinnati Enquirer 
13. New Orleans Times-Pic. & States 38,737,960 13. Minneapolis Star & Tribune 39,930,562 13. Akron Beacon-Journa 
14. St. Louis Post-Dispatch 38,578,947 14. St. Louis Post-Dispatch 39,489,391 14. Minneapolis Star & T 
15. Dallas Times-Herald 38,277,889 15. Akron Beacon-Journal 39,463,061 15. St. Louis Post-Dispate 
16. Akron Beacon-Journal 37,726,020 16. Philadelphia Inquirer 39,291,237 16. Washington Post 
17. Cincinnati Enquirer 37,542,828 17. Washington Post 39,041,540 17. New York News 
18. Washington Post 37,352,054 18. Atlanta Journal & Const. 37,503,379 18. Philadelphia Inquirer 
19. New York News 36,328,360 19. New York News 37,309,052 19. Atlanta Journal & Co 
20. Atlanta Journal & Const. 35,532,877 20. Dallas Times-Herald 36,579,910 20. Columbus Dispatch 
21. Dallas News 34,901,752 21. Los Angeles Examiner 36,288,275 21. Denver Post 
22. Los Angeles Examiner 34,472,237 22. Columbus Dispatch 35,462,478 22. Los Angeles Examine 
23. Memphis Commercial Appeal 33,959,573 23. Denver Post 35,004,452 23. Dallas Times-Herald 
24. Denver Post 33,873,331 24. Dayton News 34,819,386 24. St. Petersburg Times | 
25. Columbus Dispatch 33,865,471 25. Newark News 34,442,240 25. Phoenix Republic 
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m ISING LINAGE 


mpers During The Past 5 Years 


57 


LINES 
67,042,093 


55,462,730 
55,415,155 
52,334,513 
51,989,763 


47,457,623 
43,358,531 
43,146,467 
42,710,266 
41,940,000 


41,018,039 
40,535,508 
39,604,858 
38,838,501 
38,575,253 


38,275,884 
37,694,287 
37,100,359 
36,604,882 
35,539,255 


34,328,153 
34,151,524 
34,077,106 
33,672,157 
33,360,970 


YEAR—1958 


. Los Angeles Times 
. Miami Herald 

. Milwaukee Journal 
. New York Times 


. Chicago Tribune 


. Cleveland Plain Dealer 
. Washington Star 

. New Orleans Times-Pic. 
. Houston Chronicle 


. Baltimore Sun 


. Cincinnati Enquirer 

. Washington Post 

; Minneapolis Star & Tribune 
. St. Louis Post-Dispatch 


. Akron Beacon-Journal 


. Detroit News 

. New York News 

. Atlanta Journal & Const. 
. Phoenix Republic 


. Columbus Dispatch 


. St. Petersburg Times 
. Denver Post 

. Dallas Times-Herald 
. Philadelphia Inquirer 
. Tampa Tribune 


LINES 
65,378,199 


56,037,633 
50,974,383 
50,655,463 
50,080,535 


43,928,270 
41,798,927 
41,191,750 
40,473,646 
39,956,386 


39,316,398 
38,757,290 
38,478,556 
36,949,715 
36,949,067 


36,727,834 
36,005,993 
35,911,736 
34,675,824 
34,487,836 


34,474,525 
33,881,863 
33,523,314 
33,114,737 
32,945,318 


SslC rOlUrhvKTC Nn Oo 


YEAR—1959 


. Los Angeles Times 
. Miami Herald 

. New York Times 

. Chicago Tribune 


. Milwaukee Journal- 


. Cleveland Plain Dealer 
. Washington Post 

. Washington Star 

. New Orleans Times-Pic. 


. Cincinnati Enquirer 


. St. Louis Post-Dispatch 

. Houston Chronicle 

. Minneapolis Star & Tribune 
. Baltimore Sun 


. Detroit News 


. Akron Beacon Journal 

. Phoenix Republic 

. Philadelphia Inquirer 

. Atlanta Journal & Const. 


. New York News 


. St. Petersburg Times 
. Columbus Dispatch 

. Denver Post 

. Dallas Times-Herald 


. Norfolk Virginia Pilot & Portsmouth Star 


LINES 
78,690,743 


60,267,704 
60,056,995 
56,237,322 
55,689,107 


47,589,274 
44,491,452 
44,270,559 
43,745,555 
42,328,964 


41,624,610 
41,569,592 
41,341,343 
41,006,362 
40,395,532 


39,754,666 
39,551,328 
39,524,086 
39,078,285 
39,058,747 


36,498,151 
36,171,940 
36,167,202 
35,892,071 
34,850,694 
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IN THE APPLIANCE-TV-HOUSEWARES FIELD 


ELECTRICAL 


F&S&R Names Harmon; 
Adds Cushman & Denison 
Jeremiah C. Harmon, formerly 
copy group head at Fletcher Rich- 
jards, Calkins & Holden, 


New 
EVERY MONDAY THE PROS READ | York, has joined Fuller & Smith 


& Ross, Cleveland, as creative di- 
rector. 
F&S&R, New York, has been 


stadt, N.J., maker of Flo-master 
pens and inks, Cado markers and 


MER CHANDISIN OUEF cord fag tg agg 


Biggest paid Dealer audience 


Ken control systems. Knox, Korn- 
feld & Smith, New York, formerly 
handled the account. 


‘Newsweek’ Names Woodeson 
in Geneva, Campbell on Coast 
Keith Woodeson, formerly with 


Ideal every-Monday frequency Holiday in Boston and New York, 


is going to Europe for Newsweek 
to open a new sales office in Ge- 
neva, covering Switzerland and 


Unique, best-buy rate structure Italy for the international editions. 


Newsweek also has named Rob- 
|ert D. Campbell, Los Angeles man- 
ager, to the additional duties of 
Pacific Coast manager, a new post. 


Now, you can reach every 
viewing man, woman and 


child in Michigan’s other big 
market with one single-station buy! 
(Grade “‘A’’ signal or better, too!) 


WJRT 


Channel 12—Flint 


PRIMARY AFFILIATE 


Represented by HARRINGTON, RIGHTER & PARSONS, INC. ¢ 


New York « 


Chicago « Detroit +» Boston « 


San Francisco « Atlanta 


Advertising Age, February 22, 1960 


Now! Here! Soon! 
Paper Money Will 
Buy Paper Suits 


PHILADELPHIA, Feb. 16—A young 
man in the throes of love rips the 
collar off his suit jacket and pens 
a lyric poem. 

A physicist, trapped on a stalled 
subway when the inspiration of 
his life hits him, claws off his 
shirt and jots down the equation 
that solves the nature of gravity. 

Junior comes scuffing in from 
the football field with muddy 
clothing. Mom simply removes the 
clothes, drops them in the trash 
can instead of the washer. 

How come all this? Because 
they’re all wearing paper clothing, 
that’s how come. 


= This may seem farfetched right 
now, but if experiments work out 
for Scott Paper Co. and John B. 
Stetson Co., it may be pretty old 
hat some day. 

Stetson announced here last 
week at its annual meeting that the 
two companies are presently work- 
ing on the possibility of making 
disposable clothing out of paper, 
using Scott’s new DuraWeve prod- 
uct. At present, they envision only 
industrial and institutional cloth- 
ing, such as aprons or overalls, 
but dreamers can see all kinds of 
versatile uses for the clothing. 

Like what? Like pajamas with 
the full text of a murder mystery 
printed on it, for people who like 
to read in bed. Or hats with com- 
muter tickets printed on them; the 
conductor just punches the hat as 
he passes on the aisle, etc., etc., 
etc. + 


Ofticial Films Names Reed 
President, Lerner Chairman 
Official Films, New York tv film 
distributor and producer, has pro- 
moted Seymour Reed, exec vp and 
treasurer, to president, replacing 
Harold L. Hackett, who has re- 
signed as president and chairman 


Seymour Reed 


Louis Lerner 


of the company. Louis C. Lerner 
replaced Mr. Hackett as chairman. 

Leonard I. Schreiber was ap- 
pointed vp, and Stanley Mitchell, 
treasurer. 


‘SEP’ Appoints Three 

The Saturday Evening Post has 
named John S. Connors and John 
G. Alexander Jr. to its New York 
ad sales staff. Mr. Connors for- 
merly was with The American 
Weekly. Mr. Alexander previously 
was a Post trade relations repre- 
sentative. Chester L. Riedeman, 
formerly with National Geograph- 
ic Magazine and Holiday, has 
joined the Post as a sales repre- 
sentative in Chicago. 


Bates Names Four 


Robert H. Higgons, formerly 
with Ogilvy, Benson & Mather, has 
joined Ted Bates & Co., New York, 
as an account executive. Bates 
also has named Joe Dine, formerly 
head of his own public relations 
company, to the press department 
and Gene Ruggiero, previously a 
film editor at M-G-M, to the ra- 
dio-tv department. Allen D. Pat- 
terson, an account executive, has 
been elected a Bates vp. 
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It’s only one-seventh the size of Central Park, 
but within the guarded walls are the nerve 
centers of a global religion—and the world’s 
richest storehouse of art. When Holiday took you 
to the Vatican, you were free to roam its innermost 
reaches. Doors opened for your gifted guides, 
novelist Aubrey Menen and photographer Arnold 
Newman. 

The rare view is habitual with Holiday. Open 
any issue and you're likely to find yourself ex- 


There’s a rewarding new world for you in HOLIDAY 


> i. 
fe aA 


: ORV 


Inside St. Peter’s Basilica, a recent Holiday photo by Arnold Newman 


ploring an African throne room, visiting a famous 
family at home, sharing some exotic hideaway 
with the international set. 

Imagine the effect on Holiday’s 900,000 fam- 
ilies. Their avid appetites are whetted for new 
places, new experiences, new things to enjoy. And 
luckily, they can afford to indulge many of their 
whims. 

Isn’t this, perhaps, why advertisers find Holiday 
such a rewarding place to be? 
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SS Se 
——S = wie = | Sales and Earnings of Meat Packers During the Past Three Years 
ee CUSTOM MADE | Total Sales -—— Total Net Earnings —— Earnings - Sales Ratio 
re Componies 1959 1958 1957 1959 1958 = «1957, «1959-1958 1957 
53 = (Thousands of Dollars) 
I GD TED, | scrasicessemscesenne $1,869,801 $1,850,439 $1,935,743 $14,067 $ 5,560 $ 3,370 8% 3% 2% 
Cudahy Packing Co. ...c.scsssesese 354,152 369,017 340,133 2640 2671 2066 7 7 6 
Geo. A. Hormel & Co. ......--csv++ 401,723 373,181 347,989 5839 3,000 3315 1.5 8 10 
Hygrade Food Product Corp. .... 414,216 411,465 380877 2,711 1,888 1,358 7 5 A 
Oscar Mayer & Co. 260,222 260,234 246,255 6275 4073 4121 24 16 17 
7 Sf || John Morrell & Co. 436,315 401,685 394356 6143 2313 507 14 6 A 
—-— Rath Packing Co.’ 273,850 301,471 289,238 (1750 1094 1277 6 4 A 
== _ Stahl-Meyer Inc. ...cccssssee-: 22,426 22,264 19,974 77 (19) (23) 3 —) —1 
TSWINGLES are swinging jingles tat Single |] SHH B CO. csesceneneen 2A75,494 2,645,389 2,542,238 19,068 10,048 13538 8 4 5 
f by the J le - ’ ’ Ci , . ’ p o 
Tat? te ove our product or win loyalty for your |} Tobin Packing Co. 76,256 78317 68517 1,647 1619 1512 22 21 22 
station : a |] Wilson & CO. ennenrrnnaennnenn 655,516 683,671 640,989 9,565 7,761 5,708 1.5 1.1 9 
d ‘ts an quane = ———= 
Stattons have bought over 10.000 of them, with || Total 11 C $7.239,971 $7,397,133 $7,206,309 $69,782 $40,008 $36749 10 5S 5 
0 59% re-enter recere "1959 figures are for 11 months as fiscal year was changed to end on Sept. 30 instead of Oct. 31. 
Put this record to work for you. Write. wire or call 
Prepared by Department of Marketing, American Meat Institute 
THE JINGLE MILL P y vepe 
143 W. 5ist St., N.Y. 19, N.Y. @ Plaza 7-5730 


Associated TV 
Buys Wrather-Loeb 
British TV Company 


New York, Feb. 16—Associated 
TeleVision Ltd., London, already 
the owner of 50% interest in In- 
dependent Television Corp., will 
purchase the remaining 50%, it 
was announced here last week. 

Associated TeleVision is one of 
the leading program contractors 
in British television. Its acquisition 
of ITC will mark the first time a 
British company has gained con- 
trol of an American tv program 
packager. 

ATV will be buying the ITC 
shares owned by Jack Wrather 
and John L. Loeb. Independent 
Television Corp. was formed in 
July, 1958, by the Wrather-Loeb 
interests and ATV. Television Pro- 
grams of America was acquired in 
October, 1958. 


Don’t make the same mistake twice 


BUY NEGRO RADIO 
THIS TIME! 


Mistakes can be costly! This time remember this PROVEN fact! 
You best sell to Negroes with Negro Radio. It’s true some read 
papers and magazines and some watch TV, but 95% of all Negroes 
listen to radio! Rounsaville Radio programs 100% to Negroes with 
Negro performers. All six Rounsaville stations are Number-One 
Rated by BOTH Pulse and Hooper! Get the facts on the tremendous 
rise in income, increase in population, standard of living and best 
of all—the BUYING POWER of the Negro Market . . . $824,219,000 
AFTER taxes in the Rounsaville coverage area! Call Rounsaville 
Radio in Atlanta, John E. Pearson, or Dora-Clayton in the South- 
east today! 


= ITC is currently selling 18 tv 
programs in 43 countries. Among 
its properties are “Four Just Men,” 
“Interpol Calling,” “Fury,” “The 
Gale Storm Show,” “Sgt. Preston 
of the Yukon” and “Brave Stal- 
lion.” 

It also distributes ‘Lassie,” 
which is produced by the Jack 
Wrather organization. 

Michael Nidorf, who has been 
ATV’s U. S. representative, will 
become board chairman of ITC. 
Walter Kingsley will continue as 
president. Leslie Harris, who left 
CBS Films to join ITC in London, 
will be in charge of international 


Personal Letter 


Don't be misled that Negroes will buy anything. Negro incomes have 
increased 192% since World War Il... today's Negro is a selective 
buyer of quality items. Negroes are intensely loyal to products in which 
they believe. One outstanding, vital fact is that they do believe what they 
hear on their own radio. When one of their favorite personalities voices 
the selling manage for a product it is believable. And with the believ- 

; ability comes sales. No matter what your budget 
for these six important markets . . . no matter how 
many media you use . . . a proper part of your 
advertising dollar MUST go to Negro Radio or 


production. Britons who will be on 
the ITC board include Prince 
Littler, J. A. L. Drummond, Val 
Parnell and Lew Grade. # 


Mosler Names Lesmez 


Eugene W. Lesmez has been 
appointed manager of the new de- 
partment created to direct adver- 
tising, sales promotion and public 
relations of Mosler Internacional, 
subsidiary of Mosler Safe Co. Mr. 
Lesmez will be responsible for ex- 
panding the international market- 
ing programs of Mosler. Prior to 
joining the safe company, he was 
sales promotion manager of the 
overseas division of Continental 
Can. 


Tracy-Locke Names 3 VPs 
Tracy-Locke Co., Dallas, has ap- 
pointed William J. James exec vp, 
consumer products accounts; Fred- 
erick E. Rowe, vp, industrial and 
financial accounts, and Larry Du- 
Pont, vp, television and radio. Mr. 
James, who joined Tracy-Locke in 
1951, and Mr. Rowe, with the 
company since 1957, were former- 
ly account executives. Mr. DuPont, 
formerly director of television and 
radio, joined Tracy-Locke in 1954. 


Alsco Names E. P. Core 

Edward P. Core has been ap- 
pointed manager of advertising and 
sales promotion of Alsco Inc., Ak- 
ron, O., manufacturer of aluminum 
building products. He formerly was 
director of field sales training for 
the Youngstown Kitchens division 
of American Standard Radiator 
Corp., Warren, O. 


you're missing this market! Experience IS the best 


teacher. Experience Rounsaville Radio—one of 
the oldest and the largest broadcasters in Negro 
Radio! 

ROBERT W. ROUNSAVILLE 

Owner-President 


FIRST U. S. NEGRO-PROGRAMMED CHAIN 
FIRST IN RATING IN SIX BIG MARKETS 


WCIN 1,000 Watts (5,000 Watts 
soon)—Cincinnati’s Only all Negro- 
Programmed Station! 

WLOU 5,000 Watts — Louisville's 
only all Negro-Programmed Station! 


WMBM 5,000 Watts — Miami- 


WVOL 5,000 Watts— Nashville's 
only all Negro-Programmed Station! 


WYLD 1,000 Watts New 
Orleans’ only full time Negro-Pro- 
grammed Station! 


WTMP 5,000 Watts — Tampa- 


YOU'RE IN 


GOOD COMPANY 


AT 


| 


MAD 7 SON 
The New Newsweek Building 


TATHAM-LAIRD CO. 


is the most re- 


DMAA to Weigh 
Plan Hiking P.0. 
Costs, Service 


NEw York, Feb. 16—A set of 
proposals that would add up to 
better postal service for direct 
mail, possibly at increased costs, 
were presented to the Hundred 
Million Club here last week by 
Robert DeLay, president of the 
Direct Mail Advertising Assn. 

Mr. DeLay said the proposals 
—“some of which may make 
your hair curl”—were originally 
put forth at a closed meeting in 
Florida on Jan. 31 by Ted V. 
Bihler, business manager of the 
Journal of Commerce and for- 
mer DMAA board chairman. 

Among nine proposals ad- 
vanced by Mr. Bihler, said Mr. 
DeLay, were these three: That 
rate differentials be established 
for specially printed envelopes; 
that zone numbers be included 
by mailers on third class mail in 
100 cities, and elimination of 
cancelation procedures and the 
application of funds thus saved 
to the extension of postal mech- 
anization. 


= It was believed that rate dif- 
ferentials and the inclusion of 
zone numbers would cause a 
furor among DMAA member 
companies. 

Mr. DeLay made it clear he 
was not endorsing Mr. Bihler’s 
suggestions, but he called them 
“probably the most realistic, 
forward-thinking” proposals 
made on postal policy. He said 
he was prepared to submit them 
to the DMAA board for consid- 
eration. 


@ Mr. DeLay added: 

“Some of these suggestions 
may make your hair curl. They 
did mine. But after spending 
many hours discussing their 
merits, I’m convinced that there 
is sufficient practical suggestion 
to lay this program before 
DMAA’s board of governors. 

“T expect mixed and violent 
reactions on the part of some. It 
is difficult, after all, to be dis- 
criminatory. I do think it is time 
that we try to work ‘with the 
postal system instead of oppos- 
ing their every plan.’ We must 
accept common sense and work 
toward their doing the same.” 


= He listed Mr. Bihler’s other 
suggestions as follows: 


e “National, regular and auto- 
matic air-lift of mail beyond 300 
miles. 


e “Establishment of special 
rates for special services. 


e “Pay raises for postal em- 
ployes. 


e “Wiping out archaic clerical 
operations in the postal depart- 
ment. 


e “Setting up a two-way postal 
college, where both mailers and 


Miami Beach's only full time Negro- 


St. Petersburg’s only all Negro- 
Programmed Station! 


Programmed Station! 
BUY ONE OR ALL WITH GROUP DISCOUNTS! 
ROUNSAVILLE RADIO STATIONS 


Peachtree at Mathieson, Atlanta 5, Georgia 


ROBERT W. ROUNSAVILLE ¢ 


HAROLD F. WALKER 
Owner-President 


V.P. & Nat'l Sales Mgr. 


BEY ons curva 
Southeastern Rep. 


JOHN E. PEARSON Co. 
Nat'l Rep. 


cent tenant to join an impressive ros- 
ter that already includes: MacManus, 
John & Adams, Inc.; Hazard Adver- 
tising, Inc.; Wunderman, Ricotta & 
Kline; The Wexton Co., Inc.; Noyes 
& Sproul, Inc.; Standard Outdoor Ad- 
vertising. 


For full particulars on choice modern 
space just made available for 

your requirements, call or write: 
Mr. Edward Rindfleisch 

444 Madison Ave., New York 

Tel.: MU 5-7000 Ext. 263 


mail handlers may learn each 
others’ problems. 


e “Redefining of the Post Of- 
fice Department’s public serv- 
ice functions and the appropria- 
tion of a realistic sum to cover 
them.” # 


AFA Gives Public Ad Facts 

The bureau of education of 
the Advertising Federation of 
America has published a kit on 
facts concerning advertising for 
the public to be distributed 
through 18 national ad associa- 
tions and professional groups 
and 133 ad clubs affiliated with 
the AFA, 
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™,.. RKO General Names Martin 
Stations S.M.; Boosts Winkler 

Paul H. Martin, previously gen-| 
eral sales manager of KHJ, Los 
| Angeles, has been named national | 
| sales manager of RKO General Sta- | 
'tions KHJ; KFRC, San Francisco; 
and WHBQ, Memphis, and will 
make his headquarters in New) 
York. H-R Representatives will | 
continue to handle KHJ and KFRC 
nationally, and Robert E. Eastman 
|& Co. will remain national repre- 
sentative for WHBQ. 

Patrick J. Winkler has been 
named to the new post of vp in 
bey 7 of standards and practices 
at RKO General. He also will re- H . 
outs tasks cida Dectauttda tis pon os eaten oe to| 4 PUteRINgS & Melville, inc. Custom Photoengravers, 4043 No. 
(right), art director, Guild, Bas- president. 
com & Bonfigli, outgoing presi- H ‘ cs ahiant H -cor- 
dent of the Art Directors’ & Ar. Horn Promotes Grimm Ravenswood, Chicago 13, Ill. Specializing in modern pre-co 
tists’ Club of San Francisco,, A. C. Horn Co., San Francisco, 
passes giant gavel to the new |2 division of Sun Chemical Corp., 


; i r i rless etching of copper originals. 
reeeidene, Waane Mavificid. art Bas Promoted Clinton B.Grimm to, fection correlative to powde g pp g 
director, L. C. Cole Co. 


Unsubsidized and undominated, 


we are a corporation consisting 


only of those actively engagedin 


the achievement of elegance in photoengraved reproduction. 


sales promotion and advertising | 
manager, succeeding Robert T.) 
|Flynn, who was promoted to sales | 
| Manager. | 


Ad Specialties | 
Becoming Major | 
Medium, ‘AR’ Says 


Curicaco, Feb. 16—Advertisers 


~<a ith 1 yee S y n y 
rodbigee perry = oy, Bare yee 


to specialty 
dvertising, the March issue of th ! test 
SUN: Serecttoes at heard the lates 
ts. 
Phe article, by Robert B. Kon- about Pittsbu rgh ? 


fer ey ikow, AR managing editor, sug- 
net gests “admen and advertising 
agency executives... become 
familiar with the elements of 
specialty advertising, for if this 
medium continues along the 
road it has entered, it will soon 
be necessary to consider it a ma- 
jor medium, part of any inte- 
grated campaign developed for 
a marketing program.” 

The article defines specialty 
advertising as offering ‘‘an item 
of some utility to the recipient 
which is presented, without YI 
commitment or obligation, to Wr 
customers and prospects.” 


= Specialty advertising, histor- 
ically, has been the strongest 
tool of the small, local advertis- 
er, the article notes, adding that 
in recent years national adver- 
tisers have increased their use De 
of it, “either directly or by in- 
cluding specialties in dealer 
programs. This is leading to 
larger orders and to the en- 
trance of advertising agencies 


into the purchasing pattern.” ~ 2 
Mr. Konikow says a “new e@ 0s - azé e n w ime +4 
kind of salesman is beginning to 


emerge. This is a man who can 
think of a campaign as a whole, 


7 ‘ s «8 ® © 
mp pa in Total Advertising Again in 1959 
can increase the effectiveness of 


a sales promotion program,” he 
says. 

This “new kind of salesman” 
is reducing direct factory con- 
tact, the article notes, because 


Sab SF cebtble of eile Gets Yes, advertisers placed more advertising in the Post-Gazette during 1959 than in any 
ith d tisi ti ° ° . ° 
Tlie 6 aeamallls Gan year previously. And this marks the seventh year out of the past nine that an all-time 

and of coming up with sugges- 
tions on the use of specialties. high was reached. 


He is aware of sources. He is 
imaginative and creative. He is 
rare.” # 


There’s a simple explanation behind the Post - Gazette’s continuing advertising gains. 

AIA Sets Ad Competition More advertisers every year are discovering that the Post-Gazette’s home delivered cir- 
The Assn. of Industrial Ad- 

vertisers, New York, is holding culation and high readership are the keys to more sales in the nation’s eighth market. 


its annual competition for the 
beest ten industrial ads of 1959. 
Closing date is March 31, with 
win ners to be announced at the . ° . ‘ ° 

Als\’s annual June conference Fastest growing New spaper in America's Eight h Mar » et 
in “Washington. 


eet aol PITTSBURGH POST-GAZETTE | 


with Philip I. Ross Co., New | 

, joined Rose-Martin, 
ya. ee ae Represented Nationally by Moloney, Regan and Schmitt 
Geeding Alex Kenne, who has 
» Yesigned. 
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In 
the 


begi nnins Behold...a rolling store, a four-wheel Shopping Center. 
How retailing has grown since! This year alone, we’ll buy 19,000 miles of shoes (lined up heel-to-toe) 


in the New York Area. Our women will buy 17 million dresses (and still complain they’ve nothing 


to wear). Appliances? We’ll buy enough new washing machines this year to take care of every family 
in Cleveland. Food? It takes 10 million hens (working full time) to “egg” the New York Area. 
Our grocery shelves would stretch 75,000 miles—three times around the equator. Quite clearly 


no one can portray the immensity of New York Area retailing (330 sales are made here every time 


\ 


the Second of a series Scolaro, Meeker & Scott: Chicago ST 2-4107, Detroit TR 2-7810, Philadelphia LO 3-5491 e Doyle & ny 
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your heart beats!). But what we can make clear is the most effective way to sell the New York Area. 


It’s the Herald Tribune—“the market without waste”. Of all papers, the Trib now delivers the highest 


percentage of New York families with $7, 000-and-more incomes—a core-market larger than 


the metropolitan areas of Syracuse, Richmond and Des Moines combined. Fact is, no paper but 


: the Trib delivers such a preferred portion of the New York families you most easily sell at a profit. 


That’s why the Trib carries the 4th largest volume of general advertising of all U. S. newspapers. 


Does it carry yours? You’re missing plenty if you don’t use the New York 


Herald Tribune 


»< ™ 


Los Angeles DU 8-2328, San Francisco GA 1-7437 @ McAskill, Herman & Daley, Inc.: Miami Beach JF 8-8754 @ Allin Associates: Toronto EM 4-2001, Montreal VI 5-6898 
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Israeli Radio Station 
to Start Commercial 


Broadcasting April 1 


TEL Aviv, Feb. 16—A new Mid- 
die Eastern advertising medium is 
scheduled to appear April 1, when 
Kol Israel, the state-operated ra- 
dio station, plans to inaugurate 
sponsored broadcasting. 

There is no commercial broad- 
casting in the Middle East or in 
eastern Europe, so the experiment 
will be watched with considerable 
interest. At present Kol Israel, 
which broadcasts in half a dozen 
languages, accepts announcements 
of events, such as exhibits and con- 
certs, on a semi-commercial basis 
as a public service, but no product 
advertising is permitted. 

Rates and details have not yet 
been decided upon, but present 
plans call for sponsorship of two 
hours in the afternoon and two in 
the evening, with sponsors buying 
half hours. Commercial time may 
be limited to one-minute an- 
nouncements, and the rate most 
frequently mentioned is 1,500 Is- 
raeli pounds, or about $700. 


s Israel now has a population ap- 
proaching 2,000,000 and approxi- 
mately 400,000 radios. About half 
the population speaks and reads 
Hebrew, and the remainder, prin- 
cipally recent immigrants, speak 
practically every known language. 
There are 22 dailies in 12 lan- 
guages, the largest being Maariv 
with something like 70,000 daily 
circulation. 

Total advertising is said to be 
running abouf 18,000,000 pounds 
($8,300,000) and rising rapidly. 
Newspapers get about half of the 
total, with magazines, advertising 
films shown in movies, and outdoor 
accounting for most of the remain- 
der. + 


Larrabee Adds 3 Accounts 

Larrabee Associates Advertis- 
ing; Washington, has been named 
to handle advertising for Page 
Hughes Buick, Falls Church, Va.; 
Seminary Hill Estates, Arlington, 
Va., and Rose Construction Co., 
Washington. 


Barnes Chase Moves Offices 

Barnes Chase Co., San Diego, 
has moved to temporary quarters 
at 521 B St. to await completion 
of a permanent office now under 
construction. 


. STORY 
WTRF-TV _ soaro 
A young Texan shopping 


for a brassiere told the 
saleslady: “I want to buy 
my wife a brassiere she saw 


advertised on TV.” 

“PLAYTEX?” she asked. ‘I'd love to,"’ he 

replied, ‘‘but | am double-parked." 
Wheeling wirf-TV 

Most anyone can play cards but it takes 

a cannibal to really throw up a hand. 
Wheeling wirf-TV 

There are 7,500 retail outlets in the rich 
and busy Wheeling wtrf-TV Market. The 
two “million folks here spend, too; nearly 
two Billion dollars in retail sales are rung 
up annually. 

Upset because a mechanic had asked | 
her for an 8” bastard file, the young | 
clerk was attentive as the hardware store 
manager schooled her all about files. 

Wheeling wtrf-TV 

The next day, a farmer who didn't know 
too much about files, wanted to buy one. | 
Proud of her new knowledge, the clerk ex- 
plained, ‘This little bastard is 15¢, this 
bastard is 25¢, this bastard—etc." 

The farmer looked at her in shocked 
amazement, pointed to another file and 
said, ‘How much is that $.0.B. over there?" 

Wheeling wirf-TV 

Merchandising? WTRF-TV has a real 
sales booster plan they'd like to activate 
for you. Videotape? Oh yes, equipped for 
that, too. Ask Hollingbery to give you all | 
the reasons why WTRF-TV is a good buy. | 

Wheeling wirf-TV 

Rich mink gave his lagy friend a vicuna 

coat? 


New Cleveland AIA Chapter 
Constitution Makes 4 Changes 
| The Cleveland chapter of the| 
! Assn. of Industrial Advertisers has | 
approved a new constitution which | 
changes the chapter name, and pro- | 
vides a new membership category, | 
officer setup and dues structure. | 
The chapter has again become the} 
Industrial Marketers of Cleveland, | 
but also provides for an official | 
‘Cleveland chapter, AIA, for those | 
who wish to continue in or join the 
|national organization. 

| Officers of the IMC will serve as 
officers of the Cleveland chapter, 
AIA. In the local IMC, the asso- 
ciate membership category has 
| been abolished, but in addition to 
active members, provision has been 
|made for junior, professional edu- 
ecator, student, honorary and life) 
memberships. Active members will 
pay local IMC dues of $35; if they | 
|desire to belong to the AIA, an| 
additional $25 will be assessed and | 
the IMC will contribute $10 to- 
|'ward AIA national dues. 


| 
| 
} 


Ulrich Bull Olson Patterson James 


NEW OFFICERS—The new president of the Art Directors Club of Chi- 
cago, Herbert Bull, exec art director, J. Walter Thompson Co.’s tv 
commercial department, looks over plans for the year with other 
new officers: Norm Ulrich, president, Norm Ulrich Studios, treas- 
urer; Charlotte Olson, exec art director, Chicago Printed String Co., 
secretary; Robert Patterson, art director, McCann-Erickson, 2nd 
vp, and Hugh James, vp, graphic services, Fuller & Smith & Ross, 
Ist vp. 
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Rubinstein Ltd. Moves 
to Brooks Advertising 

Helena Rubinstein Ltd., Toronto, 
has moved its Canadian advertis- 
ing account from MacLaren Ad- 
vertising Co. to Brooks Advertis- 
ing, Toronto, after 28 years with 
MacLaren. The bulk of Rubinstein’s 
jad budget (expected to exceed 
| $200,000 this year) will be placed 
between the end of summer and 
Christmas, 75% in print media, 
mainly newspapers. 

Brooks also has reported that 
|during the last six months it also 
| was named to handle advertising 
|for Bulova Watch Co. Ltd., Co-op- 
erative Wine Growers Assn. of 
South Africa Ltd., Lyons of London 
and United Investment Services 
Ltd. 
| 


Bireley’s to Rosenbloom 

| Bireley’s Inc., Chicago, has ap- 
,pointed Irving J. Rosenbloom & 
Associates as its national adver- 
tising agency. Young & Rubicam 
|is the former agency. 


CHANNEL e WHEELING, 
SEVEN WEST VIRGINIA | 


MORE ADVERTISING ACTION IN ARCHITECTURAL RECORD 


Building’s Busiest 


Magazine 


arketplace! 


Architects and engineers have taken these actions recently as the result of advertising in Architectural Record>* 


“New G. E. ‘27’ range-oven to be used in 800 house 
projects due to advertisement; helped to sell builder 
on use thereof.” ARCHITECT—NORFOLK, VA. 


“Specified Tectum Roof Decking as an incombus- 
tible roof deck material; also as sidewall insulation for 
warehouse structure.”” | ENGINEER—CHINA LAKE, CALIF. 


“I am installing a Modernfold sound reduction type 
folding partition in an office building for Martin Co. 
at the test center here. I saw the ad in the June 1959 
Architectural Record, when deciding how best to 
divide a conference room.” 

ENGINEER—COCOA BEACH, FLA. 


“We first tried Kentile as a result of advertising.”’ 
ARCHITECT—OKLAHOMA CITY, OKLA. 


“Advertisement of Halsey Taylor wall mount water 
cooler led me to specify installation of same because 
of simple mounting and attractiveness. Also dimen- 
sions and mounting height were included in adver- 
tisement.”” ARCHITECT—BIRMINGHAM, ALA. 


“Specified American Standard toilet: fixtures after 
seeing advertisement on ‘Norwall’ toilets, ‘Sherrilyn’ 
lavatory and ‘Contour’ tub.” 

ENGINEER—GARDEN GROVE, CALIF. 


“Wrote to Republic Steel regarding steel tubes for 
structural members.” ENGINEER—COLUMBUS, OHIO 


“Mosaic Tile Company and American Olean Tile 
Company advertisements led me to use tile facing 
on walls behind food counters.”’ 

ARCHITECT—NEW YORK, N. Y. 


“In a bowling lane building I specified an Armstrong 
acoustical ceiling which I noted in an advertisement 
in your magazine.” ARCHITECT—SPOKANE, WASH. 


“T have discussed Crane Company’s wall hung flush 

tank water closet with a plumbing engineer and a 

contractor. Later specified for a residence.” 
ARCHITECT—CHICAGO, ILL. 


“On a job we are presently doing, I am specifying 
Mahon insulated ribbed wall (aluminum), using in- 
formation obtained from them as the result of an ad 
in Architectural Record.”’ ENGINEER—HOUSTON, TEX. 


“Saw Wooster ad for thresholds, wrote to them for 
information; also contacted local agent.” 
ENGINEER—ST. LOUIS, MO. 


“Noted advertisement on ‘Perma Cushion’ gym floor 
system. Wrote manufacturer and included in current 
University of Nevada gym building.” 

ARCHITECT—LAS VEGAS, NEV. 


“An ad for Gibson ‘Ortho 66’ lighting fixtures in the 
January ’59 issue interested me. I checked on it, con- 
tacted Gibson and recommended use of fixture in 
New Jersey school.” ENGINEER—N. J. 


“Specified Peelle Rolling Doors on last school job.” 
ARCHITECT—LEWISTON, IDAHO 


“Specified ‘Romany-Spartan’ tile as a result of an ad 
in the Record.” ARCHITECT—PASADENA, TEX. 


“The striking color ad on page 181 of ““Record Houses 
of 1959’’ caused us to consider Micarta for a mural in 
an office building we are designing.” 

ARCHITECT—HIGH POINT, N. C. 


Note: %& A random selection from hundreds of signed statements on file at 119 West 40th Street, New York 18, N. Y. 
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Pharmaceuticals Buys on 
ABC-TV, Norelco on NBC-TV 


Pharmaceuticals Inc., Newark, | 
will sponsor “Ted Mack & the Orig- | 
inal Amateur Hour” when it re- | 
turns to television on ABC-TV, | 
starting Monday, March 7 at 10:30) 
p.m., EST. The half-hour talent | 
show replaces “Man with a Cam- 
era,” which was dropped by Gen- 
eral Electric Co., and Helene Cur- 
tis Industries. Pharmaceuticals’ buy 
was made through Parkson Adver- 
tising Agency. 

At NBC-TV, North American 
Philips Co. and American Motors 
Corp. will share sponsorship of 16 
specials to be presented in “Jour- 
ney to Understanding—Volume 
III.” First of the series, which will 


SPARE—This_ dis- 
play is part of a 
new bowling ad 
theme by Blitz- 
Weinhard Co., 
Portland, Ore., 
for its beer. The 
theme will be 
carried out in tv, 
radio and out- 
door. 


include six hour and 10 half-hour 


shows, will cover the start of Pres- | through C. J. LaRoche & Co. Amer-| promoted David Mathews to di- 
ident Eisenhower’s South American | ican Motors’ buy was through Gey- rector of network programming- 
visit and Premier Khrushchev’s|er, Morey, Madden & Ballard. 


tour of the Far East. The show will | 


be aired Feb. 27 at 9:30 p.m., EST.| F&S&R Boosts Mathews; 
North American’s purchase, for its| Dumont Retires on Coast 


Norelco electric shavers, was made | 


fices at 3325 Wilshire Blvd. with | 
'the staff of the former Stromber- 
ger, LaVene, McKenzie agency. 
In that office Harmon O. Nelson 
/continues as vp and broadcast di- 
| rector-Los Angeles. 

| William F. Dumont has retired | 
|as vp and coordinator for West} 
Coast activities of F&S&R. Mr.| 
Dumont, who has been in adver- | 
tising almost 45 years, will con- 
|tinue as an instructor in adver- 
| tising for Golden Gate College’s 
|school of advertising, San Fran- 
| cisco. 


‘Souvenir Magazine Planned 

| A souvenir magazine is planned 
\for the Georgian Folk Ballet 
|which -starts its first U.S. tour 
|March 20. The group of Russian | 
‘dancers will perform in 22 cities. | 
|No house program will be pro-| 
|vided other than the souvenir | 


‘West Coast. He replaces Willson | magazine. Sigmund Gottlober, di- | 


|M. Tuttle, who died recently. Mr.| rector of National Theater & Con- 
|Mathews, formerly in the agen-|cert Magazines, New York, has 


Fuller & Smith & Ross has office, will headquarter in the of- | sentative. 


ley’s recently closed Beverly Hills been appointed advertisi hal 
: 4 roener 5 ring gre | ports, if there is a demand for them 
| —but they will not be available on 


HOW ARCHITECT AND 
ENGINEER SUBSCRIBERS 
ACT ON ADVERTISEMENTS 


Percentage of respondents taking various types 
of action in response to advertisements in 
Architectural Record.* 


1. Communicated with manufacturer 


50.0% 


2. Discussed product with associate 47.7% 


3. Turned to Sweet's Catalog Files 


for more information 45.1% 


4. Specified—or recommended use 
of—the product 


36.0% 


5. Tore out or filed advertisement— 
or otherwise took note of 
product for future use 


6. Communicated with dealer or 
distributor 


7. Gave time to a manufacturer’s 
salesman who called 


Took no action 


Took one or more actions 


3 TYPES OF ACTION 
ON THE AVERAGE — 


Percentage of 
Respondents 


Number of Types 
of Action 


9.9% 
16.5 
18.8 
24.8 
12.1 
9.5 
48 
3.6 


100.0% 


(average) 


NO OhWNrY O 


*Based on Continuing Readership Research during 1959. For details, consult 
your Architectural Record representative. 


For advertising action 


in 1960 
Architectural 
Record is 


5 Ways Your Best Buy 


1. Largest architect and engineer paid cir- 


culation—documented by June 


Publishers’ Statements. (By far the highest 
renewal percentage—and the lowest cost per 
page per 1,000 architects and engineers, too!) 


2. Top verifiable building market coverage— 


documented by Dodge Reports. 


3. Preferred readership by architects—and 
engineers in building—documented by over 
140 studies SPONSORED BY BUILDING PRODUCT 
MANUFACTURERS AND ADVERTISING AGENCIES. 


1959 ABC 


23 


Trendex to Abandon 
Pocket Pieces for 
Nightly Data Sheets 


New York, Feb. 16—Save those 
old Trendex pocket pieces, they 
are now collectors’ items. 

As of this month, Trendex, which 
telephones viewers in approxi- 
mately 30 cities to determine the 
relative popularity of network tv 
fare, will publish its rating data on 
84x11 sheets. There will be one 
sheet for each night of the week. 
The new report, unlike the com- 
pact little pocket piece booklets, 
will obviously be too bulky for 
carrying around in a coat pocket. 

The revised format marks the 
shift of attention on the part of 
this research company to concen- 
tration on evening programming, 
and increased emphasis on qualita- 
tive factors. 

In the future Trendex may pub- 
lish separate daytime rating re- 


a regular monthly basis. 


s Starting in October, the old 
pocket piece rating information 
and the qualitative data that has 
been included in the bi-monthly 
telelvision advertisers’ report, as 
well as additional material, will be 
combined in a new service called 
the dimensionalized audience re- 
port. In the height of the fall-win- 
ter season, this will be offered on a 
monthly basis. 

Besides ratings, sets-in-use and 
share of audience, this report will 
include such information as fre- 
quency of viewing, audience en- 
thusiasm for a particular show or 
series, audience composition, spon- 
sor identification, types of homes 
and program selectivity (that is 
who in the family chose the pro- 
gram). 

There is a possibility that Trend- 
ex may take a summer hiatus from 
regular rating reports and concen- 
trate the company’s energies on 
preparing for the revised service. 
However, ratings will be compiled 
for the summer months as usual 
if there is a real demand for them, 
Trendex indicated. + 


Reinhold Promotes Evans 

William R. Evans Jr., Progres- 
sive Architecture sales represent- 
ative in New York, has been 
appointed to the new post of assist- 
ant sales manager of the Reinhold 
publication. 


4. Editorial leadership in quantity and in 
quality—over 40 editorial awards, including 
5 out of 6 awards to architectural magazines 
by The American Institute of Architects. 


5. Year after year more building product 
manufacturers and their advertising agencies 
serve more architects and engineers with more 
pages of advertised product information in 
Architectural Record than in any other 
magazine. It’s building’s busiest magazine 


marketplace! 


Architectural 
Record Eefils 


119 West 40th Street, New York 18, New York, OXford 5-3000 


Selling 
Television 
Sets? 


Here’s a preferred market— 
at a popular price: 

for less than 5¢ apiece, 

you reach 85,000 dentists 
Gncome and standard-of- 
living well above average) 
in a magazine they read 
devotedly. May we give 


you facts and figures? 


Oral Hygiene : 


‘PITTSBURGH, PENNSYLVANIA 
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66 ....First, a creeping, all pervading, nerve-gas 
of immorality which starts in the nursery and 
does not stop before it reaches the highest offices 
both corporate and governmental. Two, a nerv- 
ous restlessness, a hunger, a thirst, a yearning 


for something unknown...3 9 


John 
wo first impressions. Two reasons why, upon 


returning to his home in the United States after 
a prolonged stay in England, John Steinbeck felt 
compelled to write his friend Adlai Stevenson 
about the moral flabbiness of his people. 

In this letter, published in the pages of the 


March Coronet, he decries the cynical immorality 
of a country that has too much and doesn’t know 
how to handle its good fortune: the child who 
looks up from the Christmas gifts surrounding 
him to say, “Is that all?,” the TV scandals, the 
political deals. 


This great American writer, his pride in his 
country somewhat shaken, feels strongly that, 
by our very attitudes, “We are drawing catas- 
trophe to ourselves.” Our only hope, says Stein- 
beck, is to reexamine our system and try to raise 
our children as honorable citizens, secure in the 
knowledge that the highest rewards are for 
truth, not deceit. 


——E renee 
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gCoronet... 


FROM JOHN STEINBECK 


1STEVENSON 


Also in this issue is a dramatic example of 
the current improbity in our society of which 
Steinbeck writes. Beware of Religion’s Phony 


Pitchmen is a warning to citizens approached by 
shady promoters in the name of a religious char- 
ity. In 1958, the year that the religious revival 
reached full bloom, New Yorkers gave $22,- 
500,000 to con men using religion as a sales talk. 
Coronet offers five precautions which should be 
taken to stamp out these charlatans. 


Continuing in its tradition of publishing pic- 
ture stories of moving eloquence in each issue, 
this month Coronet presents two outstanding 
ten-page photographic features. The Glory of 
Dawn is a poetic tribute to the time of day which 
symbolizes the resurgence of hope, illuminating 
not only man’s dwelling places, but his optimistic 
anticipation for the clear sky of a new day. 


The World in the West is a new look at the 
Old West. For the discerning eye, the Western 
United States contains the faces of many other 
lands and other years. Stretching from the Rock- 
ies to the Pacific, the scenes shown could be the 
Holy Land, the Burgundy region of France, 
Britain, Italy’s Apennines, and many more. But 
they are all right here—in the American West. 


It seems to follow, in an editorial climate such 
as Coronet now provides, quality advertisers find 
an effective medium. 1959 ad pages were up 11% 
over 1958, followed by another 8% increase for 
the first quarter of ’60. Contributing to Coranet’s 
ad pages during this time were these 34 adver- 
tisers who wisely added Coronet to their Reader’s 


Me 2 MILLION READERS EVI 


Digest schedule: 


Adolph’s Ltd.; American Dairy 
Assn.; American Tel. & Tel. Co.; 
Armstrong Cork Co.; Beltone 
Hearing Aid Co.; Book-of-the- 
Month Club, Inc.; The Brearley 
Scale Co.; Canadian Government 
Travel Bureau; Chevrolet Motor 
Div., G. M. Corp.; Columbia Rec- 
ord Club; The Electric Storage 
Battery Co.; Esso Standard Oil; 
Famous Artists Schools, Inc.; Gen- 
eral Development Corp.; General 
Foods Corp.; Hamilton Watch Co.; 
Hammond Organ Co.; S. C. John- 
son & Son, Inc.; Knox Gelatine 
Co., Inc.; Lever Bros.; National 


Note: This Steinbeck-Stevenson 
correspondence was originally 
printed in “Newsday,” a Long Island, 
New York daily, on December 22, 
1959. Coronet’s editors felt its impact 
so strongly that, although this maga- 
zine rarely reprints material from 
other sources, they were impelled to 
give it the widespread circulation that 
only a national publication such as 


Coronet can offer. 


ERY MONTH 


Biscuit Co.; New Mexico Tourist 
Bureau; North Carolina, State of; 
Oral B Co.; The Procter & Gamble 
Co.; RCA-Victor Pop. Album Club; 
Ralston Purina Co.; Remington 
Rand; Revion, Inc.; Savings & 
Loan Foundation; A. E. Staley 
Manufacturing; Stauffer Reduc- 
ing, Inc.; Swift & Co.; Tampax, 
Inc.; Time, Inc.; Union Pacific 
R.R.; Virginia, State of; Warner- 
Lambert Pharm. Co.; Washington, 
State of; Whirlpool Corp.; World 
Book Encyclopedia and Zenith 
Radio Corp. 
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Food Corporations 
Increased Ads 
145% from ‘47 to ‘56 


in the food marketing field 
creased by 145% in a ten-year 
period between 1947 and 1956, 
according to a tabulation just com- 
pleted by the Department of Agri- 
culture. 

Using Internal Revenue Service 
statistics as a source, the agricul- 
ture marketing service reported 
expenditures by roughly 30,000 
manufacturers, wholesalers and 
retailers increased from $398,300,- 
000 in 1947 to $976,200,000 in 1956. 

The table showed the most rapid 
growth was for corporations en- 
gaged in food retailing. By 1956, 
these retail organizations were 
spending more than four times as 
much as retailers were spending in 
1947, although they still represent- 
ed only 17% of advertising by all 
corporations in the food field. 

The Agriculture Department 
suggested the principal reason for 


ing & Transportation Situations,” 
for January, 1960, which was just 
released. The study is by Roberta 
Lamb, agricultural economist. 
The report covers only the ad- 


| vertising activity of corporations, 

WASHINGTON, Feb. 16—Advertis- | 
ing expenditures by corporations | 
in- | 


and does not include expenditures 
by noncorporate businesses, trade 
associations, producers coopera- 


statistics. 

Agriculture Department said ef- 
forts were made to eliminate ad- 
vertising expenditures for nonfood 


items, but that in many instances | 


this was not possible because cor- 
porations often lump all advertis- 
ing together for tax purposes with- 
out regard to the product involved. 


tives or other noncorporate organ- | 


izations. Another recent Agricul- 
ture Department report estimated 
that joint producer groups spend 
approximately $35,000,000 annual- 
ly for advertising (AA, Feb. 1). 
Agriculture Department also esti- 
mates, from 1954 censuses of busi- 
ness and manufacturers, that non- 
corporate manufacturers make 
about 10% of the value of food and 
kindred products, noncorporate 
wholesalers about 41% of the value 
of wholesale food, and noncorpor- 
ate retailers 55% of retail food 
sales. 


s Agriculture Department’s anal- 
ysis of IRS material showed ad- 
vertising expenditures of food 
manufacturers up during the peri- 
od from $319,500,000 to $724,000,- 


| 000; wholesalers from $37,300,000 


the rapid rise in food advertising | to $84,800,000 and retailers from 


can be explained by increases in | $41,500,000 


to $164,700,000. The 


Capitol Records Reorganizes 
Marketing Operations 

Capitol Records, Los Angeles, 
has reorganized its marketing oper- 
ations, dissolving its sales and mer- 
chandising division, and moving 
those functions to Capitol Records 
Distributing Corp. The latter will 
now be responsible for merchan- 
dising, promotion, advertising and 
display, with the parent company 
retaining market research and pub- 
lic relations functions. 

In the move, J. K. Maitland, for- 
mer vp of sales and merchandising 
of Capitol Records, becomes presi- 
dent of CRDC. The following will 
report to Mr. Maitland: William B. 
Tallant Jr., director of merchandis- 
ing planning; Stephen H. Stroh- 
man, director of operations plan- 
ning; Robert E. Camp, director of 
sales planning; Arthur D. Duncan, 


advertising rates and the intro-| percentage of food advertising at- | director of market planning. All 


duction of new _ products. 


The | tributed to manufacturers dropped 


sharp increases for retailing re-| from 80% in 1947 to 74% in 1956. 


flects, in part, an increase in the | For wholesalers the percentage 
amount of food retailing which is| started at 9% in 1947, climbed to} 


department heads of CRDC’s mer- 
chandising and advertising staff 
| will report to Mr. Tallant. 


conducted by corporations rather | 12% in 195i, then receded to 9% in| 
than partnerships or unincorpor- | 1956. The portion accounted for by Majer Slacks to Waters 


ated stores. 


| corporations . 
| business increased from 11% (1947|man D. Waters & Associates, New 


in the retail food 


Majer Co. has appointed Nor- 


® The text of the department’s|through 1951) to 17% in 1956. York, to handle a new national 


study, including the tabular mater- | During the same period there was | advertising program 


on Majer 


ial, is contained in a quarterly |an increase of about 70% in the | slacks aimed at the quality mar- 


publication of the 


agricultural number of retail organizations re- | ket. 
marketing service, “The Market- porting in 


the IRS corporation 


Majer formerly advertised 
direct. 


Ayue an IRE award winner for 1959 
® 


IRE REMEMBERS THE MAN 


Early Success 


And behind the cold statistics of 
the 61,957 net paid circulation 
Proceedings now enjoys, are 
57,334 (ABC) professionally 

qualified men plus 13,976 
student members in 156 
Engineering Colleges, now 
awaiting your message in their 
own journal. If you buy space in 
the radio-electronics field, you 
should meet them. 


For a share in the present, 
and a stake in the future, 
make your product NEWS in 


Proceedings of the IRE 
The institute of Radio Engineers 


Adv. Dept. 72 West 45th Street, New York 36, 


for his 


New York e MUrray Hill 2-6606 


Boston « Chicago e Minneapolis « San Francisco * Los Angeles 


Franklin H. Blecher, with 
less than thirty years behind 
him, is this year’s Browder 
J. Thompson Memorial Prize 
Award winner for his paper 
entitled ‘‘Design Principles 
for Single Loop Transistor 
Feedback Amplifiers,'’ which 
appeared in the September 
1957 issue of IRE TRANS- 
ACTIONS ON CIRCUIT 
THEORY. A hearty pat on 
the back to Mr. Blecher—of 
Bell Telephone Laboratories 
—for the IRE paper combin- 
ing the best technical 
contribution and 
presentation written by 

a man under thirty. 


No wonder! AXEL, CLANCY 
and BOZO garner a 51% 
average share of the total 
homes* for the 4:30-5:55. 
p.m. time period. This is 
72% more homes than 
their nearest competitor. 


MOVE MERCHANDISE 
ON-THE-AIR AND OFF! 


Not only do the BIG 3 
consistently walk off with 
top ratings .. . they move 
merchandise on the store 
level through personal 


appearances. *Nielsen, 


Dec., 1959 


Advertising Age, February 22, 1960 


Getting Personal 


Jack McCarthy, executive editor of Catholic Digest and longtime 
ad agency man, recovering from surgery . . . Ed Cashin, exec vp 
of BBDO, reappointed chairman of the ad division for New York’s 
eancer crusade ... Bruce Barton, BBDO chairman, renamed chair- 
man of United Negro College Fund’s annual appeal... 

The family scene: A daughter, Elizabeth, their fifth child, born 
Feb. 8 to the George Bristols. Father is operations director of sales 
promotion and advertising for CBS-TV ... A fourth daughter, 
Sarah Ann, born to the Warren Bahrs. Dad is associate media di- 
rector at Y&R... To the Bill Dansbachs a first child, Paul Thomas. 
Bill’s with Jann & Kelley... 


A diamond lapel pin marking his 50th year as adman for the 
Chicago Tribune went to Clyde Benham, currently boss of mail 
order ads for the daily’s Sunday magazine. Clyde joined the Trib 
in 1910, was national ad manager up to 1948... 

Bob Hillmer, art director for the Brady Co., ad agency in Apple- 
ton, Wis., held a one man watercolor show at the Lawrence College 
art center... 


They also serve dept.: John Hayes, president of Washington Post’s 
broadcast division, named chairman of national public relations 
advisory committee for United Community Funds & Councils of 
America... 

Donn and Lee Colee, most recently with WLOF in Orlando, 
continuing their husband-wife combination as general manager 
and director of sales, respectively, at WTVH, Peoria... 

Wedding rings: Cecilia Lynn Wescott and John William Johnson 
Jr. The groom’s with Benton & Bowles... Nancy Ann Peper and Bob 
McEwen. Bob’s at Y&R... Mrs. June Brown Smith, widow of a 
former American Airlines adman, to John Watkins, publisher of the 
Providence Journal-Bulletin... 


Engagement rings: Wilder Baker Jr., of Benton & Bowles, to 
Dorothy Walker... 


BIG FISHERMAN—Roy East, advertising director for Bryant Mfg. 

Co., Indianapolis, hauled in a record 50-pound kingfish (third from 

left), along with the others shown, at the Fort Lauderdale, Fla., 
Fishing Festival recently. 


Professorial admen: Louis S. Benincasa, advertising representative 
for Redbook, has been elected to the American Academy of Adver- 
tising, a professional organization .for teachers in advertising. 
He’s a lecturer in marketing and advertising at Pace college and 
St. John’s university...Don P. Nathanson, president of North 
Advertising, Chicago, has just completed a 12-week seminar he 
conducted in agency practices and procedures at Columbia college 
of communications... Among the evening instructors at New York 
University are Louis D. Glassman of Lennen & Newell; Roy W. 
Tillotson art and design manager of Union Carbide Corp.; Fred 
Messner of G. M. Basford Co., and William R. Duffy, a senior art 
director at McCann-Erickson ... 


Peter Lusk, son of Bob Lusk, president of Benton & Bowles, New 
York, will be married this summer to Katherine Morrissy . .. Buell 
W. Hudson, publisher of The Call, Woonsocket, R. I., daily, has been 
named Man of the Year by the Woonsocket Kiwanis club...A 
daughter, their first, was born in January to Eugene (Red) Mitchell, 
merchandising manager of WEEI, Boston, and his wife Doreen... 

Walter H. Annenberg, president of Triangle Publications and 
editor-publisher of the Philadelphia Inquirer, has been named a 
commander of the order of merit of the Italian Republic, the highest 
decoration given by the Italian government to a non-Italian .. . 

Oliver G. Willets, chairman of the board of Campbell Soup Co., 
has been named national chairman of the United Community Cam- 
paigns of America for 1960... 


Col. Robert P. Keim (Air Force Reserve), of the Advertising 
Council, and co-owner of WADS, Ansonia, Conn., has been ap- 
pointed commander of the 9215th Air Reserve Squadron . . . William 
P. Wright Jr., vp of J. Walter Thompson Co., New York, has been 
elected a vp of the New York Board of Trade. He has been a di- 
rector of the board since 1958... 

Dexter Merriam Keezer, vp of McGraw-Hill Publishing, has been 
elected to the board of trustees of Elmira college... Harris Dunbar 
McKinney, head of his own Philadelphia agency, has been appointed 
national board chairman for the alumni fund of the University of 
Michigan... 

Paris bound are Gene Duckwall, vp at Foote, Cone & Belding, 
Los Angeles, and his wife, after Mr. Duckwall won KBIG, Catalina 
Island, Cal., contest for the best audience participation idea... 
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Hver watch a newsstand being built? 


To you, this is a supermarket in the making. To us, 
it’s a spanking new newsstand. And for good 
reason: More than 3 million food shoppers across 
the nation check out with as many copies of 
TV Gute week in, week out, the year round. 
These single-copy buyers, paying the full cover 


price, pick up a healthy part of its 7,250,000 
weekly guarantee. Makes a fellow thoughtful, 
doesn’t it? Suggests that his supermarket products 
might be checked out as regularly and success- 
fully if advertised in the largest selling weekly 
in magazine history. 


Best-selling weekly magazine in America...circulation 7,250,000 
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Better Homes and Gardens.. 


5,000,000 COPIES MONTHLY ; 
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IDEA magazine 
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A whole roomful of buying ideas here. That’s BH&G all over — page after page! 


Why do almost sixteen million men and women 
study Better Homes and Gardens so enthusias- 
tically month after month? Because they’re head 
over heels about BH&G’s editorial doctrine which 


with a conviction — ably abetted by the editors 
of Better Homes and Gardens — that the thing 
to do with ideas is to try them. If you’d like 
more people to try your products, talk to your 


is simply: ‘‘Want to live better? Here’s how!”’ 
There’s absolutely no place like Better Homes 

and Gardens for reaching people with an expan- 

sible interest in their homes and families. People 


Better Homes and Gardens representative — 
he’s full of ideas, too! Meredith of Des Moines 
... America’s biggest publisher of ideas for today’s 
living and tomorrow’s plans 


..where America shops for ideas that make sales 


—— 
Pec 
i eater toy 
is mt 
leas 
witty : - 
; ae 
a ee an 
: ie 
if \ » a 
et e* a “ al “ ae" — ; ~ eat : 
a ee” re nt - geile . oe 
| pene ibe mn ree a ho le. tg eS Ao Le ee ? aoe . 7 a 
, z rd ae Ree eS, yi ae ‘ Og, ou aide oe: try ei 5 - Qe < ° os Ca f 4 raga ; 
: so. RD | ll SS aaa sti a oA —~s 4 ~~ 
: : f ie ee s SP gts ot . 4 = 
Aes ee ” _ € x * . Ps 
; Z ty 5 * 
: ae Y. ee P : a : / ,) thy 
part a) lian tay I> piers <i : % of # ray 
re oy eee is Serre y | as 
bo a) = peregrina fe te eee . 3 ort 4 i 
Loo Nee a sie sae aailaaaase if c rT hes one 
pre WEEN ee: a ed aT ale \ 0 
2 yes " : ———S i Ye 3 , >>. > ee ~ ee Py ea b e@ J 
ae ae 5S “a z ” ay ee y nee betiag ee ie € \ | ce \\ i 
4 — Mt PS mee (RE SS fe 
ames: eee % See oeet =o Lae apes ‘ Cae 4 ce J ie 
vee Seitene ee WSee a B 7 eae z= 
ae cn ES : le oN Ee BS 3 we 
es a gine et Ag maaan 3 ’ ’ oe x : 
st Sn ll , SEE es ae SES gh. nome = oe rf peters 
4 cae bcos see: Ee | _————. © - SES cee 
ts ee >) “oa an me Ve aaa Fy ; ee . 
ee Vee eS a Be it . ; 
SS ‘eee ee Ra 
i  ——— aw a a - . aoe ee - ag - Pa 3052 . ‘ 
| 3“. Lae a eee eo a ay 
i WS a | ae Pe — a 
Re f nore hk: 3 ' &; is s,4 ae Te : « =. 3 bars 2) ee Z ne ee zs Rai. wie 
eee eco * aes 3 
paca satel paige — ~~ " nag IS = ene 4 oad Tales ee ‘ - <diminaaa ovntilitil “ = 
A ET RD! BIT 8 | Fae tT tess | 
NR A eee TOE RL ES Pa ce ee wg —- 
ee SD Sick + al ji aes —— sae, om one a aa * § : . , 
—_ gia SE GALE SENATE Sk Re, Ps an Wy A Oe a i 
re as Da ee, TN ‘ s ‘i 
y MEA hee ee) 4 ‘ A a oh Pe ae a ee a ae | ies 
. “ts : Peek . 7s, sees : iy 
—s,  ™ Fiscal Sz ND ¢ ye + es 
og mes 2 yipeamets < ey he . (temas |. Se ae : me d “es q i | a Hy tiky 
Rpratnn’ a Si (ae r oe =< ® ° | { 7 \ ' Mike 
Bee igi Bl = Pieces. eae 8 y. { | Be 
ee ae L. I > : 4! * 
Re, err Bs Pa Laie Ss es ee cee gor Ge «itil : ¢ " pe oe oy ” is 
ie rnc 9 Pr ae SS Secemmemena cel | srerlre MT — i Se See 8: ae ‘ae 
‘ oe =| hea We cas Sree Oy ae * ee safiieiBiRaiecosinctsTP sas | Bi Got: aia at Ste. = Ae ere : i 
ee | oe iy eR oe a 
OAT aes a wie atte ae F by a : 7 aS . SS Sie 
eh a Baa ere es ut ead en OS (1G F 3 , y a : apy A varae & Sg \ ane 
co) Ee ae ale oF a " aa? ES coe Pee ; i. 5 ars 
ON I aaa cee sitar esis Wier 2 rege eke j ~ S cae a % : ae Sy : 
Co ec eo eee a i ae Bi is = ¥ 8 . ¥ es 
a cas pn Se eee ate st oe a gee et ** by : =i Ee Seen saarertt Cue 
Son ea Bo ee nee ee es \ “i eae ; ae Pes oa a _ : a ie 
Ba ee ener Sram SS * 7" ies Ro e te x 1 3d hs PS x eS 
» ee ea mee [i5 ea vt Re i ee a ag e “se “ * mpg ; ae 
seahaiaiaates 2k. 1, </:  e o ies Eee rhe ; Se eet ee : : 1 Set sie 
eae Pe eae gee ae ie fe ae Ric “an , 7 
an ae ey arc ae . a f 4 ee "i . 
CSP. Pen... Ry rt ice e " tee ES al " "Ug | > 
28 i — ast ay a ¥ E 
s oes ‘ i 2 i : EE \ a sa 2s om 7 we iat io 4 , 
aa es Smee UGS Sire : a mane) oe be ia “pase Be M 
ath eee Beg ee ae “Sas - a : ™~ . 
aR oP — ; = Sain kc 
i f ae : es “ . a — 
? ’ ee re on ee . im ; = 
’ Die. “eae " aie 
; er. Let = + meson ; _ 
2S fas epee shes parece : if : a i, ee ’ Pe hie St. : Sas " i 
at 3 ce Sa ee eee ae ss e. ; Ge a ee ea - . * Bes 
2s lie ee Es 5 Peas cles ¥ - a r Sf - ‘ae 7 oe Wa & 
Gace LE Aig Sytner ane Stas Pere 3 " “ 00 aes ee ey . ee nn . y at? We 
Pr Gees. eM Ot ‘ g + cnet a oi pt OOH 2 Ge oS iat 
te ia. eas. oP i he ioe ge ‘é ae 2 wit iia ae OY ie wee ee eo eae 
oe ig Re eee ae “ sae Me™ —wee CS “a he 
Bs es i a oe, ae nena eS > Pt. ; Ss . - 2 iia i oti ie Bee ee = ——_ es enon 4 OE Ra - ‘ a He ce 
Cm Stra: “thy pM enn Bek Baan peste ‘ ‘ Pree, oS ae oi | (f . an 
Apa BEN Thatta a i ec ag Ly aa eg ree nip Be tr sath: : ao o Eilean ie jee 
—— Co oa ae ee .  ————— Me eo ype mR ae i. oe = 
= oes ae IPE) ge 0 i a en Sc aeM ee “a 
femhns soon eee tneemrs a ean i By ” oe oct RR her aon eee a : , ; # ae ‘ Pa Beet eS rich 
= a i pi Ag ER x ae Ro te Ue ise ee) . apa ie = enh Pa 
oa ws Teas a EAT 3 a OES Paes oye . Tes . i 
ee ee er é ae sari Raat Becca es ae co é 6 ; : ee "age Sea eg 
5 ee et ; } rt a a S Seve Nespianiaet eters, a i a ee ; ce ame SY a 3 ae) pees oe 
ar oor ay f ry Mec ‘es i 1S ata > CO ONE ge? pet Bees os ed ba Bey A Sas apt 
aad oo ee a . : | aa ; # ‘ . ssihene 2 eae te 
ae as 5 . “] eee ee ee go a ae us 
ee Bae: © ay eae Bie — Ee caps? gute ty : ' Ber eee age abe rae oe Se he Pn 
ee ee Salen Bag a be Es, Salad . . Bake, 2 Special ee? Se ar oy dei dt ee Pe = 
PRP ings hain = . - ‘ ae oer as a ¢ 5; ain aa ane Mere Eee a 0 ree Da a : 
cae my : x . ae 7 a i all ee a We ae i 
=f = ca" ‘ ie J eae a kas he r ee _— ee . fe * a ep eee ee ene: Oe es aes zea aaa = ee ees sea 7 
ee j s SIRO Sake a, NMS: re eh . ee ee ae ar Bee ae ‘ — nb, ail rea — Sah a a! 5 ee se Siege = 
aa RS NS age eee ‘ be, Sb ae : a Seg baa i, a Pia EOS ae a a Gor 
oer Beye P Bins orale ret eS ~~ — 2° ; a : ss apiedeall a ee eet Se an OT ne ane re Rr ee aan 
en ae a Se ge t es " 9 t Sik We 4 ¥s iC ores sty OPS ee aC pee i = NO Ka. a oe ae : = : 
"ee Cre tid se ; : 8 aa | OS, Sn ae Ee ee > sai ib 
mar a) <a 
eed is 
eet ee 
sie " a 
ape 
mf, 
Bei), ee ra 
pes ‘ 
eee 2) = 
a See ae 
a ame 2 “i 
Rees 
RY ete ge er ae 
wae ac - 
Ser oe = 
ie er ch 
aaa oar ae 


30 


Wells Launches Record Push |\Gamble-Skogmo Sets 
Wells Mfg. Co., San hg 


through its subsidiary, Wells Com-| ‘100th Anniversary’ 


mercial Sales Co., has ‘launched the | 


largest national campaign in its| Push (65 Years Early) 


history. As a starter, the company’s 
y. : MINNEAPOLIS, Feb. 16—B. C. 


king applian ll be adver-| 
ees Seanets wi Cver|Gamble, who with the late Phil 


tised in five leading restaurant . 
trade journals with spreads. Knol-|5ko8mo opened the first Gamble 
store in St. Cloud, Minn., 35 years 


lin Agency, San Francisco, handles . , 
a or . ago, has decided to mark his com- 


the account. : - : 
pany’s anniversary with a special 
celebration. 

Since there is nothing too spe- 
cial about a 35th anniversary, Mr. 
Gamble chose to spoof the occa- 
sion by making it a 100th anni- 
versary—65 years in advance and 
“while we are still here to enjoy 
it.” 

Mr. Gamble, as chairman and 
president of Gamble-Skogmo, 
heads a sprawling organization of 
2,304 Gamble owned and fran- 
chised stores, which carry a wide 
variety of merchandise and do a 
| heavy mail order business. 


Powers Appointed by Ward 

Walter T. Powers has been 
named retail sales promotion man- 
ager, Montgomery Ward & Co. He 
has been advertising and sales pro- 
motion director of the May Co., 
Los Angeles, since 1954. 


ADVERTISING CIGARETTES 


Entire cigarette package 
features your ad message. 
Cigarettes imprinted with 
trade name or ad message. 
G. A. GEORGOPULO & CO., Inc 

garette Manufacturers Since 1905 


48 Stone St., New York 4 


}a The year-long merchandising 


ADVERTISED IN EASTERN IOWA ON KCRG-TV, CHANNEL 9 


Continental Oil Company is one of many successful 
national advertisers using KCRG-TV. Channel 9 is a neces- 
sary part of effective selling in the Cedar Rapids-Waterloo- 


event, featuring 100 


start with a taped tv special 
March 10. This program, “Way 
Back in 1960,” will be aired over 
a regional list of stations cover- 
20 midwestern states. About 70 
sociates production. Stars of the 
comedy revue are Herb Shriner, 


Jaye P. Morgan, Tom Poston and 
Dennis Day. 


The commercials were taped in| 


New York last week, with Duane 
A. Zimmerman, Batten, Barton, 
Durstine & Osborn producer, in 
charge. There will be three two- 
minute selling breaks. The first 
will feature small and medium-size 
products that are to be advertised | 
in a three-page gatefold magazine 
ad. The second commercial will be 
devoted to freezer-refrigerator 
combinations, the third to a mail 


to every home in each store’s ter- 
ritory. 


a Newspaper ads will be run in 
advance to help build audiences 
for the tv show. Intra-company 
excitement has been boosted 
through personal appearances by 
Mr. Shriner at Gamble sales meet- 
ings. 

The 100th anniversary special 
products also will be pushed in 
print advertising. Newspaper pages 
are expected to be scheduled in 
some cities. Magazine copy will run 
in regional editions of Farm Jour- 
nal, Ladies’ Home Journal, Life, 
Look, Successful Farming and The 
Saturday Evening Post. Radio an- 
nouncements will be broadcast dur- 
ing March and during the fall phase 
of the drive. 

The strategy for this campaign | 
was mapped by Carl Raugust and 
Gus Younger, Gamble-Skogmo ex- 
ecutives, and Minneapolis repre- 
sentatives of BBDO, agency for 
the account. + 


ORC Unit Completes Pilot 
Study on Gasoline Audit 
Market Dynamics Inc., Prince- 
ton, N.J., has completed a _ pilot 
study in the Indianapolis-Marion | 
County 


dit. The study turned up 
nificant differences” in 
brand preferences, as 
by a number of criteria. 
For example: Men 


gasoline 
measured 


jor brand but only 69% for an- 
other brand; one brand got 26% of 
its sales from new cars, another | 
14%; one brand did 45% of its 
business in premium gas, another 
23%. Market Dynamics, a subsidi- 
ary ~ Opinion Research Corp., 


in New York, Los Angeles, Chica- 
go, Detroit, San Francisco and 
Philadelphia. 


different) 
items made to be sold at special | 
prices during the celebration, will | 


ing Gamble’s marketing area of| 


stations will carry the Talent As-| 


order catalog that is to be mailed) _ 


market as a step toward | 
the development of its previously | 
announced National Gasoline Au- | 
“sig- | 


accounted | 
for 90% of purchases for one ma-| 


Advertising Age, February 22, 1960 


i 
| 


WILLIS S. BROWN JR., formerly asso- 
ciate district manager of McGraw- 
Hill Publishing in Philadelphia, has 
| been elevated to regional vp and 
district manager. He succeeds Rob- 
ert F. Beard, who will retire on 
May 1. Mr. Beard joined McGraw- 
Hill in 1919. 


Sara Lee, Sears, Roebuck, 
Timex, Renault Buy Specials 


Kitchens of Sara Lee and Sears, | 
|Roebuck & Co., Chicago, will co- 
sponsor a CBS-TV hour special, 
\“The Arthur Godfrey Show,” Fri- 
|day, May 6, at 9 p.m., EST. Jackie 
|Gleason will make a guest ap- 
|pearance on the show, which will 
be taped in Jamaica, B.W.I., New 
|York and Boston. Cunningham & 
|Walsh is the agency for both. 

At ABC-TV, Timex, New York, 
(Doner & Peck) signed to back a 
Bertram Mills circus hour special 
March 31, at 7:30 p.m., EST. The 
show is currently being taped in 
London. Renault Inc., New York, 
(Kudner Agency) will sponsor 
“Invitation to Paris,” an hour spe- 
cial starring Maurice Chevalier 
‘taped in Paris. It will be presented 
‘on ABC-TV April 27 at 10 p.m., 
EST. 


‘Hill Joins Wayne Mfg. Co. 

| Frank S. Hill has been named 
[advertising manager of Wayne 
Mfg. Co., Pomona, Cal., manufac- 
turer of street and power sweep- 
ers. Mr. Hill succeeds Arthur 
Johnsen, whose future plans were 
jnot known. Mr. Hill previously 
|was manager of advertising and 
sales promotion for American 
MARC, Inglewood, Cal. 


| Kingston Named by Borax 
William H. Kingston has been 
appointed director of marketing 
|research for the 20 Mule Team 
| Products department of U.S. Borax 
|& Chemical Corp. He was formerly 
|associated with Campbell Soup Co. | 


| 
|}as manager of sales research. 


Collins Joins Wentzel & Fluge 


| Fluge, Chicago, as assistant crea- 


itive. He formerly was vp and cre- 
ative director of Gourfain & Loeff, | 
Chicago. 


| CHICAGO, 


Al Collins has joined Wentzel &| 


Ad Must Get Support 


| 


of Dealer Salesman, 


‘Siragusa Declares 


Feb. 16—The “self- 
| service trend” in the durable goods 
| field has been greatly exaggerated, 
Ross D. Siragusa Jr., vp of Ad- 
miral Corp., charged here last 
week. 

“There is still the dealer sales- 
man, the man between the ad and 
the sale,’ Mr. Siragusa said in a 
talk before the Sales-Marketing 
Executives Club of Chicago. 

“What happens to an unrealistic 
consumer claim in advertising 
when it reaches this ‘man-in-be- 
tween?’ It gives him ammunition 
to kill the sale initiated by the very 
same advertising.” 

Mr. Siragusa cited an example of 
a tv set campaign that failed to 
|convince “the man in between the 
vad and the sale,” so the salesman 
|was able to switch the customer 
| quite easily to other brands. 


@ In discussing the controversy 
| between the brand image and the 
hard sell schools of advertising, Mr. 
Siragusa said he felt that “great 
advertising must graduate from 
both schools.” 

“The business man who once 
considered the building of a brand 
image as hot air, now knows it 
means cold cash,” he said. 

Advertising “must upgrade the 
brand image and at the same time 
help dramatically to make the im- 
mediate sale. Mediocrity in adver- 
tising today too often masks its 
failings by claiming to do one or 
the other. There is little room for 
mediocrity in a fast moving growth 
industry,” he said. + 


Ad Council 1959 Public Service 
Drives Top $180,000,000 

Advertisers and media, cooper- 
ating with the Advertising Coun- 
|cil in its public service campaigns, 
|last year contributed a new record 
high in time and space, worth 
more than $180,000,000, Theodore 
S. Repplier, council president, has 
reported. 

Mr. Repplier said: “In these 
days when broadcasting is being 
lambasted from every side, its 
critics should note that there has 
not been one single day for the 
past 18 years when broadcasting 
has failed to deliver vital mes- 
sages in the public service.” 


| Pittsburgh Names Car Cards 
Car Cards Inc., Pittsburgh, has 
|been named representative for the 
| Pittsburgh Railways Co., succeed- 
ing WLM Promotions, Dayton, a 
subsidiary of Crosley Broadcasting 
Corp. In addition to Pittsburgh 
Railways, which operates 780 buses 


plans to operate its audit initially |tive director and account execu-/|and trolleys, Car Cards represents 


49 bus companies in the Pitts- 
|burgh area, plus two cab compa- 
nies. 


RESERVATRON 


THE INSTRUMENT OF BUSY MORTALS 


ye market. Your Branham Company representative 
i H 


Sian alla Wasim 


_ Redd Gardner 


, General Manager — 


a E. . >, ms +s act 


You can point to only one electronic reservation system in hotel 
history, and Sheraton’s got it — Reservatron. It gets you confirmed 
reservations in only 4 seconds at any of Sheraton’s 53 hotels. Saves 
you long-distance fees because you just phone your nearest 
: Sheraton Hotel. We’d be happy (indeed 
a ; . *-- hat ecstatic, since we’re testing this ad) to send 
- y you a FAT FREE BOOKLET — 96 pages 
stuffed with the inside dope on Sheraton 

Hotels in 41 cities. Address: Sheraton 
Corp., Ad Age Ad #6, 470 Atlantic Ave., 
Boston, Massachusetts. 
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Your best food plant customers 
are your competitors 


cmmwee| Dest prospects! 


Z BY 400 FOOD ENGINEERING SUBSCRIBERS 
RIGHT THIS VERY MINUTE, food plant men who buy from you are being hit hard 
14Q Talked to other management men by strong selling campaigns for equipment, ingredients, packaging materials, 
i plant supplies (food plants buy almost everything!). These advertisements are 
76 Called local representative working on them persistently, persuasively, in the one place where food man- 
agement men are most likely to see them, read them, and do something about 

Contacted company direct them...in FOOD Engineering. 

This is a matter of running record. Check the “Action!” table on this page. 

Bought the product Here is your evidence—a sampling of 400 FE subscribers, and what they did 
about specific ads they read in FOOD Engineering. Note particularly this 

Filed ad for future use decisive action... 

_ |. Opened up new supply source ~~ 

Asked for estimate This means 116 management men (from presidents to plant managers, engi- 
neers to sales executives) — better than 1-out-of-4— either switched suppliers or 

Recommended to others gave some business to a new supplier as a result of reading somebody’s FE ads. 
Whose ads? Your competitors’? 

Sent an inquiry Note the ten other kinds of action. When a busy food management man dis- 
cusses somebody’s ad with his associates, or writes for samples and estimates, 

Wrote for samples or calls in a representative, a new customer is in the making—a new source of 
supply may be opened up. You ... or your competitor? 

Resold on present supplier Now, project these 1,141 sales actions by 400 subscribers to FE’s entire 28,400 
paid audience and its 52,000* pass-along readers. Then you’ll have a measure of 
the sales power of FOOD Engineering. 

*McGraw-Hill Field Research, 1958-59 


Interested? Get the new booklet, 
“How to Set the (food) World on Fire." 
It tells how to get sales action. 


FOOD Engineering, Att: Research Director 
330 West 42d St., New York 36, N.Y. 


Please rush my complimentary copy of 
‘‘How to Set the (food) World on Fire.”’ 


For Better reat Brats: 
Manufacturing, Packaging and Marketing 


A McGraw-Hill Publication, 330 W. 42d St., New York 36, N. Y. > @® NAME TITLE 


COMPANY. 


ADDRESS 
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ertheless, within FTC there is still 


|itors have yet to detect such a 
change for the better that they feel 
| they can let down their guard. 


This Week in Washington... | 


FTC De-Mothballs Its Artillery vi hate 
for Long-Neglected Ad Policing Effort <2, :,:'% 


| vertisers who are under investiga- 
|about aren’t proving particularly tion. But if this is a permanent 
Washington Editor ‘fruitful. policy for the future, the commis- 
WASHINGTON, Feb. 18—Don’t let) The commission is still giving|sion hasn’t said so. In all likeli- 
the lull in new cases at the Federal @4vertisers what might be called) hood, this lack of communication 
Trade Commission deceive you.| “shock treatment.” It is striking is a “passing phase.” 
The commission hasn’t gone back| fast and without negotiating. | Government agencies, like other 
to sleep. Meanwhile, it is looking for assur-|human institutions, often must 
The first outburst of activity in| @nce that advertisers, individually | “feel” their way into a situation, 
response to congressional indigna-|°T through their associations, are| without a preconceived battle plan. 
tion produced seven major tv ad-| Seriously interested in trying to) This is surely the case with FTC. 
vertising cases. This apparently | €liminate the practices which have | 
emptied the “pipeline.” But the | resulted in so much congressional 
pipeline is filling up again. ,and public indignation. 
Reports from outside Washing-| 
ton confirm that the commission’s|# Chairman Earl Kintner has 
staff is on the prowl for more de- | praised recent statements by such 
ceptive advertising cases. Big ad-| organizations as the Assn. of Na- 
vertisers are being visited by FTC tional Advertisers, Advertising 


It had only a skeleton force as- 
investigators. Their efforts to find Federation of America and Na- | signed to monitoring work. If it 
out what the investigations are 


tional Assn. of Broadcasters. Nev-' was aware that problems existed, 


By Stanley E. Cohen 


s When the quiz scandal broke, 
FTC was caught flat-footed. Al- 
though it is the only agency in the 
federal government responsible for 
policing advertising, the commis- 
sion was scandalously ill-equipped. 


Ae TRE eT ae TS 


—" 
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IN BUFFALO...in the morning 


the | 
commission is not likely to be in a| 
mood to talk with individual ad-| 


|it had no organized machinery for 
a great deal of skepticism. Tv mon-| dealing with them. 


There are aspects of this story 
which should not remain untold, 
because they go to the heart of the 
commission’s capacity to serve the 
public and the business commu- 
nity. 

Policing of advertising was neg- 
lected because the commissioners 
and the commission’s key person- 
nel are partial to anti-monopoly 
cases. As lawyers, they know 
stakes are high and reputations are 
made in anti-monopoly cases. The 
career potential of advertising 
cases—even big ones—is small by 
comparison. - 


= Bit by bit the commission di- 
verted its best people and most of 
its funds to the more stimulating 
field of activity. For example, dur- 
ing most of its lifetime the com- 
mission maintained a finger on the 
pulse of the advertising world by 
monitoring thousands of pages of 
newspapers, magazines and radio 
script. A few years ago, even this 


MORE HOUSEWIVES ARE "GOING" OVER MORE ADS 


Retailers know that women act on advertising in the Buffalo 
Courier-Express. Here are two of many figures that prove it. 


—WOMEN’S STORES use 65.8% of their daily linage— 
74.1% of the total when Sundays are included—in 
Buffalo’s fastest growing newspaper. 


—The THREE LARGEST CHAINS which do well over 
half the area’s food business, place half of their adver- 
tising in the Courier-Express. 


AND IF YOU SELL MEN, wide leadership in such classi- 
fications as Men’s Stores, Automobile Dealers, and Financial 
clearly point to the Courier-Express as the profitable news- 
paper to carry your sales messages. 


FOR MORE ADVERTISING FOR YOUR DOLLAR 
concentrated on those with more dollars to spend—use 
the Morning Courier-Express. It reaches nearly half the 
families in ABC Buffalo—over one-third of all those in 
the rich 8-County Western New York Market. 


FOR SATURATION —use the Sunday Courier-Express 
—the state’s largest newspaper outside of Manhattan. It 
blankets the 482,108 families in Buffalo and the eight 


surrounding counties. Pacific Coast: 


ROP COLOR AVAILABLE 
BOTH DAILY AND SUNDAY 


Buffalo 
Courier- 
Express 


Member: Metro Sunday Comics and 
Sunday Magazine Networks 
Representatives : 


Scolaro, Meeker & Scott 
Doyle & Hawley 
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tenuous link was quietly aban- 
doned through a reorganization 
which was heralded as a new plan 
to increase efficiency and produc- 
tivity. 

By last fall FTC was functioning 
in the advertising field about the 
same way that a police court func- 
tions. It was taking the cases that 
came over the transom. Although 
it is an administrative agency, sup- 
posedly geared to identify and 
eliminate focal points of difficulty, 
the commission had no organized 
unit which knew what was going 
on in the advertising business, and 
which was sufficiently expert so 
that it could see that manpower 
and money were used to best ad- 
vantage. 

All this is by way of indicating 
the extent of the changes that have 
been taking place since last fall. 


. Chairman Kintner’s first move 
| was to bolster the skeleton force 
|in the anti-deceptive practices 
|field with personnel borrowed 
|from other branches of the com- 
| mission. 

| Instructions went out to expedite 
'the deceptive practices cases that 
| were on the investigation docket. 

| In this first stage of the new 
|drive in the anti-deceptive prac- 
| tices field, the commission relied on 
'tv monitoring for its leads. As the 
commission and its staff warmed to 
|the task—encouraged by fan mail 
|from the public—it soon became 
|obvious that the drive to clean up 
|advertising wasn’t going to stop 
| with tv. 

Within the past few days the 
|/commission’s monitoring program 
“has been expanded, so that once 
| again the FTC is regularly review- 
ing the nation’s leading newspa- 
pers for signs of ads that warrant 
attention. 


s The budget which went to Con- 
gress last month contained an in- 
crease of $350,000 for investigation 
and litigation of advertising cases. 
This would mean four or five ad- 
ditional investigators, plus several 
more trial lawyers and hearing ex- 
aminers and perhaps an additional 
medical expert or two, to round up 
evidence for concentrated efforts 
in the drug and chemical fields. 

| From the pattern of activity, the 
|new investigations in the anti-de- 
'_ceptive practices field seem to be 
| largely “targeted,” focused on spe- 
cific products or kinds of claims. 
| It’s the kind of procedure which— 
| when tempers subside a bit—could 
lead to industrywide and perhaps 
|non-punitive approaches to some 
of the questionable practices which 
occasionally develop in highly 
competitive markets. 

This methodical approach to po- 
licing ought to provide FTC with 
the expertise it should have, had 
when the quiz scandal arose. 


# But in the light of the commis- 
sion’s past history, will it remain 
interested in maintaining a sophis- 
ticated and knowledgeable rela- 
tionship with advertising? Even 
this year, when the need to reju- 
venate the commission’s efforts in 
the anti-deceptive practices field 
was so urgent, FTC used its new- 
found prominence to obtain a 
$200,000 increase for anti-monop- 
oly work. How safe will the ad- 
vertising unit’s $350,000 be when 
the parade has passed and the 
bands have marched on? # 


Simmons-Boardman Diversifies 

Simmons-Boardman Publishing 
Corp., which publishes magazines 
in the railroad, building and ma- 
rine industries, has diversified by 
purchasing Railway Educational 
Bureau of Omaha, a correspond- 
ence school. 


Smith & Dorian Moves 

Smith & Dorian, New York agen- 
| cy, has moved to larger quarters in 
a remodeled brownstone at 256 E. 
49th St. 
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Behind the 19-page feature “All About Carpets” in 
our February issue is the most complete investigation 
of the subject ever conducted by a magazine. 

Three years of exhaustive work...20,000 people 
walking on 650 different carpets...tens of thousands 
of separate tests... all to give our readers the truth, 
the whole truth, and nothing but the truth. 

Purpose? To provide reliable counsel to home- 
makers; to eliminate consumer confusion—to serve 
our 12,350,000 readers well, and to create a climate 
of confidence and acceptance for our advertisers. 

In this climate of truth advertising claims are 
believed—and acted upon. 


ACRILAN® carpet being tested in Good Housekeeping Textile Laboratory. 
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Good Housekeeping 


MAGAZINE AND INSTITUTE 


... because nothing 
persuades like the truth 


A HEARST MAGAZINE 
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’ ‘ |pers, popular fiction in magazines 
Only Law Can and the sex and sadism of the 


paper back novel. These are the 


’ és great attractions in each field,” he 
| id. 
Seeeseeeseseeeseseeesese Curb Ad Thieves, = 


. . s The FC&B executive proposed 

e S two ways to add more cultural or 

4 Swindlers ; Cone intellectual programs for the min- 
@eeeeeeoeceaeseeeeeeees | 


ority of tv viewers: 
(Continued from Page 3) 


+ co e He suggested that of the 26 
You re always sure other two. shows bought by an alternate spon- 
= Mr. Cone said that “talk of self-|S0r (minus pre-emptions) four of 
of quality when you 
a y di |asserted that “somebody has to| With — yd than the spon- 
; PF " ture. 
F get tough to get rid of it, and who |50r's reguiar tea 
UGS ENS SERVISES © could possibly do this better than This would place, not an hour 
the duly constituted bodies?” a week on each of the three net- 
Although critics object to most of works in the service of information, 
hated i d one-half each night—or more 
INC. he maintained that the large ma- | @" 
ELECTROTYPE COMPANY, jority of people favor the kinds of|When there are hour programs on 
ElectrotypeseTravis R.O.P. Glass Mats shows that the critics dislike. a network,” he said. The hour and 
Plastic Plates « BaW and Color Proofing “The things that most critics ob-|9me-half would consist of a half 
Duplicate Photoengravings ject to in television are things that hour on each of the three networks. 
160 East Iilinols Street, Chicago 11 * DElaware 7-1541 a 
of communications—the western|for the special program, they 
movies, crime stories in newspa-| Would be charged less money than 
for their regular shows (the dif- 
ferential being proportionate to 
the rating differences), Mr. Cone 


policing leaves me very cold.” He|each 24 programs be rescheduled 
Cc E Ni T at a4 Y the programs on tv, Mr. Cone said, education and culture, but an hour 
[sustain] all the other mass media|Although advertisers would pay 

said. 


e Take all the programs run on 
a station in a week, with the ex- 
ception of news and weather 
shows, and run them again the 


: # next week, on the same days at the 
NEWOENGLAND’S {ST MARKET-— = 
ptectie 
- y my 


“Thus, instead of every program 
viewed eliminating two other pro- 
. ; grams where the time is the same, 
: Bes T & the viewer would have an oppor- 
a - nA AS SAC be tunity to view two out of every 
Z y three programs broadcast,” Mr. 


Cone said, crediting this idea to 
Jack Simpson, director of broad- 


i cast activities at FC&B. 
—_ 2 ” “That these could be a much 
sas e better two out of a much better 


three follows from the reduction 
of some 3,000 hours of annual 


nighttime network programming to 
1,500 hours.” 
= Mr. Cone questioned whether 
networks and stations would be 
willing to charge less money for 
shows with lower ratings than the 


top shows. “So far they have been 
unwilling to do this.” he said. “Ad- 
vertisers pay the same amount for 
time for a 15-rating show that they 
pay for a 30-rating program. And 
this you know is going to change.” 


_ SUNDAY TELEGRAM 
eS x Workers Ordered 
“™ Back To Stee! Mills 


~~ Ghe Foening Gazette rae 


Boe 4 Prove 


SS Plan E Pulling Awan 
Victory Appears Surg 
WORCESTER TELEGRAM . 
; Voters Retam Pian E 


‘Industrial Marketing’ Boosts 
Packard, Appoints Power 
Murray Packard, formerly west- 
ern manager of Industrial Market- 
ing, Chicago, has been advanced to 
sales development manager of the 


WORCESTER 
iS YOUR KEY TO 


GROWTH....c.51. $1,112,205,000* up 
30.4% since 1954. 


Re PACT eevee Worcester is Reading 


“Worcester newspaper readership is 
well above the national average”, 
says Publication Research? 


K E $ U 4: 86.4% daily coverage 


with the Telegram-Gazette. Daily cir- 
culation 158,215. Sunday—102,957. 
ABC audit Dec. 31, 1958. 


Murray Packard Paul V. Power 


publication. Paul V. Power suc- 
ceeds Mr. Packard as western ad- 
vertising manager. 

Mr. Power formerly was in copy 
service and sales work for Stand- 
ard Rate & Data Service. He also 
has been with Marsteller, Rickard, 
Gebhardt & Reed and with Leo P. 
Bott Advertising. 


; + Source: Publication Research*Service Study, Sept. 28, 1958 
* Source: Sales Management Survey of Buying Power, May, 1959. Sunday Telegram. 


Brady Names Fulton, Knowlton 

Brady Co., Appleton, Wis., has 
appointed William M. Fulton a vp 
and Daniel P. Knowlton treasur- 
er and director. Mr. Fulton, who 
will continue to supervise the pro- 
duction department, joined Brady 
in 1946. Mr. Knowlton, formerly 
assistant secretary-treasurer, 
joined the agency as an adminis- 
trative assistant. Brady also has 
named Richard J. Sucher a mar- 
keting assistant. 


" The Worcester 
; TELEGRAM and GAZETTE 
WORCESTER, MASSACHUSETTS 
MOLONEY, REGAN & SCHMITT, Inc. 


National Representatives 
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From ** Forgotten, Lone ly and Unready,”’ in the March 1, 1960, LOOK 


It's cold again in Korea. The wind from 
Siberia sweeps across no-man’s-land, 
burning the faces of the G.I. sentries. 
One man voices the thought of all: 


“If the Reds attack, we'll be wiped out. 


Il-equipped, undermanned, forgotten... 
poised for disaster... 


two American divisions stand guard 

in the frozen hills overlooking the Imyjin. 
Lonely, with futility, they wait 

to fight a war they can never win. 


You see the tenseness 


of an army through the eyes of 


its soldiers...in the current 
LOOK, the exciting story of people. 


Rae 


PEOPLE ARE THE PURPOSE—PEOPLE ARE THE POWER 
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36 Advertising Age, February 22, 1960 


Brand Names Leap 
with Athletes at 


~ Winter Olympiad 
Lain Y ee : grt. | 


ues 


(Continued from Page 3) 
donating concerns have geared | 
their advertising to the “exclusive” 
use of their products at the games. 
In most cases, contributors are us- 
ing the winter Olympics name and | 
insignia on their packages, tv and | 
radio spots and in newspaper ads. | 

>_> 
s At meal time, when athletes | a RE es! 
will be given a choice of three | men CoP 
separate’ scientifically balanced ~~ 2 
menus, offerings will include V-8| oiympic exciusive—Carnation Co.’s 
juices, Campbell soups, Franco- 


American spaghetti, Chicken of Simple Simon frozen dessert pies 


the Sea tuna fish, Del Pero Mundo 
Meat Co. fresh beef and pork 
(through Western States Meat 
Packers Assn.), fresh dairy prod- 


will be fed to athletes at the Olym- 
pic winter games. The 4 by 12” 
cabinet banner at right will be 
given to retailers to promote its 


ucts from Foremost Dairies, and “exclusiveness.” 
Hills Bros. coffee. 
California Packing Corp. will|sauce, pickles and fruit juice 
provide Del Monte catsup, chili|drinks; from Carnation Co. will 
come Trio instant mashed potatoes, 
Albers flapjack and waffle mix, 

make no mistake about Salt Lake . ther r 3 iN} Ol t 
Ovaltine or a selection of Nestle 
Co. drinks. Rainbow Bakery Co., 
Sacramento, will contribute fresh 
bakery products. 
# Renault, which will share spon- 
sorship of the nationwide tv broad- 
casts with Union Oil Co., will 
provide 75 Dauphines and 10 
* 


en pies; potato chips, peanut but- 
ter, mayonnaise, french dressing, 
nuts and Corn Curls will be pro- 
“| vided by Scudder Food Products. 
Besides coffee and milk, athletes 
will be able to choose Pepsi-Cola, 


Instant Wheat, Simple Simon froz- 
Peugeot station wagons to trans- 


=> / port officials and _ contestants 

4 4 a around the 2,000-acre valley. 
E g Tidewater Oil Co. will sponsor 
— radio coverage in five western 
. na I) » states in a special pool reporting 
ll Si Lips arrangement. Stations will get the 
BRS VP programs without charge in ex- 
‘a5 change for carrying the Tidewater 
oH commercials, and may sell the rest 

t+ oy 


of programs locally. 

When the 2,500 athletes, trainers, 
coaches and other representatives 
of the 34 countries competing in 
the games reach their rooms in 
Olympic village, they will find an 
Oral B toothbrush, Lifebuoy soap, 
Listerine, a Norelco electric shaver, 
and Absorbine Jr. to ease their 
aching muscles. 
| Mohasko Industries, Alexander 
Smith carpeting and Dupont Co., 
in a joint arrangement, also have 
contributed. 


|@ The American Dairy Assn. has 
installed a dairy bar to dispense 
jall the free milk, malteds, milk 
shakes, ice cream and sundaes the 
athletes can consume during after- 
noon and evening hours. 

Western Union is keying its mag- 
azine advertising to it own Olym- 
pic team of “75 strong” which will 
operate three special press instal- 
lations. 

Swift data processing, enabling 
up-to-the-second accounts of 
standing and competitions in all 
events, will be handled by Inter- 
/national Business Machine’s Ram- 
ac—one of its most powerful com- 
puting systems. For the past few 
months the IBM technical team has 
been busy filling Ramac’s magnetic 
memory with the instructions nec- 
essary to calculate automatically 
the scores as specified by the com- 
plex rules of the 26 events. 


As the only metropolitan city between Phoenix and 
the Canadian border and Denver and the Pacific 
Coast, Salt Lake with its nearly half-million persons, 
is the control point for this entire area and is 


recognized as such by the U. S. Dept. of Commerce. # All told, more than $20 million 


has been spent to prepare this once 
obscure, one-lodge ski resort for 
11 days as a bustling village. 


The Salt Lake Tribune : = To top things off, the California 


(MORNING & SUNDAY) ) |wine industry has created a hot 


wine drink—the “Olympic wine 
[D) fg S fg RI ERTs IN] fg WS torch”—in honor of the games. It 

AND -_ |is made of red wine, apple cider 
._  SMallfahe Velegram jevewnc) = = = = and lemon juice, together with 
, [20 Ae See eee | yaTioUs spices; heated to just be- 
low the boiling point and topped 
Represented Nationally by MOLONEY, REGAN & SCHMITT, Metro Comics Network. by flaming brandy. # 


When you buy Salt Lake’s two metropolitan 
Ee hewspapers, you reach and sell nearly a half-million 
Salt Lakers PLUS A MILLION MORE prosperous 
Prospects in “outer” Salt Lake — a mighty 
good market buy anywhere! 
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NREA Plans Print New GF Rice Bows in April jabout 33¢. In addition to rice the | Farm, in Chicago, has been named | open his own company with head- 

: Minute Spanish Rice Mix, in- package contains sliced onions, red |to the newly created post of east- quarters in Oakland, ‘Cal. He will 

Drive to Celebrate troduced by the Jell-O division of and green peppers and seasoning.’ ern manager of the magazine. Gene serve manufacturers, advertising 

7 : General Foods Corp., White Plains, Young & Rubicam, New York, is|Parker, formerly sales rep of In- agencies and retail stores in 11 

Silver Anniversary N. Y., in the Denver area last fall, the agency. \diana & Michigan Electric, has | western states as a display consult- 
will be in general retail distribu- ‘been appointed to replace Mr. ant and designer. 


R WASHINGTON, Feb. 4—National|tion by April 1. An introductory |Donnelley Appoints Two Schwartz. 

siete” es a eee advertising campaign will include _The magazine publishing divi- Snell to Emil Mark 

po ag areag HA tng sn te ned color pages in magazines, and sion of the Reuben H. Donnelley Morton Opens Consultancy Foster D. Snell, New York, 

bo fee - Rensaemh die ta Site Sunday supplements and a na- Corp., New York, has announced| Charles W. Morton Jr., vp in consulting chemist and engineer, 
The prada oan nas ab tional coupon drop in early spring. two appointments. Clayton J. charge of the Pacific Coast divi- has named Emil Mark & Co., New 

ine Dhaene beatin ton Baten Ga The new product comes in a 6 Schwartz, formerly midwestern sion of W. L. Stensgaard & Associ- York, its agency, succeeding Ad- 

ernes ianeion The Life 7h package for four, retailing at ad manager of Electricity on the ates, Chicago, has resigned to ams & Keyes, New York. 

ries will run between Feb. 29 and 


Every day...every meal...every farmer feeds this crowd 


AMERICA S RURAL ELECTRIC SESTEMS 


May 30, while the Harper’s and At- 
lantic ads will be between April 
and August. 

The campaign, part of the silver 
anniversary jubilee celebration for 
the electric co-ops, follows the 
theme that rural electrification has 
been good for the country. The 
campaign has been financed by 
voluntary contributions from rural 
co-op systems. Agency is Aubrey, 
Finlay, Marley and Hodgson, Chi- 
cago. + 


KBAM Sale Declared Void: 
Wickre to Get $25,000 

Judge Ralph Armstrong, Cow- 
litz County superior court, Kelso, 
Wash., has ruled that the 1958 sale 
of KBAM, Longview, Wash., was 
based on false and fraudulent 
claims and will be set aside. 

In a memorandum opinion Judge 
Armstrong said the contract for 
the sale of the station to Paul D. 
Wickre of Washington, by W. Gor- 
don Allen and John Truhan will 
be rescinded, with Mr. Wickre to 
receive $25,000, plus his costs and 
disbursements. A counterclaim for 
foreclosure of the mortgage will be 
dismissed. 


New London 


Is “On-the-Go 
In Automobile Sales! & 
Among all Connecticut ; | 
iti f 25,000-or- ° © : 
sci hanes ee ae To him it’s a gleaming helmet. How won- Rl MORE CIRCULATION 
day ; | U GET 355,764* when you choose 
anks 2nd in automotive sales . 
! the Herald-Express. That's 52,047 MORE 
i imi et drous the world of childhood fantasy! But ron he deand ahaa aoe 
aE Rie ’ . CHOICE CIRCULATION 
high 
__ecch is hc there’s no room for fantasy. when spending WHEN YOU use the Herald-Express you 
oe é t 
Ba. the aly vail ste advertising dollars. And it’s fact, not fan- font hun uc ake 
ing 98% of this 66,54 : \ EXCLUSIVE COVERAGE 
ABC City Zone. tasy, that in Los Angeles the Herald-Express YOU ALSO get 75% exclusive* metropoli- 
P d F P Ili tan etn gs circulation and far less 
1 . eco duplication! 
Che Hay Sa GOmiNnanN! se ng f orce: because Pe ee  Seutiitiy dite, tone taaeaneiae 4 ny ae Report. 


NEW LONDON, CONNECTICUT 
National Representatives: 
JOHNSON, KENT, GAVIN 

& SINDING, INC. 
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“Largest Evening Newspaper in Western America” . 
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Late-’59 False Ad 
Plaints Were Up 95%, 
Pittsburgh BBB Says 


PittspuRGH, Feb. 16—The Bet- 
ter Business Bureau of Pittsburgh 
says recent publicity given to 
“offbeat business practices” seems 
to have adversely affected public 
confidence in all advertising. 

The bureau pointed to a strik- 
ing rise in complaints it received 
claiming misrepresentation in ad- 
vertising in the last two months 


of 1959, when publicity on corrupt 


business practices was at a maxi- 
mum. Complaints of misrepresen- 
tation in ads rose 95.2% during | 
November and December, as com- | 
pared with the same two months | 
in 1958. The gain for the entire | 
year was 40.9% over ’58. 

Of all complaints referred to the 
bureau in 1959, 5% involved mis- 
representation in advertising, an 
increase from 4.1% in 1958. This| 
category ranked seventh among the | 
chief causes of dissatisfaction, be- 
hind (in order): Guarantee or 
contract not fulfilled, unsatisfac- 
tory installation or service, prom- 
ised adjustment not fulfilled, non- 
delivery of merchandise, oral mis- | 
representation and defective mer-| 
chandise. 


s The Pittsburgh BBB also listed 
10 business classifications which | 
caused the most customer com-| 
plaints during 1959. The home 
improvement business, which ac- 
counted for 19.6% of the total com- 
plaints, led the list. Second was 
the furniture and floor covering 
business, cited in 8.9% of the com- 
plaints. They were followed by 
tv-radio sales and service, appli- 
ances sales and service, photog- 
raphy, automotive equipment and 
service, heating equipment-fuel 
and service, magazine sales, ap- 
parel and used cars. + 


10 Companies Join ARF; 
Technical Staff Adds Two 

The Advertising Research Foun- 
dation, New York, has added 10 
new members since last July. They 
are Merck, Sharp & Dohme division 
of Merck & Co.; Gee Advertising 
(British agency); G. Thibaud et 
Cie. (French publisher); Mercan- 
tile Inc. (Philippines); Porter Li- 
brary of Kansas State College of 
Pittsburg; Medical Economics; Mat- 
sushita Electric Works (Japan); 
Ruescas Publicidad (Spanish agen- 
cy); Michigan State Universities 
Libraries and Rutgers (department 
of agricultural economics). 

ARF also has named Gwyn Col- 
lins, formerly with Kenyon & Eck- 
hardt, and Thornton C. Lockwood, 
formerly with Pathecolor, to its 
technical staff. In addition, ARF’s 
executive committee has three new 
elected members: Sherwood Dodge, 
Warwick & Legler; Andrew Heis- 
kell, Life, and Harry F. Schroeter, 
National Biscuit Co. 


National Distillers Sets 
Push for de Kuyper Line 

National Distillers, New York, 
is launching the largest four-col- 
or, prestige magazine campaign it 
has ever used to back its de Kuy- 
per cordials. Coronet, Esquire, Hol- 
iday, and The New Yorker will be 
used. 

Copy states: “de Kuyper makes 
the best creme de menthe in the 
world and 19 other enjoyable 
flavors. Made in the U. S. A. from 
original delicious Dutch formu- 
las.” Lawrence Fertig, New York, 
is the agency. 


Thomson to Palm & Patterson 

J. H. Thomson has joined Palm 
& Patterson, Cleveland, as an ac- 
count executive and member of 
the management board. Mr. Thom- 
son was formerly vp in charge of | 
sales at LaSalle Research Co., di- | 
vision of Waldie & Briggs, aan 
go. 


MILPRINT {| § 
PACKAGING : 
Gives Your Propuct Tem 
MARKETING baba 
POWER @ L 
KEY INITIALS—Milprint Inc., Milwau- 
kee packaging converter, a subsid- 
iary of Philip Morris Inc., will use 
the MP initials, for “Milprint pack- 
aging” and “marketing power,” in 
its 1960 advertising. The ads will 
run in business, packaging, food 
and drug publications. Baker, 
Johnson & Dickinson is the agency. 


Programming Still 


Broadcaster's Job, 


FCC’s Ford Declares 


PHILADELPHIA, Feb. 16—Federal 
Communications Commissioner 
Frederick Ford assured the Radio 
& Television Advertising Club of 
Philadelphia last week that “the 
future of the American system of 
broadcasting does not hang in the 
balance.” 

“No responsible person proposes 
a building full of government 
clerks, blue pencilling programs, 
nor that FCC become a supreme 
board of censors,” he declared. 

Commissioner Ford said recent 
FCC rules and legislative proposals 
will eliminate the threat of rigged 
quiz shows or payola in the future. 
He expressed confidence the com- 
mission will also devise new pro- 
cedures to assure effective review 
of program performance without 
interfering with proper freedom 
for the broadcaster. 


= “This is a young, vital, healthy 
and growing industry,” the com- 
missioner said. “It has been sub- 
jected recently to severe public 
attacks brought on by those few 
in its midst who were callous to 
the public interest. 

“As a result of comgressional 
hearings, the review of programs 
conducted by the commission and 
the subsequent self-examination 
by the industry, I look forward 
confidently to the development 
within the commission of a reason- 
ably well-defined policy whereby 
freedom will be assured the broad- 
caster in programming his station, 
and at the same time the commis- 
sion will perform its function of 
protecting the public interest, con- 
venience and necessity with the 
minimum of interference to that 
freedom.” # 


Bill Bros. Promotes Seven 
to Additional Positions 

Seven appointments, all to new 
positions of additional responsi- 


| bility, have been made in three 


companies of Bill Bros. publica- 
tions. At Service Publishing, pub- 
lisher of Fast Food, Charles A. 
McHale, publisher, was named a 
senior vp and general manager: 
C. E. Lovejoy Jr., western general 


manager in Chicago, and Warren | 


Kloock, western manager, were 
elected senior vps; E. Alan Olson, 
editor, and R. K. Honaman Jr., 
ad manager, were elected vps. 

At Bill Bros. Publishing, Law- 
rence Bell, publisher of Premium 


| Practice, was appointed a vp. Wil- 


liam J. Carmichael, western sales 
manager of Sales Management in 
Chicago, was named a senior vp 
of Sales Management Inc. 
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Leading Spenders in Farm Papers, 


Compiled by Farm Publication Reports Inc. 


Expenditures 
Rank Advertiser 1959 1958 Rank 
a RE IN coca ccsconensmeenats $ 1,856,956 $ 1,565,603 ey 
2. General Motors Corp. .........0+ 1,612,051 1,630,801 | 100 
3. International Harvester Co. .... 1,330,057 1,514,069 
4. American Cyanamid Co. ........ 1,146,141 988,110 | 101 
ever (pee 971,772 976,974 | 102 
| 6. Ralston Purina Co. ...........000s.. 839,687 714,472 | 103 
fe “S See 806,672 616,972 | 104 
8. Massey-Ferguson Inc. oo... 768,801 868,205 | 105 
9. Chos. Pfizer & Co. ...cccscsscssse: 695,935 723,697 | 106 
10. Allis Chalmers Mfg. Co. ........ 617,623 442,285 | '07 
11. Goodyear Tire & Rubber Co. 571,355 549,883 | '08 
12. Firestone Tire & Rubber Co... —-553,374 425,313 | 109 
13. American Telephone & ve 
a ci 504,997 488,798 | '!! 
14. General Electric Co. ... 476,195 376,48) | '12 
15. R. J. Reynolds Co. ..ecccsccseesens 461,386 401,126 | 113 
16. New Holland Machine Co. .... 430,720 333,802 
OU I sacecssccncesosions 422,845 442,280 | ''4 
18. Dr. Hess & Clark oo... 416,915 293,833 | ''5 
V9. Chrysler Corp. .ocssssscccsssssssssee 388,383 444,463 | ''6 
20. DeKalb Agricultural Assn. ...... 388,368 351,916 we 
21. Minneapolis Moline Co. ......... 369,726 164,509 | 119 
22. Champion Spark Plug Co. ........ 368,229 352,410 | 120. 
23. Standard Brands .................... 362,984 327,016 
a ae 360,196 264,555 | |21- 
25. Standard Oil Co. (Indiana) .... 323,473 266,940 | '22 
ME He ceseseeesencsinssninstinernecies 307,300 304,355 | 123 
27. Olin Mathieson Chemical Corp. 300,605 333,014 | 124 
28. Phillips Petroleum Co. ............ 293,572 324,679 | 125 
29. E. |. Du Pont de Nemours ...... 289,793 222,701 126 
30. New York Life Insurance Co... 288,759 258,960 | '27 
ee ey aes 285,596 301,911 | 128 
32. B. F. Goodrich Co. ................-. 275,130 202,177 | '29 
33. Abbott Laboratories 271,108 222,973 | 130 
34. Kraft Foods Co. ..cccssssscsccsosssss. 268,239 156,561 | 13! 
35. Nutrena Mille ......cccccsscccccsssssss 268,213 124,786 | 132 
36. Western Auto Supply Co. ........ 257,385 233,070 | 133 
ST. Carnation Ce. sccessssvcssecscccsssoose 254,592 237,725 | 134 
38. American Home Products Corp. 246,946 230,312 | 135 
ee 238,033 233,038 | 136 
40. American Tobacco Co. ............ 219,428 225,288 8 
41. Moorman Mfg. Co. ........:0:000 217,443 183,651 | 139 
42. General Mills Inc. .................... 211,833 336,491 140. 
43. Allied Chemical & Dye Corp. 208,967 309,642 
44. General Foods Corp. .............. 204,011 156,989 | 141 
45. McCulloch Motors Corp. ......... 200,944 166,153 | 142 
46. Monsanto Chemical Co. .......... 200,752 198,303 143 
47. Westinghouse Electric Co. ...... 193,890 116,535 | 144 
AB. Gembble StOres ..cececcccccsssscossss: 191,684 250,416 | '45 
yy YY 191,108 118,488 | 146 
50. Gehl Bros. Mfg. Co. ..... a 187,732 140,674 | 147 
“See 177,364 269,262 | '48 
“RSE 175,032 158,534 | 149 
53. State Farm Insurance Co. ...... 173,676 206,200 150 
54. Funk Bros. Seed Co. ..........0... 171,348 136,911 | 15! 
55. Northrup, King & Co. ............ 170,060 149,538 | 152 
56. McMillen Feed Mills ................ 160,400 66,839 | 153 
57. Weyerhaeuser Sales Co. ........ 157,342 71,967 | 154 
58. Campbell Soup Co. oo... 154,749 163,347 | 155 
59. Food Machinery & Chemical 153,331 150,440 | 156 
ey ey a eee 152,510 121,450 = 
iii iene 152,209 40,192 | 159. 
62. Spencer Chemical Co. ............ 148,933 144,579 | 160 
63. Caterpillar Tractor Co. .......... 148,079 129,437 
64. Singer Mfg. Co. ..c.cccccssssseessseee 147,083 13,508 | 16! 
65. Continental Oil Co... 146,900 190,128 | 162 
66. Pioneer Hi Bred Corn Co. ...... 146,759 127,811 163 
67. Whitehall Pharmacal Co. ........ 144,343 38,779 | 164 
6B. Armour & Co. occcccccscssssessseeenee 141,994 247,553 | 165 
69. Dr. Salisbury’s Laboratories .... 141,485 150,083 | '66 
70. Colgate-Palmolive Co. oo... 141,371 141,556 | 167 
71. Butler Mfg. Co. occccsccseesceesnees 134,162 91,545 | 168 
72. Norwich Pharmacal Co. .......... 134,040 156,672 169 
73. Delaval Separator Co. ............ 131,877 116,164 | 170 
WN ooh ecschsscaidins 131,510 132,321 | 171 
ge ee eee 130,325 129,248 | 172 
76. Pfister Associated Growers ...... 129,829 78,869 | 173 
TF. Wellman Cres. CO. csiissssessscinss. 128,379 141,294 | 174 
78. Murphy Products Co... 128,138 114,265 | 175 
FO: WE ON GB aicssissesisscensse 127,605 204,913 | 176 
GD. A: ©. Gee Germs. c..cccsceccseesss... 127,433 83,596 ~— 
BF; BRINE TIE, CO. oeiiccsircscriiccsnrss 126,996 73,950 | 178 
82. Honeggers & Co. oo... 126,967 119,043 
83. Keystone Steel & Wire Co. .... 125,476 129,754 | 179 
84. Cities Service Co. oo... 125,302 156,302 | 180 
85. Ft. Dodge Laboratories .......... 125,268 103,855 
86. Socony Mobil Oil Co. ............ 122,972 260,346 | 18! 
87. American Agricultural Chemical 120,487 84,062 182 
88. Portland Cement Assn. ............ 119,410 107,464 | 183 
89. National Stee! Corp. ....... ——— 126,283 | '84. 
90. Vitasafe Corp. ....ccccccccccssssseeee 112,302 126,366 | '85 
91. Homelite Corp.  ......:........cs0000 112,279 77,310 | 186 
92. Phileo Corp. ...e.ccccsee... 112,178 , 187 
93. Sinclair Refining Co. ...............- 108,023 130,681 188. 
+ 94. Equitable Life Assurance ........ 106,050 139,469 189 
95. Union Carbide & Carbon Co. 105,554 61,931 | 190 
96. Armco Steel Corp. .........000000 103,980 104,574 | 191. 
97. American Electric Light & Power 102,780 117,657 | 192. 
98. Wirthmore Feed Co. ................ 101,950 86,288 | 193. 


. Amchem Products 


. Knights of Columbus 
. Wolverine Shoe & Tanning .... 
. Wright Power Saw & Tool 
. Esso Standard Oil 
. Fox River Tractor 
. Willys Motors 
© BRM BPUE. Ce. oniicccceccscsscsse 
. Stark Bros. Nurseries .... A 
SR ear 
. Perfect Circle Corp. ..........00.. 
bY SE avstncesinespnvenineis 
. Murine 


. Sterling Drug 
. W. F. Young 


. Federal Ch 
. Oyster Shell Products Corp. .... 
. Hesston Mfg. Co. ........ccccccceceeee 


Advertiser 


» Pillsbury Mills Ine. 0.0.0... cece 
. LP Gas Information Service .... 


. Illinois Farm Supply Co. ........ 
. Stauffer Home Planning Co. .. 
. Commercial Solvent Corp. .... 
. Virginia-Carolina Chemical .... 
p Ba Wie WHINE CO. ccsccccssescconicss 
. Behlen Mfg. Co. .............. 
¢ MINNIE DI. scalsoirsaaccisnctidiepkess 
. Sperry & Hutchinson Co. ........ 
. Western Condensing Co. ........ 
. Dairy Equipment Co. ............... 
» Chemagro Corp. ..........0.0s.cseses 
. Kelly-Springfield Tire Co. ........ 
- Kewanee Machinery & 


ge ee aan 


. International Milling Co. ........ 
- Cooperative Gulf Exchange .. 
. F. E. Myers & Bros. Co. .......... 
. Farm Bureau 


. Electric Auto-Lite Co. oo... 
. Stauffer Chemical Co. ..... 


Ambassador College 


NE IN cocccscnccscksessasesss 


. Hartford Fire Insurance Co. .... 
. Sherwin-Williams Co. .............. 
. Land O’Lakes Creameries 
- Cargill Inc. 


. Timkin Roller Bearing Co. ...... 
. Johnson & Johnson 


EMMI TI Scat da Sicsneuchasianiaininosanie 
. Container Corp. of America .. 
ee Mis NE MOIS sa ciwsecsnerescoeass 
. California Spray-Chemical 


. Wisconsin Motor Corp. ............ 
- Quaker Oats Co. ..........cc.cc0000 
. F. S. Royster Guano Co. ........ 
Co) See 
. Colorado Fuel & Iron Corp. .... 
. James Cunningham & Son Co. 
. Nichols Wire & Aluminum Co. 
. Badger Northland Inc. .......... 


Ry Te RI GS crsestssersenessiccsonse 
. Geigy Chemical Corp. ............ 
. Char-Lynn Co. 
. Masonite Corp. 
. Republic Steel Corp. .............. 


. California Packing Corp. ...... 
. Oelwein Ch 

. Gulf Oil Corp 
- Hills Bros. 
. Ball Brothers Co. ........ 
. Kimber 
- Carey Salt Co. ..... roe 
AIT, TMB sisicccssssvntensaccnis 
. Cockshutt Farm Equipment 
. Simplicity Pattern Co. ............ 
. Kaiser Aluminum & Chemical .. 
. Whirlpool Corp. ............ 


ical Co. 


Coffee 


PUIG. Sixshcnvanacnisncinnndons 


b UIE PO HOB. cncesccsicecasassnnn 


Co. 


. Pittsburgh Plate Glass Co. .... 
. Granite City Steel Co. ............ 
. U. S. Independent 


Telephone Assn. 


Se en 
. California Raisin 


Advisory Board 


. Hanson Chemical Equipment .. 
. Crows Hybrid Corn Co. ............ 
. Consumers Cooperative 


Western Land Roller Co. ........ 
| Co. 


Excelsior 


. Corn Products Refining Co. .... 
. Nationwide Insurance Co. ...... 


Speed Queen Corp. ................ 
Atlas Supply Co. «0.0... 
Aluminum Co. of America ..... 


1959 


Expenditures 
1959 1958 
101,919 90,206 
100,817 96,304 
99,814 108,037 
98,448 100,562 
96,631 61,842 
94,364 109,699 
91,658 88 561 
90,627 88,459 
90,000 89,250 
89,682 49,935 
89,658 73,834 
89,289 106,252 
87,961 75,499 
87,600 64,800 
85,294 69,494 
84,054 56,913 
82,684 50,464 
82,430 92 358 
81,905 69,402 
81,445 60,881 
80,867 31,658 
80,134 65,670 
78,962 114,072 
78,320 56,050 
77,690 72,967 
77,138 78,727 
77,116 53,994 
75,811 65,636 
75,660 53,895 
74,927 158,845 
74,700 
72,940 43,937 
72,791 45,271 
72,571 60,389 
71,141 72,019 
71,028 177,610 
69,728 42,587 
69,053 41,879 
68,669 45,868 
68,461 55,077 
68,455 1,850 
68,009 44,651 
67,494 58,337 
66,729 19,595 
65,944 63,090 
65,211 40,195 
64,638 31,995 
63,868 19,700 
63,101 69,692 
62,650 72,518 
62,496 
62,320 40,000 
61,772 46,844 
61,038 58,394 
60,421 122,774 
59,975 30,574 
59,800 41,287 
58,770 19,738 
58,024 10,125 
57,406 49,800 
56,650 95,373 
55,786 54,191 
55,616 52,232 
55,040 39,572 
55,008 50,255 
54,835 42,090 
53,921 50,611 
53,532 4,744 
53,423 26,344 
53,045 55,382 
52,743 48,445 
52,451 43,300 
52,206 13,036 
52,100 12,600 
51,330 43,874 
50,620 44,910 
50,220 41,465 
49,800 29,020 
49,052 25,280 
48,835 3,586 
48,779 44,220 
47,562 53,700 
47,400 39,930 
47,071 38,980 
46,918 41,744 
46,675 39,389 
46,626 25,324 
46,490 45,981 
46,345 35,868 
46,113 24,217 
46,000 29,465 
45,755 
45,652 38,605 
45,250 45,250 
45,083. 67,391 
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WHEN Vou'RE TALKING | RAVEL —rememaer 


s [he Chicagoans with more money 
to spend...spend more time with the 


CHICAGO DAILY NEWS 


The Chicago Daily News is read by families whose median in- there by air, by rail and by ship. What’s more, the Daily News 


come is $1070 a year higher than Metropolitan Chicago as a median adult reader spends at least 35% more time with his paper 
whole. These are the people who are going places—and they go than readers of the other Chicago dailies. 
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numbers and the names of the per- | agency. 


The 1ith annual edition of 
“Transportation Telephone Tickler 
for 1960,” containing more than 
25,000 listings of the names, titles, 


cluded in a booklet published by 
Byron Motion Pictures. Additional 
addresses and telephone numbers | information is available from By- 


| sons in charge of underwriting, will 


Rak 'b ; +h. . 
e Description of laboratory facili- e released by Finance in March. | Goldsmith to Asche-Bandor 
ties and studio 


Copies, priced at 75¢, are available 


ing manager, Finance, 20 N. Wack- 


|er Dr., Chicago. + | Geller, 


Advertising Age, February 22, 1960 


e A supplement on the “Top 400” | of intercom equipment, has named | Two Join ‘Good Housekeeping’ 
underwriters in the country, in-|G. M. Basford, New York, to 


4 ° ludi dat h, ad-| handle its advertising. J h Kat ; ; = “ya 
Information for Advertisers Soene GS 68 net Sart, 08 |hondls te advertaing, sosmeh Kel /waks Atoms & Maven, hes janet 


Hilary Seymour-Cole, formerly 
is the previous 'Good Housekeeping, New York, as 
a publicity and promotion writer. 
| Henry A. Browe, previously with 
Compton Advertising, has joined 


services are in-| ¢, ;._| Simon A. Goldsmith, formerly | the Chicago sales staff of Good 

om Robert F. Baltrano, advertis an account exec with Weiss &|Housekeeping. Thomas J. Heffer- 
New York, has joined|man, formerly with Harper’s Ba- 
|Asche-Bandor, New York, liquor |zaar, has been named production- 


of key traffic executives engaged|ron Motion Pictures, 1226 Wiscon-| Executone Appoints Basford ‘importer and distributor, as sales|traffic manager of Good House- 


in or associated with the freight|sin Ave., N.W., Washington, D. C.. 


transportation industry in major 
ports throughout the U.S., has been 
published by the Journal of Com- 
merce. Priced at $2.50 per copy, the 
tickler is available from the Jour- 
nal of Commerce, 80 Varick St.,| 
New York 13. 


e “Area Development Promotion 
for Progress & Prosperity,” a 64- 
page illustrated book which ex- 
plains how area development ad- 
vertising pays off in dividends to 
communities, has been published by 
the New York Times. The book 
shows how cities, states and re- 
gions can attract industry and the 
advantages new industry brings to 
an area. Copies may be obtained 
by writing, on business letterhead, 
to Area Development Advertising, | 
the New York Times, Times) 
Square. 


e Wallace Publishing Co. Ltd. has | 
published a market data folder on 
its Leather World for 1959-’60. Ad- 
ditional information is available | 
from George Keefe, promotion) 
manager, Wallace Publishing Co. | 
Ltd., 146 Bates Rd., Montreal 26. | 


e Latest research findings on hu-| 
man motivation and how it can ef-| 
fectively be applied in sales and) 
marketing management is con-| 
tained in “The Sales Managers’ | 
Motivation Guide,” published by 
National Sales Executives Interna- 
tional. The 48-page guide is avail- 
able for $4 ($3.25 to NSE mem- 
bers) from the National Sales Ex- 
ecutives International, 630 Third 
Ave., New York 17. 


e Copies of Finance’s semi-annual 
compilation of correspondent bank 
balances covering 60 cities, appear- 
ing in its February issue, are avail- 
able at 75¢ each from Robert F. 
Baltrano, Finance, 20 N. Wacker 
Dr., Chicago 6. 


e A booklet explaining long-range 
planning for small and medium 
size businesses, “How to Build a 
Bigger Business,” has been pub- 
lished by Cities Service Petroleum. 
Copies of the 34-page booklet may 
be obtained from the department 
of business research and education, 
Cities Service Petroleum, 60 Wall 
St., New York 5. 


| 


e A ten-year projection of factors | 
influencing growth and develop-| 
ment of the institutional market is) 
contained in “Institutions Ahead,” | 
published by Institutions Magazine. 
Included in the study are 1960 and) 
1970 figures for new institutional | 
construction, population trends, | 
consumer spendable income, eating | 
and drinking sales. Copies, at $3) 
each, are available from C. F. Ken-| 
ney, manager, marketing and re-| 
search bureau, Institutions Maga- 
zine, 1801 Prairie Ave., Chicago 16.| 


e A directory listing all American | 
importers of Japanese consumer 
goods, “1960 Guide to American 
Importers of Japanese Merchan- 
dise,” has been published by Kurt 
Barnard Associates. The 44-page 
guide contains more than 1,300 
listings; is divided into 52 product 
categories, naming under each the 
companies in all parts of the coun- 
try that import each product; and 
has a separate index which lists the 
companies’ names. Priced at $3 per 
copy, it is available from Kurt Bar- 
nard Associates, 507 Fifth Ave.,| 
New York 17. 


Executone, New York, producer | manager, a new position’ 


| keeping’s promotion department. 


There’s Waldo... 


The man on the derrick is Waldo G. Bowman. He’s 
taking a picture of the Tilaiya Dam in India’s Damo- 
dar Valley project. 

He can tell you everything worth knowing about 
that dam. For Waldo Bowman is editor-in-chief of 
ENGINEERING NEWS RECORD. If you’re after a civil 
engineering audience, here’s how he has helped build 
one for you... 

Waldo joined ENR in 1925, and for the next 15 
years covered all major types of construction in this 
country. He reported on everything from early civil 
engineering in the oil fields, the construction of the 
George Washington Bridge and skyscrapers to dams 
and flood control projects. In 1940, he became ENR’s 
war correspondent — and editor-in-chief. Through 
Waldo’s eyes, ENR covered wartime construction from 
Great Britain through North Africa and Iran to Ger- 
many. The Remagen Bridge collapsed just after he’d 
crossed it, giving ENR the only technical eye witness 
story of the disaster ever written. 


. McGraw-Hill 


After the war, again going abroad for ENR readers, 
Waldo Bowman also reported on Germany for the 
Secretary of War, reconstructionfor the Marshall Plan, 
dams in the Middle East. If you read ENR, you also 
traveled with Waldo in Sweden, and to construction 
jobs in Greenland, Mexico, Panama, Cuba, and Vene- 
zuela. 

During his editorial career, Waldo Bowman has 
written the 30-year story of construction around the 
world—a continuing and exclusive story for the sub- 
scribers to ENGINEERING NEWS RECORD. As with all 
McGraw-Hill editors, no story of his is finished until 
all the facts are in. For this, he directs 70 engineering 
news correspondents in key cities in the U. S. and 
abroad, plus 25 editors and an office staff of 50. 

No wonder, then, that over a million key men in 
business and industry pay to get the kind of coverage 
McGraw-Hill delivers. Such editorial reporting gets 
attention—the kind of attention that helps create a 
receptive audience for your advertising. 


~w PUBLICATIONS 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N. Y. 


In the last three years, Waldo has visited Greenland twice. 
On these trips, he covered construction on the DEW line, 
Thule Air Base, and Ballistic Missile Early Warning Sys- 
tem installations. 


et Pg ee greene Bret < 


When the American Society of Civil Engineers voted the 
Panama Canal one of the wonders of the modern world, 
Society Vice President Waldo Bowman was there to dedi- 
cate the commemorative plaque. 
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Advertising Age, February 22, 


Kraus Adds 7 Accounts 
Herbert M. Kraus & Co., Chicago, 
has been named to handle advertis- 
ing for seven accounts, including 
four trade shows. They are the 
slide and projector division of 
Sawyers Inc., Portland, Ore.; Tex- 
tile Mills, Chicago; Cyclone Filter 
Corp., Longmont, Colo.; Interna- 
tional Convention Planning Expo- 
sition, Las Vegas; Independent 
Housewares Exhibit, Atlantic City, 
and the National Toy Show and 


1960 


National Super Market Non- Food| 
Exhibit, both Chicago. 


Standard Oil Boosts Aldridge 


T. A. Aldrige, vp of marketing | 


for American Oil Co., New York, 
an affiliate of Standard Oil (Ind.), 
has been named director of mar- 
keting development for Societe 
Civile Amoco, Paris, France, effec- 
tive April 1. Societe Civile Amoco 
is Standard’s representative for 
foreign market planning. 


Coming 
Conventions 


*Indicates first listing in this column 

Feb. 22-23. Inland Daily Press Assn., 
75th anniversary meeting, Drake Hotel, 
Chicago. 

Feb. 22-24. International Advertising 
Assn., first Latin American convention, 
Caracas, Venezuela. 

March 6-10. National Business Publica- 


|of America, 
| husker, Lincoln, 


tions, annual spring meeting, Boca Raton 
Hotel and Club, Boca Raton, Fla 

March 14-15. New England Newspaper 
Advertising Executives Assn., winter 
meeting, Parker House, Boston 

March 17-19. Advertising Federation 
9th District, Hotel Corn- 
Neb 

April 1-3. Eastern Intercity Conference 
of Women’s Advertising Clubs, Sheraton- 
Biltmore Hotel, Providence. 

April 3-7. National Assn. of Broadcasters 
annual convention, Conrad Hilton Hotel, 
Chicago. 

April 5. Premium Advertising Assn. of 
America conference, in conjunction 
with the premium buyers exposition, 
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ae on the Derrick 


The Damodar Valley project took Waldo Bowman to 


India. To get the picture he wanted (inset) to illus- 
trate the Tilaiya Dam construction in his article, he 
finally ended up atop the derrick on the other side of 
the site, where an alert photographer snapped him. 
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Navy Pier, Chicago. 
April 20-21. Associated Business Publi- 


cations, fifth annual sales management 
seminar, Westchester Country Club, Rye, 
N 

April 21. Assn. of National Advertisers, 


fifth annual workshop on Advertising to 
Business and Industry, Hotel Plaza, New 
York. 

April 21-23. American Assn. of Adver- 
tising Agencies, annual meeting, Boca 
Raton Hotel and Club, Boca Raton, Fla 

April 22. Assn. of National Advertis- 
ers, workshop on Shows and Exhibits, 
Hotel Plaza, New York. 

April 24-27. Continental Advertising 
Agency Network, annual convention, 
Fontainebleau Hotel, Miami Beach. 

April 24-27. Annual sales promotion 
convention, National Retail Merchants 
Assn., Paradise Inn, Phoenix. 

April 25-27. Sales Promotion Execu- 
tives Assn., third annual national confer- 


| ence, Hotel Astor, New York. 


April 25-28. American Newspaper Pub- 
lishers Assn., annual meeting, Waldorf- 
Astoria, New York. 

April 28-30. Advertising Federation of 


| America, 5th District, Columbus, O. 


| tion Assn., 
| Ho Hotel, 


May 1-4. National Newspaper Promo- 
annual convention, Westward 
Phoenix, Ariz. 

May 2-4. Forty-fifth annual 
ence, Assn. of Canadian 
Royal York Hotel, Toronto. 

May 4-5. Direct Mail Advertising Assn., 
regional convention, Fairmont Hotel, San 
Francisco. 


May 8-10. Magazine Publishers Assn., 


confer- 
Advertisers, 


4lst annual spring conference, The 
Greenbrier, White Sulphur Springs, W. 
| Va 

May 8-11. Associated Business Publica- 


| America, 4th District, 


| 
| 


x 
| 


| conference, 


| 


exhibit, 
| 


| tions meeting, Hot Springs, Va 

May 12-15. Advertising Federation of 
Beach Club Hotel, 
Fort Lauderdale, Fla. 

May 13-14. Point-of-Purchase Adver- 
tising Institute, third annual meeting, 
Mayflower Hotel, Washington, D. C. 

May 14-16. Advertising Federation of 
America, 2nd District, Skyline Inn, Mt. 
Pocono, Pa. 

May 15-18. National Sales Executives, 
annual convention, Buffalo, N. Y. 

May 23-25. Assn. of Railroad Advertis- 


|ing Managers, Diplomat Hotel, Holly- 
wood, Fla. 
May 26-31. National Federation of Ad- 


| vertising Agencies, annual management 
Northernaire Hotel, Three 
Lakes, Wis. 

June 1-3. 
Assn., annual 
toria, New York. 

June 5-8. Advertising Federation of 
America, 56th annual convention, Hotel 
Astor, New York. 

June 5-9. Assn. of Industrial Advertis- 
ers, annual convention, Shoreham Hotel, 
Washington, D. C. 

*June 8-9. Fifth annual Circulation 
Seminar for Business Publications, Pick- 
Congress Hotel, Chicago. 

June 15-17. American Marketing Assn., 
annual meeting, Hotel Leamington, Min- 
neapolis. 

June 19-24. National Advertising Agen- 
cy Network, national conference, Oyster 
Harbors Club, Osterville, Mass. 

June 20-24. First Advertising Agency 
Group, 32nd annual conference, Holiday 
Hotel, Dallas. 

June 26-29. Advertising Assn. of the 
West, annual convention, Hotel Del Prado, 
Mexico City. 

July 10-13. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, St. 
Francis Hotel, San Francisco. 

July 10-16. Outdoor Advertising Assn. 
of America, annual meeting, to be held 
in conjunction with the International 
Congress of Outdoor Advertising, Royal 
York Hotel, Toronto. 

Aug. 2-5. Third annual Advertising Age 
Creative Workshop, Palmer House, Chi- 
cago. 

Sept. 21-23. Life Advertisers Assn., an- 
nual meeting, Essex House, New York. 

Oct. 2-4. Advertising Federation of 
America, 7th District, Chattanooga, Tenn. 

Oct. 9-13. Direct Mail Advertising 
Assn., 43rd annual convention, Americana 
Hotel, Bal Harbour, Fila. 

Oct. 12-15. Affiliated 
Agencies Network, annual 


International 
convention, 


Advertising 
Waldorf-As- 


Advertising 
meeting, 


| Mountain Shadows Resort, Phoenix. 


*Oct. 
ference on Distribution, 
Hilton, Boston. 

Oct. 17-18. Agricultural 
Assn., annual convention, 
Club of New York. 

Nov. 1-3. Point-of-Purchase Advertis- 
_ng Institute, 14th annuai symposium and 
New York Coliseum. 


17-18, 32nd annual Boston Con- 
Hotel Statler 


Publishers 
Advertising 


‘Hudson Joins Bond & Starr 
William E. Hudson, former co- 
owner of Scope Studios, Pitts- 


/burga, has been named senior art 
director of Bond & Starr, 


Pitts- 
burgh. The agency also has been 
‘named to handle advertising for 


| Western Pennsylvania National 


Bank, Pittsburgh. 


Orodenker Adds Two 


| Maurie H. Orodenker Advertis- 


|ing Agency, Philadelphia, has been 
/named to handle advertising and 
|public relations for Sun Clothes 
‘and Jay Co., both Philadelphia, 
manufacturers of sports and beach 
wear. 
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‘FM & Fine Arts Guide’ to Bow 

FM & Fine Arts Guide Inc., 355 
N. Beverly Dr., Beverly Hills, will 
introduce a new magazine, FM & 
Fine Arts Guide, to Southern Cal- 
ifornia residents, effective March 
1. Published monthly, the maga- 
zine will feature schedules of fm 
program listings, plus a complete 
calendar of entertainment, includ- 
ing music, 


Smith/Greenland Names Three 

Smith/Greenland Co., New 
York, has named Arthur Kugel- 
man, formerly an art director at 
Grey Advertising Agency, an art 
director. and Kenneth Bridges, 
formerly advertising director of 
Southland Foods, to the account| 
service department. The agency | 
also has elected Howard Rowland, 


theater and exhibits. | account supervisor, a vp. 


PACKAGED PROMOTIONS 


low cost 
proven  tornene: 


Servicing more 

than 1700 radio stations 
for national 

brands 


AL PETKER/GIFTS FOR LISTENERS 


Beverly Hills, California 


We’re the GROWINGEST! 


We're first in daily circulation in Detroit and 


Michigan. 


We're the fastest growing daily paper in the 


United States. 


We're the 10th largest daily in the country. 
We're the only morning paper in Michigan. 


Reason enough, we hope you'll agree, to give 
the friendly Free Press first consideration in the 


nation’s fifth market. 


National Representative: Story, Brooks & Finley © 


Retail Representative: George Molloy, New York 


Metroit Free Press 


- ++ /n Michigan you see the friendly FREE PRESS everywhere 


Foreign Marketing 
Offers Increased 


Profits, Nielsen Says 


Cuicaco, Feb. 16—Arthur C. 
Nielsen Jr. last week outlined the 
| benefits of foreign marketing while 
|advising against 15 of its costly 
pitfalls. 

The president of A. C. Nielsen Co. 
said that increased profits “are 
only one of several benefits” af- 
forded by foreign marketing. He 
| cited diversification of risk, devel- 
|}opment of management personnel 
|and development of better products 


/and methods as advantages. 


| refrigeration, impotent or inade- 


quate advertising media, and hos-| ; 


tile trade associations.” 


s The companies which seem to 
| prosper anywhere, he said, are 
those which take “the research ap- 
proach,” through which “many of 
the costly errors in foreign mar- 
keting can be avoided.” Some of the 
common errors to be sidestepped, 
|according to Mr. Nielsen, are as 
follows: 


|e Failure to adapt the product to 
the market. 


e Failure to gauge the underlying 
impact of custom, tradition and 
|racial and religious differences. 


|e Failure to exploit markets 


the proper sequence. 


in 


e Failure to enter potentially prof- 
itable markets due to a personal 
|repugnance toward political insti- 


tutions. 


e Failure to appreciate differences 


in the connotation of words, on 
| labels, in advertising copy or oth- 
erwise. 


e Failure to understand differ- 


|ences in advertising. 


|e Failure to achieve a domestic 


personality. 


|e Failure to understand and weigh 
ot the v the relative importance 


of the various types of retailers in 
the distribution of the product. 


e Failure to grasp the consumer’s 
|attitude on the relationship be- 
| tween price and quality. 

| 


|e Failure to appraise properly the 


|degree of acceptance of the com- 
| petitive-economy principle. 


e Failure to pay due attention to 
|the various government regula- 
| tions involved. 


The majority of Boy ing in | 


Advertising Age, February 22, 1960 


Earnings of Advertisers 
1959 Fiscal Year 


Earnings 
Sales Earnings per Share 
Company 1959 1958 9 1958 1959 1958 
Aluminum Co. 
of America ....... $ 858,460,213 $ 753,140,254 $ 55,570,854 $ 42,885,230 $ 2.52 $1.96 
American Motors Corp. 869,849,704 470,349,420 60,341,823 26,085,134 10.16 4.65 
Caterpillar Tractor Co. 742,336,608 585,163,522 46,517,987 32,239,831 1.68 1.16 
Container Corp. 
of America® ....... 322,286,816 289,600,173 19,638,780 15,080,494 183 1.41 
Hooker Chemical Corp. 149,817,496 125,545,515 13,401,636 10,639,438 180 i.3 
S. S. Kresge Co. ..... 401,675,805 381,346,747 > » _> — 
James Lees & Sons ... 83,800,000 68,121,951 » » 6.05 4.55 
Liggett & Myers 
Vebnces Co. ....... 554,936,026 556,045,710 30,038,689 31,223,008 7.28 7.60 
|. =e 123,070,470 105,763,763 12,873,754 9,895,202 3.92 2.91 
John Morrell & Co.°, ¢ 436,315,469 401,684,903 6,143,237 2,313,186 7.10 2.80 
ee 397,849,000 351,993,000 7,162,000 2,874,000 167 .61 
"ae 746,265,000 724,032,000 42,844,000 32,061,000 3.48 2.73 
Union Carbide Corp. .. 1,531,343,000 1,296,532,000 171,637,065 124,936.845 5.70 4.15 
— Electric 
ee ee gee 1,910,730,000 1,895,699,000 85,947,000 74,772,000 4.86 4.25 
& Paper Co? ...... 233,123,000 208,109,000 11.777,000 9,575,000 2.21 1.78 
Wilson & Co.4 ....... 655,516,105 683,671,204 9,565,396 7,760,991 3.88 3.10 


For the first time consolidated earnings included foreign operations. The company’s equity in for- 


eign earnings was $2,847,081 or 27¢ a share in 1959 and $568,411 or 6¢ a share in 1958. » Not re- 


ported. « 


Includes operation of English subsidiary. “ For year ended Oct. 31, 1959. 


“When the home market has 
been fully developed,” Mr. Nielsen 
said, “the company must either 
stagnate or seek further growth 
through entry into new fields. It is 
often more profitable—and less 
risky—to grow by marketing in 
foreign countries, the products for 


which a successful production and | 


marketing pattern has been estab- 
lished at home than to enter new 
fields in the home market.” 

He said that during a recent visit | 
to 14 countries he noticed some | 
“disturbing trends.” American- 
made goods and machines are be- 
ing replaced in foreign retail stores | 
and factories, he said, for three | 
major reasons: 


e Quality of the products made in 
other countries has improved. 


e Credit terms extended by oth- 
ers are increasingly favorable. 


e Our price advantage has nar-| 4 


rowed—or disappeared. 


a Mr. Nielsen noted that “the day | 


has regrettablyarrived when many 
familiar American products, brands 
which have been household names 
for years, are now manufactured 
abroad and imported for sale in 
the U.S.” 

He said “two things are neces- 
sary to keep American industry 
strong and competitive”: 


e “New labor legislation which 
will halt the senseless year-after- 


| year round of wage increases which 


has given us a 62¢ rubber dollar 
just since the end of World War II. 
e “Fiscal responsibility in govern- 
/ment which means, among other 


|e Failure to insulate the business | things, no tinkering with the mon- 


| from arbitrary acts of government. | 


ie Failure to invest for the long 
‘pull. 


ey supply, a gradual reduction of | 
|our national debt, incentives which 
will encourage the accumulation 


‘of capital so vital to economic | 
|e Failure to provide for an ade- | growth, and, finally, a hard- headed | 


quate flow of information both to| diplomatic service which will not) 


and from the parent company. 


sit idly by as U.S. foreign property | 


is confiscated and expropriated by 
governments which have been and 
still are the beneficiaries of the 
U.S. taxpayer’s aid.” + 


Durkee Famous Foods 
Boosts Frank Daniels 
Durkee Famous Foods division 
of Glidden Co., Cleveland, has 
named Frank J. Daniels marketing 
| director in a consolidation of all 
| marketing serv- 
ices. Mr. Dan- [0 
iels, formerly 
(a dvertis- 
|ing manager, 
| joined the com- 
ie in 1946. 
As marketing 
eer he will 
responsible 
| for developing 
marketing plans 
and directing 
all marketing 
| research, ad- 
| vertising, sales promotion, product 
| planning and other marketing ac- 
tivities. 


Frank J. Daniels 


Madden Named Partner 

Edward D. Madden Jr. has be- 
come a partner in Turner-Madden 
& Associates, Milwaukee. The agen- 
cy was formerly known as Turner- 
|Meyer & Associates. Mr. Madden, 
'formerly head of Menke-Madden, 
|advertising sales representative, 
will be in charge of the consumer 
products division. Albert J. Turner 
will continue to head the industrial 
products section. 


| 


BROCHURES © CATALOGS *© DIRECT MAIL 


ADVERTISING PRODUCTION 


Deal direct with one source — ot one location 

© Creative and finished ort work @ Photography 

©@ Complete litho camera and plote service 

@ Our supervision, coordination and facilities 
make better advertising easier 


9 E. Ohio St., Chgo 11 
Metachrome, Inc. })/ Wichan 2 e402 


For Mid-America Advertisers . . 


_ This 
~ Day 


The COLORful family magazine 
| of The Lutheran Church 
| 


-Missouri Synod. 


Teed ee 


lievability and 


E Total paid 


LOW COST 


monthly. 


This Day & 


GREATER ACCEPTANCE 


This Day is read thoroughly and with be- 


confidence. Surveys reveal that 


52.2% of the subscribers spend 2 to 3 hours 
reading This Day! 


CONCENTRATED MID-WEST MARKET 


circulation more than 105,000. 


More than 62.¢ 000 subscribers in these eight states: 


Illinois Minnesota 
Indiana Missouri 
Iowa Ohio 
Michigan Wisconsin 


Full page only $360 (12 ti. rate) 


COLOR IMPACT 


Print in four colors . 
Qih-asher heteated editesial content. Published 


. full range! Beautiful, 


Concordia Publishing House 
3558 S. Jefferson Avenue 
St. Louis 18, Missouri 
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Three out of four homes in this newspaper boy’s territory will be reading The Seattle Times tonight... and 
spending their share of nearly half of Washington’s buying income tomorrow. 


CONCENTRATION 


NLY The Seattle Times concentrates 
6 | 95.6% of its circulation within the busy, 
six-county Seattle Retail Trading Zone... 


where your prospects’ annual buying 
-income is over $2,340,000,000! 


—« Che Seattle Gimes 


Write for your copy of ‘‘Sales Eye View,’’ a new, detailed analysis to put you on target in the Seattle market. 
Or ask the O’ Mara & Ormsbee representative in New York, Detroit, Chicago, Los Angeles or San Francisco. 
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LOST OR MISSING: 


40% OF THE 
MEMPHIS MARKET! 


by 
Bert Ferguson 
Exec. Vice-President, 


WDIA 


Memphis is a big market! Yes, it’s 
America’s 10th largest wholesale 
market! And, it’s true: In the Mem- 
phis market you're actually missing 
40% of the people unless you use 
WDIA! And—this is a fact we can 
prove—only WDIA sells the Memphis 
Negro buyer! 


As America’s only 50,000 watt 
Negro radio station . . . only 50,000 
watt station in the Memphis area 
.. . WDIA has chalked up an out- 
standing success story. Through a 
unique combination of exclusive Ne- 
gro programming, powerful personal 
appeal and hard-hitting salesman- 
ship our all-Negro entertainment 
staff commands the Memphis Negro’s 
loyal listenership What’s more, by 
an active program of public service 
and civic leadership, WDIA has be- 
come an integral part of its listeners’ 
daily lives! 

RESULT: WDIA IS MORE THAN 
JUST A RADIO STATION—IT’S 
AN ADVERTISING FORCE IN THE 
MEMPHIS MARKET! 


IT’S A BIG MARKET 

Here’s why WDIA’s fabulous suc- 
cess means high volume sales and 
profits for you: Within WDIA’s lis- 
tening pattern are 1,528,364, Negroes! 
The biggest market of its kind in the 
entire country! They have totaled 
earnings of $1,018,000.00 per year. And 
they spend, on the average, 80% of 
this big income on consumer goods! 


Last year, for instance, Negroes 
bought 479% of the sugar sold in 
Memphis . . . 78.4% of the packaged 
rice . . . 43.2% of the face powder 
. . . 38.6% of the bread! 


SALES RESPONSIVE! 


And before the Memphis Negro 
buys, he listens—to WDIA! Negro 
magazine and newspaper readership 
is low. Television ownership is low, 
too! And, you cannot reach the 
Memphis Negro with any other radio 


_ station, because he listens first and 


foremost to WDIA! 


Further proof that the Negro lis- 
tens and buys: WDIA consistently 
carries more local and national ad- 
vertisers than any other station in 
Memphis. In the past 10 years, these 
advertisers have invested $4,396,854.81 
on WDIA. That’s a lot of money. 
That’s a lot of satisfied advertisers! 
This year-in, year-out list includes 
... B. C. HEADACHE REMEDY 
.. . WONDER BREAD .. . PROC- 
TER & GAMBLE .. . CARNATION 
MILK ... CAMEL CIGARETTES 
. . . BRER RABBIT SYRUP ... 
FOLGER’S COFFEE. 


It all adds up to this .. . in MEM- 
PHIS, IT TAKES WDIA TO SELL 
THE NEGRO MARKET! That’s why, 
no matter what your budget is for 
the Memphis Market . . . no matter 
what other media you're using ...a 
big part of every advertising dollar 
must go to WDIA! Otherwise, you're 
missing 40% of this big buying 
market! 

Why not write us today for facts 
and figures in your own field. We’d 
like to show you how WDIA can be 
a powerful advertising force for you! 


TOP RATED BY ALL AUDIENCE SURVEYS 
FOR TEN YEARS! 


WDIA IS REPRESENTED 
NATIONALLY BY THE 
BOLLING COMPANY 


EGMONT SONDERLING, President 
ARCHIE S. GRINALDS, JR., 
Sales Manager 


Western Tablet Sets 
First National Ad 
Drive via ABC-TV 


Dayton, O., Feb. 16—Western 
Tablet & Stationery Corp. will 
launch its first national advertising 
campaign next summer when it 
becomes a participating sponsor on 
Dick Clark’s “American Band- 
stand” on ABC-TV. The maker of 
paper school supplies and station- 
ery will back a quarter-hour of 
the dancing show each week, 
starting Aug. 15. 

The decision to move into the 
national advertising picture was 
made after almost two years of 
study of the company’s products, 
markets and distribution by its 
agency, Bozell & Jacobs of Kansas 
City. “American Bandstand” was 
selected because, as Paul V. Al- 
lemang, Western Tablet’s exec vp 
put it, “we were eager to reach the 
greatest possible number of cus- 
tomers for our school supplies, who 
of course are in the upper gram- 
mar school and high school brack- 
ets.” Television was selected, Mr. 
Allemang explained, because it 
was felt to be the medium “most 
likely to get attention and action 
from these youngsters who have 
grown up in the television era.” 


The tv effort will be backed by 
business paper advertising, direct 
mail, catalogs, and point of sale 
material. Western Tablet’s school 
line of writing paper, notebooks, 
and binders are manufactured at 
its six plants scattered throughout 
the country. 

The 1%-hour “Bandstand” is 
seen Monday through Friday at 
4 p.m., EST. Other new sponsors 
on ABC-TV’s daytime schedule are 
Beech-Nut Life Savers and Exec 
Mfg. Corp. (both through Charles 
W. Hoyt Co.); Best Foods division 
of Corn Products Co., Borden 
Foods Co. and General Mills (all 
through Dancer-Fitzgerald-Sam- 
ple); Dinner Ready Corp. (Foote, 
Cone & Belding), and Whitehall 
Labs. (Ted Bates & Co.). # 


Roche, Rickerd Names Cason 

Roche, Rickerd & Cleary, Chi- 
cago, has named A. J. (Bill) 
Cason a vp and account executive. 
Mr. Cason formerly was an ac- 
count executive with Stoetzel & 
Associates, Chicago. 


Gruneau Names Auclair 

Dr. Gilles A. Auclair, assistant 
professor of psychology at the Uni- 
versity of Montreal, has been 
named psychological consultant to 
Blankenship Gruneau Research 
Ltd., Toronto. 


Freshest Premium Item in many -a- year 


VAPO-COOL 


HEADWEAR 
WITH 
THE 
BUILT-IN 
COOLING UNIT 


turns 


90° Heat into a COOL 75° 


U. S. Patent Nos.: 
2544381 - 2875447 
other patents pending 


Cool! COMFORTABLE! WANTED! Their very freshness . . . their 
very novelty create interest and desire. Make your program a 


remembered and appreciated one. 


And they're tried and true . . . tested for two years in several 


department stores, golf pro shops, 


Cypress Gardens. Used by 


Cincinnati Reds and other baseball teams. 


People love ‘em, and why not? 


COOLING ACTION WHEN 
YOU WANT IT! 


Water poured on outside of cap 
around cellulose sweatband drops 
temperature 15% to 20% within two 
minutes by evaporative action. Soft 
aluminum band transfers coolness 

to head and keeps head dry. 
Delightful cool comfort from 

4 to 6 hours between applications. 
Made of handsome waterproof 
saran mesh and silicone fabrics. 


Fully Guaranteed. 


Your company emblem or brand 
can be attached. 


GOLF STYLE 
Retail Value 
$2.95 


LEGIONNAIRE 
STYLE 
Retail Value 
$2.95 


TROPICAL 
HELMET 
Retail Value 
$2.95 


CASUAL 
SPORT HAT 
Retail Value 

$3.95 


SPORTS VISOR 
Retail Value 
$1.95 


SEND TODAY FOR BROCHURE 

AND QUANTITY PRICES 

ON THESE UNIQUE ITEMS 
FOR GIFTS + PREMIUMS — 
STAMP-PLAN CATALOGS 


PRIZES + SALES INCENTIVES 


HENSCHEL 
MANUFACTURING CO. 
1602 Locust + St. Louis 3 


Company 
Address 


BREE Sa SSS a ene eee 


VAPO-COOL DIV., Premium Dept. 


Gentlemen: Please send full information on 
Vapo-Cool Headwear 


| 
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CHIANTI 


CAMPAIGN—Browne Vint- 
ers, New York, is using this four- 
color page in Gourmet and The 
New Yorker to promote its Brolio 
chianti, newly acquired Italian 
wine. Inspired by Italian contem- 
porary painter Giorgio di Chirico, 
the ad was placed by Lawrence C. 
Gumbinner Advertising, New York. 


No Programming 
Control, FCC Urged 
by Broadcast Group 


Cuicaco, Feb. 16—Calling for a 
“station’s rights” policy in the 
broadcasting industry, the Illinois 
Broadcasters Assn., in a letter to 
the Federal Communications Com- 
mission, has urged that broadcast 
programming be kept in the hands 
of the communities of America. 

In a unanimous decision, the 
IBA board of directors opposed any 
theory or practice which would 
install government controls of ra- 
dio or tv programming. 

The letter, sent by IBA presi- 
dent, Bruce W. Dennis, program 
manager of WGN Radio, said, “The 
broadcasting industry is a local, 
community industry. As to regula- 
tion, there is already in existence a 
regulatory factor more powerful 
than any which could be applied 
by a governmental agency—an eco- 
nomic factor which says that the 
radio or television station which 
serves its community shall succeed 
and the station which ignores this 
basic concept shall fail.” # 


E. B. Weiss Report Hails 
New Era of the Egghead 

“The egghead is assuming a new 
position in our society. His very 
numbers make this inevitable. 
Once he was a queer—because he 
was so unrepresentative. Today, 
the various degrees of eggheaded- 
ness are common enough in our 
total population to begin to assume 
somewhat the proportions of a 
norm.” 

E. B. Weiss, director of merchan- 
dising of Doyle Dane Bernbach Inc. 
and columnist for ADVERTISING AGE, 
makes this point in “The New Era 
of the Sophisticated Shopper,” the 
12th in his continuing series of re- 
ports on basic merchandising 
trends. Copies of the study are 
available from the agency on re- 
quest. 


Real-Kill Sets Daily Drive 

Cook Chemical Co., Kansas City, 
will use newspapers as the basic 
ad medium for Real-Kill insecti- 
cides in 1960. Supporting the Real- 
Kill newspaper efforts will be 
schedules in network and spot ra- 
dio and television. Allmayer, Fox 
& Reshkin, Kansas City, is the 
agency. 


Advertising Age, February 22, 1960 


‘Drug Ads Assure 
‘Public of High 
Quality: Smith 


Cuicaco, Feb. 16—The president 
of the Pharmaceutical Manufactur- 
ers Assn. declared here last week 
that attacks on his industry’s 
method of advertising and promot- 
ing its products are part of a broad- 
side attack on the entire system of 
medical care. 

In addresses before the Midwest 
Pharmaceutical Advertising Club 
and the central regional meeting 
of the Pharmaceutical Manufac- 
turers Assn., Dr. Austin Smith em- 
phasized that promotion of brand 
name drugs assures the public the 
highest quality products, and helps 
provide incentive for additional re- 
search and. development. 

Advertising provides a fast way 
of informing the health team of 
the development of new products, 
Dr. Smith pointed out. As a busi- 
ness builder, it encourages individ- 
ual companies to support research 
which means new products, and to 
maintain the network of distribu- 
tion which assures that drugs will 
be available where they are needed. 


s Fundamental to the system, he 
said, is the practice of promoting 
brand names rather than generic 
names. 

“Only a moment’s reflection is 
needed to show that the brand 
name prescription is too important 
a safety measure for the patient to 
be swept away by considerations 
that involve only a few pennies,” 
he declared. 

“Without advertising, detailing 
and direct mail, we would not en- 
courage full use of our products, 
making them known and under- 
stood by the physician,” he pointed 
out. “Without nationwide sales we 
would be unable to finance con- 
tinuous nationwide availability of 
products. Without competitive dis- 
tribution we would meet only the 
minimum government standards of 
quality. In the long run, prices 
would rise since volume would suf- 
fer.” 


= He complained some of the cur- 
rent criticism tries to give the im- 
pression that doctors are subject 
to “hard sell” advertising, and that 
detail men are hardly more than 
door to door salesmen. 

He commented that the drug in- 
dustry and the medical profession 
have one overriding objective in 
common: “Advertising, promotion 
and detailing are quite simply an 
economical and effective way of 
speeding that process.” # 


Two Goodyear Executives 
Will Get NBP Silver Scepter 


National Business Publications 
will award its first Silver Scepter 
award to E. J. Thomas, board 
chairman and chief executive of- 
ficer, and Russell DeYoung, presi- 
dent, of Goodyear Tire & Rubber 
Co., March 9 at NBP’s annual 
spring meeting in Boca Raton, Fla. 

The new award symbolizes the 
“strength and stature of authorita- 
tive marketing management.” 


Kellogg Corset to Mawhinney 

Kellogg Corset Co., Jackson, 
Mich., has appointed Duke Ma- 
whinney Advertising, Jackson, as 
its agency. Clark & Bobertz, De- 
troit, is the former agency. 


Invasion of his Pri 
of Copyright — 
Agency, Client or 


Somebody may allege that it’s 
Slander, Libel, Piracy of his stuff, 


— have our unique Excess INSUR- 
ANCE, to cushion the claim — 
effectively, inexpensively. 


EMPLOYERS 
REINSURANCE 
CORPORATION 


vacy, Violation 

accusing your 

personnel. SO FR Tenth, Kansas City, Mo 
New York. 107 William St 
Chicago. 175 W Jackson 


an Francisco. 100 Bush St 
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In selected residential suburbs where super- 
markets and other merchants depend on their 
regular advertising in the local community 
newspaper to build traffic and sales ... 


Suburbia Today 


The magazine of pleasant places 


7. R52. the colorgravure magazine of 
\ ll 1} se same influential newspaper 
\ Wi Til yout t@feilers use. 

NY ; TT TH +4 

+H ditt } | 

NI PU I 


Basic to the recognition of SUBURBIA TODAY as a national medium 
for food advertisers is the saturation local coverage of 190 care- 
fully selected newspapers that serve 471 residential suburbs. 


Now in its second successful year, suBurRBIA Topay extends 
your product promotion in 38 key inetropolitan areas to the 
finest high-income suburbs and an audience of 1,295,881 home- 
owning, multi-car families who shop in the suburbs. The 
growth of the suburbs (and their community newspapers) .. . 
the new suburban concentrations of successful executives and 
their large families . . . a social life based on gracious home 
entertaining ... the popularity of suburban shopping centers 
and modern branch stores... all suggest that susuRBIA TODAY 
deserves a key position on your media schedule. 


Local Impact...in Depth, in Color 


You’ll bring new and valuable forces into play when you 
announce your advertising in supuRBIA TopAy! Retailers, dis- 
tributors, chain headquarters and your own field sales organi- 
zation will offer merchandising cooperation with your specific, 
concentrated, local support in the suburbs where virtually 
everybody reads the community newspaper and suBuRBIA TODAY. 


~ Suburbia Today 


Bae ced of eT Pin swe : 


Here’s a uniquely effective MERCHANDISING OPPORTUNITY for 
SALES in America’s prosperous, fast-growing suburban market 


IN GLEN BURNIE, MD. and nearby 
suburban Pasadena, Linthicum, 
Arnold and Serverna Park, the 
February 4th issue of the Maryland 
Gazette News, with which the Feb- 
ruary issue of SUBURBIA TODAY 
was distributed, included the ads 
of these chain supermarkets: 


FOOD FAIR 
PENN FRUIT 
ACME FOOD STORES 


AP 


153 NORTH MICHIGAN AVENUE, 
CHICAGO 1, ILLINOIS 
Leonard S. Davidow, Publisher 


Patrick E. O'Rourke, Advertising Manager 
John M. Badger, Western Advertising Manager 


James L. Thompson, Advertising Manager 

NEW YORK 22: 405 Park Avenue, Plaza 5-7900 

DETROIT 2: 3-223 General Motors Building, TRinity 1-5262 

CLEVELAND 15: 604 Hanna Building, PRospect 1-4677 

ATLANTA 3: Cogill, Pirnie & Brown, 1722 Rhodes Haverty Bidg., 
JAckson 2-8113 

SAN FRANCISCO 4: 235 Montgomery St., YUkon 2-0924 

LOS ANGELES 5: 3670 Wilshire Bivd., DUnkirk 1-3821 
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Starring Charles Korvin 


Produced by 


THE RANK ORGANISATION, LTD. 
(of J. ARTHUR RANK fame) 


LIFE Magazine’s lead series 
of the 60’s... 

the fascinating story 

of INTERPOL and international crime 
that’s capturing headlines 

all over America... 

now available for your sponsorship! 


BUYING THE SHOW 


INDEPENDENT 
TELEVISION 
CORPORATION 


488 MADISON AVENUE + NEW YORK 22 «+ PLAZA 5-2100 


ITC OF CANADA, LTD. 
100 UNIVERSITY AVENUE * TORONTO 1, ONTARIO + EMPIRE 2-1166 
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BREWERY ADVERTISERS 


like Miller High Life, Blitz-Weinhard, Labatt’s Brewing 


AUTOMOTIVE ADVERTISERS 


like Renault Cars, Dodge Dealers, Volkswagen Dealers 


REGIONAL AND LOCAL ADVERTISERS 


like Santa Fe Wine, Restonic Mattress, Sealy Mattress 


LARGE MARKETS 


like Los Angeles, Pittsburgh, San Francisco 


MEDIUM-SIZED MARKETS 


like Buffalo, Portland, Ore., Miami, Denver 


SMALLER MARKETS 


like Odessa, Tex., Bellingham, Wash., Medford, Ore. 


ABC-TV STATIONS 


like WLW-D-TV (Dayton), WJAC-TV (Johnstown-Altoona) 


CBS-TV STATIONS 


like KFMB-TV (San Diego), KSL-TV (Salt Lake City) 


THAT EVERYBODY'S TALKING ABOUT 


NBC-TV STATIONS 


like KERO-TV (Bakersfield), WOSM-TV (Duluth) 


INDEPENDENTS tike KPHO-TV (Phoenix) 


NORTH like Carthage-Watertown SOUTH like New Orleans 
EASThike Wheeling-Steubenville WESTlike Honolulu 


AND ALL OVER THE WORLD 


Australia, Cyprus, Denmark, Eire, England, Japan, 
u a Lebanon, Mexico, Northern Ireland, Philippines, 
pa ‘ao Puerto Rico, and Venezuela 


In these, and many other markets everywhere, 
INTERPOL CALLING is the ideal answer to today’s 
television audience appeal needs. 
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‘59 Liquor Sales 
Near ‘46 Record: 


‘Business Week’ 


Agency Switching by 
Distillers Attributed to 
Diversification Problems 


New York, Feb. 16—The liquor 


industry had a reasonably good| 


year in 1959. What with consumers 
downing 227,000,000 gals., the in- 
dustry came its closest to equaling 
its 1946 record, when 231,000,000 
gals. went down the hatch. 

A Business Week survey also 
spotlighted some broad trends: 
Name brands withstood the chal- 
lenge of price cutting and private 
labels; domestic blends continued | 
to lose ground to domestic 
straights; and domestic whiskies as | 
a group dropped off in share-of- 
market as imports and vodka in- 
creased. 

Consensus of industry opinion on 
the “why” of these trends, reported 
by Business Week: In a period of 
high discretionary income and a re- 
sulting increased stress on prestige, 
diversification is resulting in in- 
creasing sales for more varieties of 
liquor. Snob appeal is a stimulus 
for increased sales of Canadian, 
Irish and scotch whiskies. 


= Many distillers, finding the 86 
proof outselling the 100 proof by a 
wide margin, conclude that today’s 
consumers want a lighter liquor. 
With lower proof meaning lower 
excise taxes, the distillers favor 
this trend, too. 

Seagram 7 Crown again led the 
whiskies, with 7,000,000 cases. 
Walker’s Imperial, also a blend, 
finished second, with 2,250,000 
cases. Nation’s Old Crow (bond 
and straight) registered 2,200,000; 
Seagram VO 2,200,000 and Walk- 
er’s Canadian Club 2,000,000. These 
five accounted for 15,650,000 of the 
36,930,000 cases consumed in 25 
brands. 

Calvert Reserve and Schenley 
Reserve, both blends, tied for sixth 
place, with 1,900,000 cases apiece. 

Among gins, National’s Gilbey’s 
and Renfield’s Gordon’s, each with 
1,600,000 cases, led the brand pa- 
rade. Fleischmann’s followed with 
1,000,000 and Seagram’s with 850,- 
000 cases, and Hiram Walker, with 
800,000, rounded out the top five. 

Heublein’s Smirnoff again stood 
tall in the vodka field, with 1,775,- 
000 cases. 


= Referring to an ADVERTISING AGE 
story (AA, Jan. 18) which showed 
that liquor accounts led the list of 
agency switches in 1959, Business 
Week quoted consultant Clark 
Gavin as reasoning that the 
switches were due to an uncertain- 
ty as to how to promote diversifi- 
cation. 

“Many of the agencies,” said Mr. 
Gavin, “assocated themselves so 
thoroughly with the older ‘bottle 
and price’ ad that the client has in- 
sisted on a new agency for the new 
approach. But the new agencies are 
having a tough time threading 
their way through the myriad ta- 
boos which still restrict liquor ad- 
vertising.” 

These trends, the survey indi- 
cated, would seem to point to large 
advertising expenditures to build 
strong consumer brand preferences. 
The fact that most liquors, exclud- 
ing cordials, have marginally dif- 
ferent taste characteristics, it add- 
ed, should encourage distillers to 
strengthen the brand image. 


| 
= The magazine stated that the 


top brand story probably belongs 
to Barton Distilling Co.’s Kentucky 
Gentleman, which joined the list 
for the first time, with 750,000 
cases, in 1959. “So far we’ve done 


|it mostly by push and mirrors, , |RO.P. Color i in 


Barton said, ‘“‘but we plan more ad- 
vertising this year to keep our| 
[oom "# 


‘De lehanty, Kurnit Names Two 

Delehanty, Kurnit & Geller, 
|New York, has named Bernard D. 
Gary, formerly an account exec- 
utive with J. Walter Thompson 
Co., a vp and account executive. 
Ilse L. Lebrecht, formerly ac- 
count executive and fashion co- 
ordinator at Ashe & Engelmore, 
has joined Delehanty, Kurnit as 
fashion director and account ex- 
ecutive. 


Adams Named Sales Manager 

John H. Adams, assistant to the 
|vp and general manager of the 
|Kleinschmidt division of Smith- 
Corona Marchant, Deerfield, Ill, 
has been named to the new posi- 
tion of sales manager of com- 
munications systems of the data 
|processing systems division of 
| Smith-Corona Marchant. 


Dailies Rose 25% | 
in 59, Hoe Says | 


New York, Feb. 16—Newspaper | 
r.o.p. color linage in 1959 totaled 
153,215,463 lines, a 25% gain over 
122,621,232 lines reported in 1958, 
according to a report issued by R. 
Hoe & Co. 

Newspaper color linage in De- 
cember totaled 14,758,834 lines, a 
33.4% gain over linage reported in 
December, 1958. 

Among national classifications, 
liquors accounted for the most 
newspaper color linage in Decem- 
ber, with 1,101,625 lines. Other top 
classifications were cigarets (770,- 
742 lines), sporting goods (482,- 
749), dairy products (402,689) and 
meats, fish and poultry (397,357). 

Top national advertisers in r.o.p. 
color during December were Salem 
cigarets (765,692 lines), Seagram’s 
7 Crown (593,895), Kodak Prod- 
ucts (480,929), Florida frozen or- 


jange juice (230,492) and Pepsi- 
'Cola (139,708). 


The Hoe report on newspaper | 
color is based on a monthly Media 
Records check of 400 newspapers 
in some 130 cities. + 


Maryland Ready to File 
for Federal Outdoor Bonus 
Maryland may become the first 
state to qualify for a bonus under 
the federal outdoor ad control law. 
The state reportedly is ready to 
file for the bonus, which would 
mean an extra $2,000,000 to $3,- 
000,000 in highway funds. The 
bonus of 0.5% of federal highway- 
building funds allocated to states 
is offered for states which pass 


'restrictive laws for outdoor signs 


which meet federal standards. 
Virginia is working on such a law 
and also expects to qualify for the 
bonus. 


F&S&R Appoints Two 
Van Cunningham, formerly a 
vp at Doyle, Kitchen & McCor- 


Advertising Age, February 22, 1960 


mick, New York, has joined Ful- 
ler & Smith & Ross, New York, as 
an account executive on Grum- 
|man Aircraft Engineering. He 
succeeds Bruno Skoggard, who 
| has resigned to operate Sock Boat, 
Cold Spring Harbor, N. Y., his 
own fiber glass boat company. 
F&S&R also has named Leonard 
Arnow, who formerly headed his 
own public relations operation, 
director of public relations in the 
New York office. 


Exposition to Miller 

Miller Advertising, New York, 
has been named to handle adver- 
tising for the 1960 National Out- 
door Exposition, to be held in 
New York from Feb. 20-28. Wes- 
ley Associates, New York, han- 
dled the 1959 exposition. The New 
York Mirror Welfare Fund, which 
is sponsoring the exposition, will 
spend $12,000 to $15,000 in about 
12 weekly and 60 daily newspa- 
pers from Waterbury, Conn., to 
Atlantic City, N. J. 


| 


uestion: 


What nature-made western market of over 
a MILLION people with over TWO BIL- 
LION dollars to spend is hidden in the 


metro data? 
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general advertising for Canadian 
Westinghouse, have been named to 
the executive committee of the 
ACA. Both are vps of the associa- 
tion. 


U.S. Home Builders Invest 
$200,000,000 in Advertising 


of $200 per house for local adver- 
tising, according to Practical Build- 
er. The trade publication estimated 
that the nation’s builders spend a 
total of $200,000,000 each year for 
advertising. a 


Advertising Age, February 22, 1960 


ACA Names Yeates 
to Exec VP Post 

Allan B. Yeates, director of pub- 
lic relations, sales promotion and 
advertising of Prudential Insur- 
ance Co., Toronto, has been named 
exec vp of the Assn. of Canadian 
Advertisers. He succeeds James C. 
Miller, director of advertising for 
Ford Motor Co. Mr. Yeates also 
continues as ACA treasurer. 

E. T. Gater, vp of Sterling Drug, 
and K. J. Farthing, manager of 


Home builders budget an average 


sR ee SS é. 


SALTY HUMOR—This is the first of a series of 30-sheet posters which 
International Salt, Clarks Summit, Pa., is using to promote Sterling 
salt with a little humor and a three-dimensional carton of salt. The 
outdoor drive will run through March. International will use radio 
to supplement the posters and over 175 newspapers will carry ads 
offering four silver “no-squirt” grapefruit spoons for $1 and two 
Sterling salt spout seals. The spoon offer is aimed at getting wives 
to double salt buys. BBDO, New York, is the agency. 


One Chicago builder—200 homes|home for advertising and public 
year—spends $400 to $500 per} relations, the magazine said. 
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‘Insulted’ Public Won't Let Ad Business Clean 


Cuicaco, Feb. 16—George H. 
Hartman, president of the agency 
bearing his name, last week ex- 
pressed great concern over the pro- 
posed “batch of [advertising] reg- 
ulations coming forth from the FTC 
and Congress” this year. 

Discrediting the entire advertis- 
ing industry, he said, is like “burn- 
ing down the house of the finest 
business I ever knew to get some 
rats; to lay down mandates and 
rules is to undermine the people’s 
belief in their own nation’s busi- 
ness.” 

The tv quiz show scandal was 
prompted by “some stinkers, a few 
rats,” he said, and America’s 
“160,000,000 advertising experts... 
were insulted. From that time 
forth everybody decided to clean 
house. They wouldn’t let us do it.” 

Mr. Hartman noted that now 
“Mr. [ Earl W.] Kintner [FTC 
chairman] is asking Congress for 


IN POPULATION 
In Consumer Spendable Income 
IN RETAIL SALES 


And only 1 


RETAIL TRADING 
ZONE * 


679,600 
$1,250,602,000 
$793,504,000 


286,100 
$541,034,000 
$342,344,000 


TOTAL SPOKANE 
MARKET 


1,150,500 
$2,009,334,000 
$1,348,779,000 


newspaper buy covers it all! 


Nature made the Spokane Market, putting a ring of mountains around an integrated, highly 
prosperous trade area of 36 counties in four big western states. Spokane is the only metropoli- 
tan center serving this unique and isolated market of more than a million people who spend 
more than a billion dollars annually for retail products. Spokane’s one-newspaper buy pro- 
vides the only metropolitan daily coverage of this entire market. The Spokesman-Review and 
Spokane Daily Chronicle are home-carrier delivered to 9 out of 10 families in metropolitan 
Spokane, to 7 out of 10 families in the Retail Trading Zone*, and to approximately 5 out 
of 10 families in the Million-Billion Total Spokane Market. 


*A.B.C. Retail Trading Zone emb 17 plet 
Data herein are totals for 24 complete counties. 


Spokane is a BURGOYNE Grocery and Drug Test City 


Advertising Representatives: Cresmer & Woodward, Inc. Sunday Spokesman-Review carries Metro Sunday comics and This Week magazine 


counties, parts of 7 others. 


1 out of every 
2 families 


Own House, Says Agency Head Hartman 


$760,000 to investigate the adver- 
tising industry—to snoop.” 


s He told the American Legion 
Post 170, whose membership is 
from the advertising industry, 
“Let’s not listen to all these people 
criticizing us. If Mr. Kintner does 
get $760,000 to ferret out the rats, 
then let’s look at it from the posi- 
tive side. Don’t fan it. Try to lick 
it.” 

Mr. Hartman reviewed the 
growth of advertising, saying he 
learned “never to call it a game. 
It’s a fine business; a great profes- 
sion.” He said the industry began 
growing after World War I, but 
was slowed at the break of World 
War II until the President asked - 
the industry to sell war bonds. In ~ 
this area, he said, advertising at 
home “‘played a major role in help- 
ing the war effort.” + 


Mastic Tile Sets 
Print-Broadcast Ads 


for Floor Coverings 


NEWBURGH, N. Y., Feb. 16—Mas- 
tic Tile Corp. of America, a divi- 
sion of Ruberoid Co., will run an 
extensive print and broadcast cam- 
paign in 1960 for its Matico floor 
covering. 

In late spring the advertiser will 
use nine participations on ABC- 
TV’s daytime shows. About the 
same time, Mastic plans to use spot 
radio, providing decorator hints for 
the Matico tiles. 

During 1960, one or more ads 
will be run in each of the follow- 
ing magazines: American Home, 
Better Homes & Gardens, Better 
Homes & Gardens Home Improve- 
ment Annual, House Beautiful, 
House Beautiful Building Manual, 
House & Garden, House & Garden 
Book of Decorating, Living for 
Young Homemakers and Sunset 
Magazine. 

Ads will also be used in Ameri- 
can Builder, Architectural Forum, 
Architectural Record, House & 
Home, Journal of the A.I.A., Jour- 
nal of Home Building and Pro- 
gressive Architecture. 


= Several dealer promotion items 
have been designed to tie in with 
the advertising program. They in- 
clude window and counter dis- 
plays, banners, streamers, ad blow- 
ups and others. 

Mastic’s agency is S. R. Leon Co., 
New York. # 


Dumore Promotes Wardrip 

Harry L. Wardrip has been pro- 
moted from sales manager to vp in 
charge of sales of Dumore Co., Ra- 
cine, Wis., maker of electrical tools 
and motors. He succeeds Tom Car- 
roll, who was named exec vp of 
Master Mfg. Co., Hutchinson, Kan., 
a Dumore subsidiary. 


Smith Moves from SAS to Volvo 

Gilbert L. Smith, formerly ad- 
vertising and publicity manager 
for the western region of Scandi- 
navian Airlines System, has joined 
Auto Imports Inc., Los Angeles, in 
a similar capacity. Auto Imports 
distributes the Swedish-built Volvo 
in the 13 western states. 


MINIATURE 
SCALE MODELS 


of office, factory aM 

and apartment 7) oa 

buildings, accurately aks em, 
detailed interior SSS |= 

and exteriors. 

Models for Interior Decorators 

and Museums. Diorama Displays 

for Advertising and Public 


Relations Promotions SS fA 


JOHN H. WELLS & ASSOCIATES 
75 East Wacker Drive - Chicago 1, Illinois ..DE 2-6033 
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‘Electronic Digests’ Seld 
to Sheffield Publishing 
Sheffield Publishing Co., Wash- 
ington, D.C., publisher of Ground 
Support Equipment, has purchased 
Electronic Digests, formerly Mil- 
itary Electronics, from Electronic 
Periodicals Inc., Cleveland. Shef- 
field said that Electronic Digests 
will not be published as a separate 


magazine but will be integrated) 


with Ground Support Equipment. 

Advertisers in Electronic Digests 
are being given a chance to fulfill 
existing contracts by using Ground 
Support Equipment or its new 
companion publication, Underwa- 
ter Engineering, which will make 
its debut this summer. 


Henri, Hurst Promotes Randon 

Lee Randon, manager of the ra- 
dio-television department of Henri, 
Hurst & McDonald, Chicago, has 
been named director of the audio- 
video department. He will continue 
to supervise radio and tv activities 
as well as motion pictures, slide 
films and sales meetings. 


CROWELL COLLIER 
BROADCAST 
DIVISION 


a 


tions 


1Ca 


Commun 


KFWB 
Channel 98 
Les Angeles 


KEWB 


Channel 91 
San Francisco 
Oakland 


Channel 63 
Minneapolis 
St. Paul 


First in Contemporary 


Vie” aka Soe, 


Biddle Sets Award | 
Program to Stimulate 
Creativity of Staffers 


| BLOOMINGTON, ILL., Feb. 16—An 

| intramural program to bestow re-| 
j}wards for artistic endeavor has| 
| been established by the Biddle Co. | 

Art, copy and production done | 
for clients will be the three areas | 
in which judging will take place. 
Entries will be judged monthly, | 
with finalists eligible for a quar- 
terly contest, which features a cash | 
award of $750 to the winner. Quar- | 
terly winners automatically qualify 
for an annual grand award of $1,- 
000. 

Agency executives I. W. Bach, 
J. J. Glass and Ed Russell will 
judge the monthly entries. Judges 
in the quarterly and annual con- 


advertising trade press and other 
media. 

Said the agency, in explaining its 
new program to its members: “We 
look upon 1960—‘the Creative Year’ 
—as a figurehead of the biggest 
challenge ever faced by this agen- 
cy—the ten years that lie ahead for 
each of us. 


s “For this reason it is our whole- 
hearted intent to put greater em- 
phasis than ever before in our his- 
tory on creativity. 

“We urgently look for a real re- 
surgence of our basic creative con- 
cept: The direct approach. It is 
our genuine desire and hope that 
we can bring this about through 
the establishment of special recog- 
nition and cash awards for the 
members of our creative staff.’ + 


Vertagreen Push Begins 

The largest advertising campaign 
in the history of Armour Agricul- 
tural Chemical Co. has begun to 
promote Armour plant food brands, 
including Vertagreen for home 
and garden use and Commercial 
Vertagreen and Big Crop for farm- 
ers. Liller, Neal, Battle & Lindsey, 
Atlanta, is the agency. The ads, be- 
ing run in such magazines as Look 
and The Saturday Evening Post, in 
addition to daily newspapers and 
leading farm publications, are pre- 
pared in editorial style around 
picture stories of Vertagreen users. 


Marketing Workshop Opens 

A 10-week “Workshop in Mar- 
keting Campaigns” began Feb. 
17, for junior marketing per- 
sonnel of metropolitan Hartford, 
Conn. To be held on Wednesday 
evenings in the Courant audito- 
rium, the workshop will be pre- 
sented by the school of business 
administration, University of Hart- 
ford. Sponsor is the Julian Gross 
Fellowship Fund. Mr. Gross _ is 
president of the Hartford agency 
bearing his name. 


Wade Names Three 

Mrs. Eve M. Kiely has been 
elected a vp of Wade Advertising, 
Chicago, where she is account ex- 
ecutive on the Alberto-Culver ac- 
count. Larry H. Bettis has been 
appointed to Wade’s tv department, 
Los Angeles, to succeed Royal G. 
Alcott, who has been transferred to 
Wade's Chicago office. Mrs. Kiely 
came to Wade in 1957; formerly 
she was with Earle Ludgin & Co. 
and General Beauty Products. 


Millco Agency Adds Three 
Lois M. Vaughan has joined Mill- 
co Inc., Miami Beach, as assistant 


formerly was an account executive 
with Stuart-Schwartz Inc., Miami. 
Other additions to the Millco staff 
include Roger Wayne Bruinekool, 
assistant art director, who previ- 
ously was associated with Burg 
Advertising, Miami, and Philomena 
Scott, artist, who formerly was a 
free lance artist. 


Advertising Age, February 22, 1960 


Britt 


Biesmeyer 


Donohue 


|Seces Names Two AEs 
| Sullivan, Stauffer, Colwell & 
|Bayles, New York has appointed 
|'Norman Vale an account execu- 
| tive on Carter Products and Wright 
Ferguson an account executive 
on the Noxzema group. Mr. Vale 
formerly was with Grey Adver- 
tising Agency; Mr. Ferguson was 
with Benton & Bowles. 


Media Director Appointed 
Marie-Anna Hofmann has been 
appointed director of media of 
Sander Allen Inc., Chicago. A na- 
tive of Frankfurt, Germany, Miss 
Hofmann since coming to the U. S. 
in 1950 has been with Salesman’s 
Opportunity and Aubrey, Finlay, 
Marley & Hodgson, Chicago. 


tests will include members of the | 


to Ezra Millstein, president. She| 


SCHOLARSHIP—-Steuart Britt, professor of marketing, school of busi- 

ness, Northwestern University, accepts check from Ray Biesmeyer 

of the Agate Club of Chicago scholarship committee, to be given to a 

deserving student at Northwestern who intends to make a career of 

advertising. Mike Donohue, Reader’s Digest, president of the club, 
looks on. 


Drycleaning Institute 
Plans National Drive 
Following ‘Post’ Test 


SILVER SPRING, Mp., Feb. 16—The 
National Institute of Drycleaning 
plans to embark on a national ad 
program with an ad in the July 16 
Saturday Evening Post following 
the first ad in its 53-year history, 
which ran in two regional editions 
of the Post Feb. 6. 

The July 16 ad will tackle wash- 
and-wear clothes, gently stressing 
that “the drycleaner can handle 
these, and handle them better than 
the housewife.” 

The Feb. 6 ad, a four-color 
spread, listed on one page the 
names of the 917 drycleaners from 
15 states and the District of Colum- 
bia who participated in that test 
phase of the drive. The names were 
split between the eastern and mid- 
western Post editions. The ad also 
stressed the drycleaners’ skills. 


s The institute’s need for adver- 
tising and the direction in which 
it was to go were outlined earlier 
in a survey conducted by the In- 
stitute of Motivational Research, 
which concluded that the consumer 
saw the drycleaner as an imper- 
sonal agent who cared little or 
nothing for the customer or for his 
clothes, William L. Browne, NID 
ad and pr director, said. 

For the institute’s agency, Erwin 
Wasey, Ruthrauff & Ryan, the ad 
involved more than its preparation 
and placement. The agency first 
had to interest and enlist the sup- 
port of individual institute mem- 
bers, who were asked to contribute 
towards the campaign. The agency 
did this by hiring a fund raiser. In 
addition, the institute’s staff con- 
ducted a three-month campaign 
through direct mail, phone calls 
and speaking engagements. 


a The third phase of the program 
will be to establish a regular 
schedule of institute advertising, 
Mr. Browne said. + 


Outdoor Billing Up 

While complete figures will not 
be available until sometime in 
April, national outdoor advertising 
billing for the first quarter in 1960 
as of Jan. 31, showed a 19% in- 
crease over 1959 first quarter 
figures as of the same date Out- 
door Advertising has reported. 
Biggest gains were reported in 
food, automotive, and petroleum 
fields, OAI indicated. 


New Quarters Planned 
Packaging Corp. of America 
plans to establish its corporate 
headquarters in Evanston, Ill. The 
company’s present administrative 
offices in Quincy, Ill.; Grand Rap- 
ids, Mich., and Rittman, O., will be 
consolidated in the new quarters. 


ABC Radio to Give 


for Running Shows 


Stations Time Range 


New York, Feb 16—ABC Ra- 
|dio has devised what the network 
{calls a fixed interval broadcast- 
ing plan in an effort to boost} 
clearances for five-a-week pro-| 
| grams. 

| Under this plan, affiliates will 
|be given a two to four-hour range | 
by which to carry a specific show. | 
For a morning program, the ad- 
|vertiser may, for example, be 
promised clearance somewhere be- 
tween 10 and 12 noon, local time. | 

Fixed-interval scheduling was | 
devised to beef up the station} 
lineup for the Eydie Gorme five-| 
minute song session, which has| 
been sponsored by Dr. Pepper and | 
General Motors’ Guardian Main- 
itenance Service in the past. Dr. 
Pepper will take over sponsorship 
of this series again soon. 

The new plan does not apply 
to the regularly scheduled news 
shows or to such programs as 
“Breakfast Club” and the paid 
religious broadcasts, all of which 
will continue to be aired in set 
time periods. About 25% of ABC 
Radio’s current sponsored time is 
sold to religious groups. + 


WBTW-TV Appoints Kaufman 

Henry J. Kaufman & Associates, 
Washington, D. C., has been ap- 
pointed to handle advertising and 
public relations for WBTW-TV, 
Florence, S. C. The station is a 
property of Jefferson Standard 
Broadcasting Co., which also owns 
broadcasting properties in North 
Carolina. 


Raytheon Names Two 

Van M. Stevens Jr. has been 
named assistant to the corporate 
director of commercial marketing 
services of Raytheon Co., Waltham, 
Mass., and Fred H. O’Kelley Jr. 
has been appointed marketing 
manager for the company’s com- 
mercial apparatus and systems di- 
vision. 


MGM Agency Adds Six Clients 

MGM Advertising Inc., Cleve- 
land, has acquired the following 
six new accounts: Bailey Co., Dy- 
Dee Wash Inc., Star Muffler, For- 
est Meadow Homes, G. J. Goudreau 
Co. and Qua Buick. 


Bulow to Nor Cal Agency 
Harry Bulow Jr. has joined Nor 
Cal Advertising as general manag- 
er of its Sacramento office. He was 
formerly an account executive with | 
KXTV, Sacramento. 


Jolly Rancher Names Agency 

Welch, McKenna, Denver, has 
been named advertising and public 
relations counsel by Jolly Rancher, 


Presto, Alco to Packard 


Presto Adhesive Paper Co., Glen- 


dale, Cal., and Alco Chemical Co., 
Artesia, Cal., 


have named Jack 


Packard Co., Glendale, to handle 
their advertising. 


| Wheatridge, Colo., candy maker- 
| distributor. 


YOU CAN'T IGNORE 


... or else you'll miss the many potential 
customers from the metropolitan area 
alone who read the Detroit Times, and your 
ads, exclusively (130,889 more than 
Detroit's morning paper). Another fact 
you can't ignore: 83% of Times metro- 
politan-area readers get home delivery. 
To talk to Detroit, pay heed to the Times. 


ie KEEP YOUR EYE ON THE TIMES 


DetroitTimes 


Represented nationally by 


| HEARST ADVERTISING SERVICE INC. 
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Outdoor sells cars hard 
when and where the selling 1s good 


Auto makers take a back seat to no one when it 
comes to moving products. That’s why Outdoor 
advertising shows up so big in their media mix. 


Auto makers know Outdoor delivers more prospects 
at a lower cost per exposure than any other medium, 
Outdoor hits prospects wherever they drive... when 
they’re most receptive...in big full color. 


There’s no more flexible medium. Outdoor blankets 
the nation at new car introduction time. Then settles 
down for the long hard pull of year-round selling. 
And it’s quick on its feet... quick to change with the 
market situation. 


OU TDOO 


Selective, hard-selling, big. These are the words for 
Outdoor. Ask anOAI man to show you how Outdoor 
posters, painted bulletins and spectaculars can sell 
hard for you...whether you sell cars, packaged 
products or soft goods. 


He'll put at your disposal all the research, planning, 
creative and merchandising services of Outdoor 
Advertising Incorporated —the national sales repre- 
sentative of the Outdoor advertising medium. 


Sales offices in: Atlanta, Chicago, Dallas, Detroit, Los Angeles, 
New York, Philadelphia, St. Louis, San Francisco, Seattle. 


ADVERTISING 
INCORPORATED 
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Merchandising Ideas 


co, during a 60-day promotion in 
11 West Coast states spurred by the 
| giveaway of a home decorator’s kit 
|for the ‘‘do-it-yourself-home 
owner,” the company reports. The 


e How to drama- 
tize “‘an excellent 
but staple prod- 
uct” was a recent 
problem of Universal-Rundle 
Corp., New Castle, Pa., maker of 
bathroom and kitchen fixtures, and 
its agency, Geyer, Morey, Madden 
& Ballard. The advertising problem 
was resolved in the lion’s den, with 
a photograph of King Solomon, 600 
lb. lion, dangling from a lavatory. 
Joseph R. Schmitt, Universal-Run- 
dle ad director, wanted to point up 
the strength of its patented hanger, 
the Uni-Lox, which holds the lava- 
tories to the wall. 

Working with E. G. Frost, Geyer 
vp in charge of the Dayton office, 
Mr. Schmitt came up with the idea 
of using a 600-lb. lion to illustrate 
the point. So, a safari moved off to 
the lion’s den at Chateau Theatrical 
Animals’ Fairlawn, N. J., farm, 
where King Solomon was encour- 
aged to pose. Mr. Frost says this is 
the first time he had to go into a 
lion’s den for a client, but feels the 
resulting advertisements were 
“well worth it.” 


Lion Shows 
‘How to’ 


e A new color se- 
‘LH]' Sends lector for retail- 
Color Selector ers is being 
mailed by the 
Ladies’ Home Journal to depart- 
ment stores and specialty shops 


300 W. WASHINGTON STREET - CHICAGO 6, ILL 
PHONE CENTRAL 6.9480 


@) CHICAGO FOOD BROKERS 


COMPLETE DEPENDABLE COVERAGE OF THE CHICAGO MARKET 


Sells Paint 


| decorator kit, valued at $3.50, was 
given free with the purchase of 
two gals. of Dutch Boy one-coat 
flat wall finish paint. A similar 
promotion by National Lead was 
held on the East Coast last spring. 

Heavy duty polyethylene bags, 
produced by Dobeckmun Co., 
Cleveland, a division of Dow 
Chemical Co., were used to pack- 
age the decorator kits which in- 
| cluded six items: a roll paint roll- 
er, a metal tray, a 1%” brush, a 
dropcloth, a supply of spackle com- 
pound and a “how to” holder of 
ideas and short cuts. 


e A portion of 
Space Map the citizenry is 
Promotion Pullsready to blast off 
if response to out- 
er space maps is any gage, Day- 
ton Industrial Products Co., Mel- 
|rose Park, IIl., has reported. In an 
; - unexpected response to a recent 
LION LOAD—This photograph will be |promotional program, Dayton In- 
used to dramatize plumbing fix-| dustrial has been bombarded with 
tures made by Universal-Rundle| requests for copies of a colorful 
Corp. in a spring ad campaign. map of outer space mailed to com- 
| pany customers in the industrial, 
across the country. The fashion |rajlroad-and agricultural fields. The 
service features swatches of mate-|company, a division of Dayton 
rial arranged on a large gate-fold| Rubber Co., makes V-belt drives 
display card to suggest appropriate | and related products. “We've filled 
color schemes to sales personnel in| ahout 1,500 requests in the first 
hosiery, leather, fabrics and foun-| week and are getting requests at 
dations-lingerie apparel categories. the rate of nearly 100 a day,” Jack 
A three-page history of color ac- young, advertising manager, said. 
companies the color selector, which | wore than 6,000 maps have been 
will be mailed twice a year, fall distributed. The map, prepared by 
and spring, and which can be used’ Rand McNally & Co., contains a 
at point of sale. display of the planets, their moons 
and orbits and data on size, topo- 
graphical makeup and rotational 
speed. 
Dayton originally mailed the 
map to industrial personnel, but is 


e More than 20,- 
000 gals. of Dutch 
Boy Nalplex 
paint were sold 
by National Lead Co., San Francis- 


Decorator Kit 


Boost Your Sales Throughout All Kansas 
GET YOUR POINT ACROSS VIA 


\S/U LS 3\Y2/ 


e In Kitchens 


e In Living Rooms ~~ e In Barns e In Cars and Tractors 


All Kansas every day, all day—listens to, 


WIBW-The Voice of Kansas 


Number One, 27 County—Pulse. Number One in Kansas—Nielsen. 


relies on and trusts 


AT) 
(nr A 


Topeka, Kansas 
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DECORATOR KiT—-These home decora- 
tor kits, offered free with purchase 
of Dutch Boy paint, helped sell 
thousands of gallons of paint for 
National Lead Co. 


getting requests from school boards, 
teachers, boys’ clubs, scouting or- 
ganizations, churches and a request 
for five maps for the City Planning 
Commission of Topeka, Kan. 


e Edlen Herman 
Herman Gives Products, Phila- 
Free Cookbook delphia, in a spe- 

cial promotion is 
giving a free cookbook with each 
packaged set of Campbell Kids 
magnetic pot holders and Camp- 
bell Kids household helper sets. 
The cookbook, by Campbell Soup 
Co., contains recipes for using soups 
in many ways. The potholder sets 
retail for 49¢; the household helper 
sets for 69¢. 


—_— 
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FREE OFFER—Edlen Herman Products 
jis enclosing a free cookbook with 
|its Campbell Kids kitchen helpers. 


e Mercury Serv- 
Mercury Dial ice Systems, New 
Aids Decisions York, has come 
up with a novel 


cider is a dial which can be spun 
to any one of 32 numbers. When the 
dial stops, the number indicated is 
checked against a master list which 
automatically indicates the deci- 
sion. The 32 decisions include “put 


it on expense account,” “brain- 
storm it,” “see my psychiatrist,” 
“blame the ad agency,” “refer it 


to assistant.” Copies may be ob- 
tained from Mercury Service Sys- 
tems, 461 Fourth Ave., New York. 


e Men living in 
Store Opens Lisbon, no longer 
Husbands’ Bar will treat as a 

duty the time 
spent shopping with their wives at 
the Grandella, Lisbon department 
store, with the opening of a “hus- 
|bands’ bar” at the store. The bar 
is furnished with lounge chairs and 
tables, so the husbands may sit 
down, order a drink, light a cigaret 
and relax. Grandella also has in- 
stalled 93 new Regna cash regis- 
ters, made by Jorgen S. Lien In- 
dustries, Bergen, Norway, in its 
modernization program. 


e An advertising 
agency is not of- 
ten called on to 
help market a 
single item—particularly a lush 
ranch-type residence on 41 acres 
selling for $250,000. That, however, 
is the specific assignment recently 
handed Kennedy-Hannaford, Oak- 
land, Cal., by its client, Mar Monte 
Corp., and Mar Monte’s sales agent, 
Coldwell, Banker & Co. The ranch, 
in suburban Contra Costa County 
across the Bay from San Francisco, 
was well suited for the care of fine 
horses, according to Pete Hanna- 
| ford, agency vp. So wealthy horse 
owners became the key prospect 
list. 

The agency first developed a 
mailing list of top prospects, then 
produced an unusual editorial pho- 
to-essay booklet instead of the tra- 
ditional real estate prospectus. 
Soon after the initial mailing, Mr. 
Hannaford told ADVERTISING AGE, 
“telephone inquiries came from as 
| far away as New York and as near 
|as down the road from the ranch.” 
| Within 90 days the property was 
|sold—to wealthy horse owners from 
the Midwest. 


Agency Sells 
Costly Ranch 


e A robust sailor 
Troy Promotes dubbed “Big Boy 
With Kit Laundrite” is the 

central figure in 
a merchandising kit designed to at- 
tract housewives with laundry 
problems to self-service, coin-op- 
erated laundries. Created by Troy 
laundry division, American Ma- 


tool called the “Executive Decision chine & Metals, East Moline, IIl., 
Decider” to give its messenger Big Boy Laundrite in addition to 
service, air freight and rush truck-| merchandising the services of the 
ing customers “an efficient and ef-| WX 25 Troy machine aims to pro- 
fective means of solving their ma-/| vide coin-operated laundry owners 
jor problems, giving them more}with a packaged promotion pro- 
time to devote to insignificant de- gram. The kit contains ad mats 
tail.” The Executive Decision De-| and radio commercials in which 


580 Ke CBS 5,000 Watts 
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(Division, Stauffer-Capper Publications) 
REPRESENTED BY AVERY-KNODEL, INC. 
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IN CANADA... who buys? 


No one level of management does all the corporate buying—manage- 
ment buying teams consider, decide on and authorize major purchases. 
When you advertise in The Financial Post you reach, influence and 
sell the multiple buying influences—the really important buying teams. 
The Financial Post is Canada’s foremost publication for management. 
Write for validated facts. 


The Financial Post 


A MACLEAN-HUNTER PUBLICATION 


481 University Avenue, Toronto 2 
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West Coast representatives in the United States: 
Duncan A. Scott & Co., San Francisco and Los Angeles. 


BIG BOY LAUNDRITE KIT—These merchandising aids are part of a kit 
offered by Troy laundry division, American Machine & Metals, to 
coin laundry owners who install WX 25 washer combinations. 
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how can a magazine 
change a market? 


How can a magazine create a program that changes the 
building industry? Build 760,000 homes a year? Put cus- 
tom remodeling on a mass production basis? Create a new 
retail industry? American Lumberman and Building Prod- 
ucts Merchandiser did manage these formidable accom- 
plishments with a program, DSC—Dealers Sales Control. 
How? 26 issues a year for 14 years by an award-winning 
editorial staff with a single purpose, dealer workshop 
Sees clinics to sharpen management skills, store design and 

Sets Contre layout service to design new retail stores, a consumer 
rte ny magazine for dealers to use in selling new homes, home 
HUSBANDS BAR—Grandella, department store in Lisbon has opened | Improvements. Details on DSC and the new market it has 

this “husbands’ bar” to keep husbands happy while wives shop. — created are available. 


tte, 


the laundry’s name and address can Bradl Vv ing Adds O e q ; 
be inserted, banners, posters and Sradiey, Venning s One r re irr 
other aids. The kit is available to. O’Cedar of Canada Ltd. has ap-. ri ca om 
all owners of laundries who install pointed Bradley, Venning, Hilton & | ( Dy 
the WX 25 washer combinations Atherton Ltd., Toronto, as its ad- i b r $ 4 
in their coin operated self-service vertising and pr agency. oo rm ©e — 


Setendvine. 59 E. MONROE ST., CHICAGO 3, ILL. 


e Montgom- 
Ward Offers ery Ward & Co., 
Trial Camera Chicago, is send- 

ing its mail order 
customers a special mailing which 
offers a Bell & Howell matched 
home movie outfit, retailing at) 
$149.95, for a 30-day home trial. 
The offer includes a movie cam- 
era, camera case, bar light, projec- | 
tor, screen, plus two films to show. | 
If the customer keeps the outfit, | 
he is entitled to free b&w film for 
the next two years. To get the mov- | 
ie outfit the customer is invited to | 
return an enclosed card after) 
checking several options: charge it 
to revolving charge account, add | 
on to monthly payment account, 
pay in full, or open a Ward ac- 
count. If the customer returns the 
movie equipment, he is entitled to 
keep the two films as a gift. 


CALENDAR OF MONTH—The Saran) 
Wrap division of Dow Chemical Co. | 
is sending this monthly calendar, 
each with special food promotion | 

theme, to food editors. 


e The Saran 
Saran Wrap’ Wrap division of | 
Mails CalendarDow Chemical 

Co., Midland,| 
Mich., is mailing a 12-edition cal-| 
endar, month by month, to food | 
editors of newspapers, magazines | 
and farm publications, food pub-| 
licists and home economists in the | 
food, appliance and utility indus- | 
tries. The first edition, January, | 
contained a clipboard to hold each | 
of the 12 monthly editions. The top 
half of the two-section calendar 
shows the month, with space for) 
daily notations; the bottom section 
carries illustrated seasonal menus, 
shorts and fillers tied in with dif- 
ferent food association promotions 
featured each month. The Poultry 


and nothing builds AWHERENESS like the Yellow Pages 


& Egg National Board will be fea- 
tured in March. January promoted 
the National Live Stock & Meat 
Board and February, the National 
Confectioners Assn. # 


Campbell-Ewald Promotes 3 

Three account supervisors have. 
been elected vps of Campbell-| 
Ewald, Detroit: John V. Doyle, | 
Harold J. Hubert and John W. Cla- | 
son. 


| 
| 


From Hardware to Lumber, whatever you sell, 
you'll sell more when AWHERENESS of your 
product or service directs prospects to your 
local outlets—through the Yellow Pages. 

For the manufacturer of national brand-name 
products, Trade-Mark Service in the Yellow 
Pages tells prospects where they can find his 
local outlets. For the local businessman, Yellow 


Pages advertising makes the community aware 
of the products and services he offers. 
Remember, nothing builds AWHERENESS 
for your business like the Yellow Pages—the 
shopping guide used by 9 out of 10 shoppers. 
Let the Yellow Pages man help you plan an 
AWHERENESS program for your business. Call 
your local Bell telephone business office today. 


The advertising medium that tells people where to find your local outlets! 
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BIGNESS—Dealers will receive this 
point of sale display kit as part of 
Anheuser-Busch’s “Big Size” pro- 
motion starting in March to sell 
large-size packages of all items. 
Ads will run in magazines, Sunday 
supplements and outdoor posters, 
plus special commercials on radio | 

and tv. | 


Court Decides 
Canada Brewer 
Isn't Monopoly 


Canadian Breweries Cut 
Ads $1,000,000, Lost 3% 
of Ontario Market: Dowie 


Toronto, Feb. 16—Canadian 
Breweries Ltd., the company that 
was created out of 37 breweries 
and is the biggest beer producer 
in the country, has been acquit- 
ted on a Combines Investigation 
Act charge of operating a combine. 
The celebrated case, which began 
Oct. 13 and lasted 38 days, was the 
first in history to test federal leg- 
islation covering the formation 
and operation of a merger, and the 
first to test the premise that the 
company’s growth would lessen 
competition in the industry. 

In a two-hour oral judgment | 
handed down in Ontario supreme 
court, Chief Justice J. C. McRuer 
said: 

“Has it been proved beyond a 
reasonable doubt that a merger has 
conferred on the accused the pow- 
er to carry on its activities without 
competition or substantially with- 
out competition? I think the irre- 
sistible answer is no.” 

Associate Crown Prosecutor R. B. 
Robinson said it would be up to 
the Department of Justice to de- 
cide whether or not the judgment 
of Chief Justice McRuer would 
be appealed. 

The trial was one of the costli- 
est in Canadian legal history, with 
lawyers’ fees alone estimated to 
run to more than $150,000. The)! 
Crown called scores of witnesses 


and introduced 960 exhibits during 
the first stage of the hearings. 


= The trial was resumed after 
Christmas, and the defense sur- 
prised the Crown by closing its | 
ease after calling only four wit- 
nesses. 

Canadian Breweries Ltd. plead-| 
ed not guilty to operating a com-| 
bine consisting of a merger, trust 
or monopoly under the Combines 

- Investigation Act. 

Trial evidence showed that Ca- 
nadian Breweries was not in a 
position to control the beer market 
because it has stiff competition 
from Molson’s Brewery Ltd. and 
John Labatt Ltd., the two other 
giants in the industry. 

And Chief Justice McRuer said 
the evidence was quite clear that 


the question of price was in the’! 


hands of each province. He said 
the Liquor Control Board of On- 
tario had fixed prices for beer sold 
between 1930 and 1958. 


® Said Justice McRuer: “It is ob- 
vious there was nobody other than 
the Liquor Control Board to es- 
tablish a beer price in Ontario. 

“It cannot be questioned that 
the merger has brought about a 
reduction in the number of brands 
of beer on the market, but there 
is no evidence to show that the 
public interest has been detri- 
mentally affected.” 


Canadian Breweries’ share of the | 


market jumped from 11.2% in 
1931 to 60.9% in 1958. Labatt and 
Molson now have 34% of the On- 
tario market. 

Carling Brewing Co., Cleveland, 
is a subsidiary of Canadian Brew- 
eries. The U.S. company has en- 
joyed a big increase in its share 
of the market during the past 10 
years, having become the fourth 
largest U.S. brewer in 1959 with 
sales of 4,307,000 bbls. Canadian 


| subsidiaries include Carling Brew- 
eries Ltd., Dow Brewery Ltd. and 
O’Keefe Brewing Co. 


s Ian R. Dowie, president of Ca- 
nadian Breweries, told the court 
that beer sales would decline if 
beer ads were cut. Canadian Brew- 
eries reduced its total marketing 
budget in Ontario by $1,000,000 


business. 

It was reported at the trial that 
Carling Breweries Ltd. spent $4,- 
500,000 on sales and advertising in 
1959. O’Keefe, it was said, spent 
$4,350,000 (Ontario and Quebec), 
and Dow $5,000,000. + 


Magazines Help Library Week 

Thirty-three magazines and 
|\Sunday supplements, including 
Life, Look, Reader’s Digest, This 
Week, and The Saturday Evening 
Post, have donated space through 
April to help promote National 


|Library Week, which will be held 


from April 3 to 9. 


in the past year, he said, and as a) 
result lost 3% of the total industry | 


Helene Curtis Calls 
es, f 7 ’ 

Summit ‘Infringement 
Lawsuit ‘Ridiculous’ 

Cuicaco, Feb. 16—Summit Labo- 
ratories, Indianapolis, has filed suit 
for $4,218,000 against Helene Cur- 
tis Industries, Chicago, charging 
unfair trade practices, copyright 
infringements and unfair competi- 
| tion. 
| The suit was filed in U:S. district 
court in Chicago and assigned to 
Judge Walter LaBuy. 


Summit markets HairStrate, a 
| preparation designed to reduce ex- 


joer curliness in hair. It is sold! 


to beauticians and designed pri- 


| marily for the Negro market. Sum- | 


mit charges that Curtis’ new prod- 
uct, 
been introduced, is a 
HairStrate. 


Summit also claims that Curtis) 


“plagiarized” the packaging, sales 
promotion techniques and technical 
instructions of HairStrate. 


Ever-perm, which has just) 
“copy” of | 
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Leon C. Baker, attorney for He- 
lene Curtis, said the suit is “ridic- 
ulous.” He said his company has 
“not infringed on any copyright,” 
and added that instructions for 
similar products are necessarily 
similar. # 


Gregg Heads Delicate Corp. 

William G. Gregg, formerly ad- 
vertising and sales promotion man- 
ager of Delicate Corp. of America, 
Chicago, has been named president 
of the company, which makes san- 
itary napkins and dispensers. He 
formerly was with Gordon Best 
Co., Grant Advertising and Buchen 
Co. 


Elbert Agency Opens 

Elbert Advertising Agency has 
opened at 201 Bear Hill Rd., Wal- 
tham, Mass. It is headed by Elbert 
A. Taitz, formerly a vp of Arnold & 
|Co., Boston. He has also been ad- 
vertising manager of Jet Spray 
Corp. and product ad manager of 
the Bolta products division of Gen- 
| eral Tire & Rubber Co. 


1st in TRENDEX 


(take your 


average audience 


ratings* 


ABC 


19.9 


ET Y 


19.7 


ET Z 


14.4 


“Source: Trendex Report (including first West Coast measurement) 7 days ending Feb. 7, 8-10:30 PM 
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Crossett Lumber 
Broadens Its Print 
Lineup, Adds ‘Post’ 


CROSSETT, ARK., Feb. 
largest advertising campaign in 
the history of Crossett Lumber 
Co., a division of Crossett Co., has 
begun to appear in building an- 
nuals and The Saturday Evening 
Post. 

C. Raymon Greenwood, director 
of public relations, would not dis- 
close the advertising budget. He 
said that last year Crossett in- 
serted ads in some of the building 
annuals, but this is the first ap- 
pearance in the Post. 

The ad is a color spread featur- 


ing interior lumber—siding, floor- | 


ing, trim, paneling and ceiling. The 
agency is Fitzgerald Advertising, 
New Orleans. 

The same ad is appearing in 
Better Homes & Gardens Home 


17—The | 


Manual, House & Gardens Book 
of Buildings, and Living’s New 
Guide to Home Planning & Remod- 
eling. # 


| 
John Donnelly Names Three 
John Donnelly & Sons, Boston, 
outdoor advertising company, has 
| promoted James M. Connolly, New 
England regional manager, to vp. 
|/Donnelly also has named Howard 
|P. Grinager, formerly New Eng- 
j\land regional sales manager of 
Coca-Cola, assistant chief of op- 
erations and E. N. (Bud) Hyde, 
\formerly outdoor media buyer of 
|Doyle Dane Bernbach Inc., na- 
tional sales representative in New 
York. 


‘Scam to Kreicker & Meloan 

| Scam Instrument Corp., Chica- 
go manufacturer of annunciators, 
alarms and monitoring systems; 
has appointed Kreicker & Meloan, 
Chicago, to handle its advertising 
and sales promotion. Paul J. Stef- 


New York, Feb. 16—American| 
Machinist, one of the oldest busi-| 
ness publications in the U.S., which 
with its Feb. 18 issue will change) 
its name to American Machinist | 
Metalworking Manufacturing (AA, | 
Feb. 15), accounts for the switch | 
as a measure aimed at making the! 
logotype represent more accurately 
the nature of the publication. 

The name change of the Mc- 
Graw-Hill publication, first pub- 
lished in November, 1877, by Miller 
& Bailey, will involve no changes 
in editorial content, format or per- 
sonnel. 

The publication, explained 
George Reppert, publisher, is “a 


magazine covering all the manu- 
facturing processes and techniques | 
in metalworking; the manufactur- | 
ing planning and engineering in-| 
volved therein and the manufac- 


‘American Machinist's’ New Name Aims to 
‘Reflect Readership by Execs, Not Machinists 


“The change simply incorporates 
the present sub-title, ‘The Maga- 
zine of Metalworking Manufactur- 
ing,’ into the main title.” 


® When American Machinist was 
founded, he said, its name was 
descriptive because the machinist 
usually also operated the machine 
shop. 

“For many years,” however, the 
name has been “a misnomer,” he 
added. “The magazine is edited for 
men who comprise manufacturing 
management at all levels in the 
metalworking industry,” he said, 
and “not for the man at the ma- 
chine.” 

Subscriber and advertiser alike 
will welcome the name change, he 
predicted, because, he said, edi- 
torial appeal and advertising mar- 
ket reached will be more sharply 


O@RNERAL SALER AGENT 


s 
THE 


PRATT & WHITNEY CO., 


HARTFMORD, CONN, 


ee hE 


MANUFACTURERS OF 


Bolt Cotung Machines and Taps for Machmosts and 
Pipe Ditters, of unusual eacellence. 


, ORIGINAL ADVERTISER—-Pratt & Whit- 


|ney, Hartford, used this page in 
| American Machinist’s first issue, 
November, 1877. 


iene statement, for the six months 
|}ending December, 1959, will be in 
|a new form, based on reader func- 
|tion rather than title. Circulation 
| will be broken down by top man- 
|} agement, manufacturing engineers, 
| and plant management. 

To announce the name change, 


| spreads in American Machinist 


Building Annual, and is sched- 
uled for House Beautiful Building 


fen Co., Chicago, is the previous 


turing control required to do these | pinpointed. 
| agency. 


|things effectively. | The Audit Bureau of Circula- 


} 


choice) 


1st in NIELSEN 


average audience ratings* 


AB 


C 


21.6 


NET Y 


21.0 


NET Z 


17.9 


*Source: Nielsen 24 Market TV Report, for seven days ending January 31, 8-10:30 PM, Mon.-Sun. 
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Metalworking Manufacturing and 
in marketing publications were 
used, plus direct mail reprints of 
the announcement ads. + 


ABC Appoints Velotta 

Thomas A. Velotta, who had 
been a vp in the West Coast of- 
fice of American Broadcasting 
Co. until last October, when he 
moved to the New York office, 
has been named to the new post 
of vp for special projects in the 
news and public affairs depart- 
ment. He will be in charge of co- 
ordinating the scheduling and de- 
partmental sales development ef- 


forts on behalf of informational 
programs, as well as the national 
political conventions and other 
election year programs. 


DeSoto Chemical Names Karl 
DeSoto Chemical Coatings, Chi- 


| cago, has appointed George A. 
|Karl manager of marketing re- 
jsearch. Mr. Karl was formerly 


with Buchen Co. 


a there's money to be made 


MUNICIPAL MARKET! 


Sati 


| In case you haven't heard, the Municipal 
| Market is 35 BILLION DOLLARS BIG! And the one 
| magazine aimed directly at the buyers and 
planners for more than 6,000 U. S. communities 
with populations of 1,200 or over, is MAYOR AND 
MANAGER. Read by 7,683 (BPA) executives, MAYOR 
AND MANAGER is the ideal setting for your 
“municipal product.” 

And, did you know that police executives annu- 
ally spend TWO AND ONE HALF BILLION DOLLARS 
for police equipment and supplies? To reach and 
sell 7,415 (BPA) chiefs costs less than 2%¢ a 
contact in LAW AND ORDER. The total average 
circulation of 12,834 (BPA) makes LAW AND 
ORDER the most widely read police publication 
| in America! 


NP 
| For details, write or contact: 


MAYOR and MANAGER 
LAW and ORDER 


72 W. 45th St + New York 36, N.Y. + MU 2-6606 
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PHOTOGRAPHIC REVIEW 


Phillip Badenoch West 
Scanlan Rector Kines Snitman Whiting 
STUDENTS AND TEACHERS—Northwestern University women at Northwestern to be held this spring. The 


students Pat Scanlan, Janice Rector, Elinor Kines, 
Joy Snitman, and Clair Whiting attend “Closed Cir- 
cuit,” third annual workshop of the Chicago chapter 
of the American Women in Radio & Television, as 
representatives of a class on broadcasting for senior 


Northwestern class was inaugurated last year with 
cooperation of AWRT. AWRT members who will 
participate as guest lecturers and counselors are Lee 
Phillip; Betty Ross West, coordinator of the course, 
and Nena Badenoch, national AWRT president. 


RE 


1=AP ALE 


eres 
A mieet time te 


How to win friends and affluent people 


pour hearts 


Sunple. really. When entertaroing: guests with a thirst fur pleasure, pou 


RED CApP—Carling Brewing Co., 
Cleveland, kicks off a magazine 
campaign for its Red Cap ale with 
junior pages in Esquire, Holiday, 
The New Yorker and Sports Illus- 
trated starting in March. Benton & 
Bowles, New York, is the agency. 


Johnson Simon 


AFA, WASHINGTON—Among notables of advertising and allied fields present at the Ad- 
vertising Federation of America second midwinter conference reception in Washington 
(AA, Feb. 8) were Shields Johnson, Times-World Co., Roanoke; Morton Simon, gen- 
eral counsel, AFA; Rep. Richard Poff (D, Va.); George Chernault, WSLS, Roanoke; 
Rep. Clarence Brown (R, O.); W. J. Santmon, advertising manager, Herald Mail 


Russell Woodell 


WELCOME, DENTSU—The largest advertising agency based outside the 
U.S.—Dentsu Advertising of Tokyo—has opened a three-man service- 
and-liaison office in New York (at 342 Madison Ave.). Dentsu, which 
bills more than $100,000,000 with some 5,000 clients, does not plan 
to place any advertising through this office. Welcoming the Japanese 
invasion at a reception held at New York’s Nippon Club were Emilia 
Veve, manager of the foreign department at the American Assn. of 


Poff Chernault Brown Santmon Beall 


lawyer, Miami. 


Musnik 
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Kosinski Scott Pyle 


OPEN HOUSE—Mail Advertising Corp. of America celebrated its 10th 

year in the Chicago market by holding an open house. Among those 

present were Roy Kosinski, Don Kemper Advertising Co.; Jules 

Scott, Vaughan’s Seed Co., and Rocky Pyle, of Mail Advertising 
Corp. 


NEW—S pratt’s 
dog and cat foods 
packages have 
been redesigned, 
the first package 
change since 
General Mills ac- 
quired Spratt’s in 
December, 1958. 
Also, for the first 
time, Spratt’s 
products will car- 
ry Betty Crocker 
coupons, which 
already appear on 
40 of her General 
Mills products. 


Stoetzner Rourke Thompson 


Advertising Agencies; Bernard Musnik, who heads a similar office 
here for Publicis, of Paris; Eric Stoetzner, foreign ad director of the 
New York Times; Neil Rourke, vp of Gotham-Vladimir Advertising; 
Fred Thompson, ad director of the Reader’s Digest; William Russell, 
manager of the New York field office of the U.S. Department of 
Commerce, and Shirley Woodell, longtime international vp of J. Wal- 
ter Thompson Co., now in semi-retirement in North Carolina. 


-- {As 


Sweet Moore Hattwick Jaffe 


Co., Hagerstown, Md.; Sen. J. Glen Beall (R, Md.); Elizabeth Sweet, Bill Sweet 
Pump Co., St. Petersburg, Fla.; Wendell D. Moore, director of advertising, Dodge 
division, Chrysler Corp., and president of the Adcraft Club of Detroit; M. S. Hattwick, 
director of advertising, Continental Oil Co., Houston, and Frank Jaffe, advertising 
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MR. McKEOQUGH 


Gene McKeough entered advertising as a re- 
tail copywriter for furniture at Montgomery 
Ward, shortly after his graduation from 
Loyola University (Chicago) in 1950. He ad- 
vanced quickly at Wards, rising to sales 
promotion manager of the sporting goods di- 
vision before leaving to try his hand in the 
agency field. His agency credits include 
copy-contact work at the J. R. Pershall Co. 
and account executive experience at Beau- 
mont & Hohman. In 1956, Mr. McKeough 
came to Cunningham & Walsh as an account 
executive, where his efforts are now exclu- 
sively devoted to Sara Lee. 
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“We think it imperative 


to read Ad 


MR. HARRIS 


Armed with a University of Wisconsin degree 
and a variety of agency experience, Ken 
Harris joined the Kitchens of Sara Lee in 1954 
as a divisional sales manager handling the 


introduction of products in many key markets. 


Two years later, he was promoted to the post 
of advertising manager for the Chicago firm. 
With eight nationally distributed baked- 
goods products and a new frozen chicken 
main-course line, Sara Lee sales now top 
$20,000,000 annually Mr. Harris is respon- 
sible for an ad budget of over $1,500,000. 
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200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS 
NEW YORK 17, NEW YORK 


630 THIRD AVENUE - 
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Say 


KENNETH A. HARRIS 
Director of Advertising 


Kitchens of Sara Lee 


and 


ALAN E. ““GENE" McKEOUGH, JR. 
Sara Lee Account Executive 


Cunningham & Walsh, Inc. 


“The importance of Advertising Age and its 
interest to us is best demonstrated by the fact 
that nearly every week’s issue occasions an 
interchange of correspondence or conversa- 
tion between Sara Lee and Cunningham & 
Walsh. We think it imperative for everyone 
concerned with the Sara Lee account or with 


any facet of the advertising business to read 
Ad Age.” 
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Johnson Hattwick 


FORUM—ALt the 50th anniversary forum of the Houston Advertising Club (AA, Feb. 15) 
were Arno Johnson, vp, J. Walter Thompson Co.; Mel Hattwick, the Houston adclub’s 
president and advertising director, Continental Oil Co., who was chosen as the club’s 
adman of the year at the meeting; Jim Fish, board chairman, Advertising Federation keting director, Humble Oil & Refining Co., and Alec Chesser, advertising director, 
of American and General Mills advertising director; Spencer Robinson, finance chair- Houston Natural Gas Corp. 


Robinson Frost Tipton Dundas Penney Chesser 


man of the forum; Donald S. Frost, board chairman, Assn. of National Advertisers, 
and vp, Bristol-Myers; Bill Tipton, Dallas regional director, National Conference of 
Christians and Jews; Bob Dundas, vp, Foley’s department store; A. B. Penney, mar- 


No Law Keeps 


FTC from Citing» 
Media: Kintner _ 


(Continued from Page 3) 
be “substantial improvement” in | 
advertising, and he asked for co- 
operation among media, adver- 
tising clubs and better business 
bureaus. 

The commissioner told the pr 
men that publicity is given an 
important role by the FTC. 

“Public information is an im- 
portant weapon in the commis- | 
sion’s arsenal,” he said. “You peo- | 
ple should realize this more} 
quickly than some. With this real- | 
ization, you should be able to use | 
your initiative and creativeness to 
keep your clients away from the 
borderline and on the safe side of 
truthful representations. 

“The present situation presents 
you with a real opportunity to do 
what your profession calls for you 
to do. The advertising side of man- 
agement must be concerned with | 
sales and may be tempted to lose | 
sight of public relations problems | 
in a single-minded determination 
to sell. 


s “Despite the warnings and dra- 
matic developments of recent 
months and the efforts of adver- | 
tising groups to respond to them | 
in statesmanlike fashion, the en- | 
thusiasm for sales may lead to| 
trouble. Management, when in a | 
competitive fight, can lose sight 
of the public and turn a more | 
sympathetic ear to the sales mind- | 
ed adman. Your challenge and} 
your opportunity is to remind the | 
maker of business policies of the 
importance of public relations, | 
meaning good public relations.” 

Noting that ‘‘an FTC order lasts 
forever,” Mr. Kintner declared: | 
“Any short-term advantage from | 
the sales standpoint in a decep-| 
tive practice may be far out-| 
weighed by the long term damage | 
to a business man’s reputation.” | 

In response to another question | 
from the PRSA audience, the com- | 


missioner stated that very few re- | 
cipients of FTC complaints are sur- | 
prised, but they wish the public to | 
believe they were surprised. 

“It is completely naive to as- | 
sume that they are surprised,” he | 
said. + | 


Reach Is Board Chairman 
Charles Dallas Reach is still | 
active as chairman of the board of 
Reach, McClinton & Co. and is not 
retired as inaccurately reported in 
the Getting Personal Column in 
the Feb. 15 issue of ADVERTISING 
AcE. “The report of my retirement 
is greatly exaggerated, to para- 
phrase Mark Twain,” he protests. 


IN SOUTH FLORIDA—Palm Beach 
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WTVJ South FloridaSetCount || Only Wrvas— ” Sa 


January 1, 1960 with unduplicated network signal— * 
Permanent Residents 462,100 delivers TOTAL COVERAGE & 


Tourist Only 66,500 of South Florida! 
Total 528,600 
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Scott Appeals Decision | 
in Newspapers’ Anti-Trust Case | 

Scott Publishing Co., Seattle | 
owner of the daily Tri-City Her- 
ald, which lost an anti-trust suit 
that had asked $7,000,000 in dam- | 
ages and attorney’s fees, has filed | 
an appeal in federal court. Scott’s 
suit was against the Columbia Ba- 
sin Publishers Inc., owner of the 
rival Columbia Basin News, and 
also against the International Ty- 
pographical Union. Federal Judge 
W. D. Murray ruled in December, 
after a two-month trial, that Scott 
was not entitled to recover. Scott 
charged a conspiracy to drive the 


Rank 


Father Knows Best (Scott, Lever, CBS) 
Real McCoys (P&G, ABC) 
Maverick (Kaiser Industries, Drackett, 
The Untouchables (Several sponsors, 
Perry Mason (Several sponsors, CBS) 


Danny Thomas (General Foods, CBS) 
Red Skelton (Pet Milk, S. C. Johnsun 


NOTE—Compiled from Trendex sources. 


— 
CMON OWA WH 


Gunsmoke (Liggett & Myers, Remington Rand, CBS) 
Have Gun, Will Travel (Lever, Whitehall, CBS) 


77 Sunset Strip (Several sponsors, ABC) 


Trendex TV Ratings 
Feb. 1-7, 1960 


Program 


ABC) 
ABC) 


& Son, CBS) 


*Ratings are based on the one broadcast during the week of Feb. 1-7, 1960. 


Tri-City Herald out of business. 
Judge Murray held that there 
was no conspiracy but that the 
owners of the News, in going to 
daily publication shortly after the | Advertising, with offices at 204 
typographical union went on strike | Bona Allen Bldg., Atlanta. Mr. 
against the Herald in 1950, sought | Shields formerly held copy posts 
to use the strike as an opportunity | With Liller, Neal, Battle & Lindsey, 


Chuck Shields Opens Offices 
Charles L. Shields has formed 
his own agency, Chuck Shields 


Remington Boosts Shayne 

Jack Shayne, former ad and pro- 
motion manager of Remington 
Rand’s agencies and mechanical 
services departments, has been 
named ad manager of the compa- 
ny’s portable typewriter division. 


59 


Paar to Reshoulder 
NBC Billings Load 


(Continued from Page 3) | dashing out of the room during the 
voiced the hope that he’d come /| breaks than in earlier shows, aired 
back. Seven Block products share | While the viewers are still ener- 
a 39-participation schedule on the | 8etic. 
program during the first quarter | 
|of this year. ws One sponsor, who also tabbed 

Advertisers in the Paar lineup|himself as a Paar watcher, noted 
emphasize that this lively contro-|that several advertisers really 
versial program has three major|don’t have to worry much about 
advantages: (1) It has built (and| what the association with the star 
it still building, thanks to the head-|of the show does to their com- 
| lines) “quite an audience” for|mercials, since the “more sophis- 
|those commercial inserts; (2) the | ticated” advertisers on the program 
|audience is a highly loyal one and|rarely ask Mr. Paar to help with 
seems to carry that loyalty over |the commercials any more, except 
to the sponsors’ products, despite | perhaps for lead-ins. 
the number of complaints received| This sponsor said it is better to 


film or 


about the frequency of the sales | use announcer Hugh 
He succeeds Richard Rothfuss, who | interruptions, and (3) the relaxed,|Downs, since an advertiser finds 
continues as chief of the advertis-|insomniac audience appears to sit)out quickly that Mr. Paar and 
ing creative section in the division. | still for the commercials, with less|commercials don’t work together 
too well. 

“Paar doesn’t like to do the 
| commercials,” he said, “and there- 


To The Keys— PERM AN ENT if he does them, they may be half- 
TOO... WATCH WTVJ MOST! 


to establish a daily paper in the| Kirkland, White & Schell, Burke 
tri-cities of Pasco, Kennewick and | Dowling Adams Inc. and Bozell & 
Richland, Wash. | Jacobs. 


done, garbled or presented in a 
way that is not sincere.” + 


‘Convention Planning & Trade 
Show Management’ Bows 
Convention Planning & Trade 
Show Management, new journal of 
the American Assn. of Convention 
Planners, has been launched with 
the January issue. The association, 
formed last year, originally had 
announced publication for last fall 
(AA, April 27, ’59). Initial con- 
trolled circulation of 13,430 will 
go to company executives who 
plan trade shows, conventions and 
sales meetings. Rate for a b&w 
page, one time, is $480. Offices are 
at 624 S. Michigan Ave., Chicago. 

George Fox Jr., editor and pub- 
lisher, said in addition to covering 
the general convention and trade 
show field, special editorial fea- 
tures will include a series by Louis 
Cheskin, Color Research Institute, 
on group motivation and articles 
by marketing executives. 


PERMANENT RESIDENTS month after 
month select WTVJ as their overwhelming 
favorite. The Nov.- Dec. 8-week NSI shows 
WTVJ with a 48.9% share of audience, 
sign-on to sign-off. (This preference is shown by 
Palm Beach viewers also. The November 

NSI gives WTVJ a 40% share of audience, 
6:00 p.m. to midnight.) Only WTVJ delivers 
the entire South Florida area! 


Retail Bureau Boosts Three 

The Retail Reporting Bureau, 
New York, has promoted William 
I. Nichols from a salesman to the 
new post of sales manager and 
Myron Wills from head photog- 
rapher of the display services di- 
vision to the new post of staff 
director of the division. Sidney 
Schwartz has been promoted from 
production manager to staff direc- 
tor of the advertising services di- 
vision. 


TOURISTS, LIKE SOUTH FLORIDIANS, 
watch WTVJ most. Special studies by ARB 
Surveys, Inc. show that WTVJ obtains a 
48.5% share of tourist viewing as measured 
against the 66,500* TV sets available for 
tourists only. 23% of all tourists watch 
WTVJ during the average evening, 6 to 

11 p.m., 40% more than watch station “‘b’’. 


Murphy Joins Selas Corp. 

Edgar G. Murphy, formerly 
manufacturers’ representative of 
Morrow Co., has joined Selas Corp. 
of America, Dresher, Pa., maker 
of heating equipment, as market- 
ing assistant. 


~~ 


IT’S 


BACON'S 


for 


COMPLETE 
COVERAGE 


of 


MAGAZINES! 


AMONG PERMANENT RESIDENTS, 
AMONG TOURISTS — no other medium 


in south Florida delivers as many prospects 
for your product as WTVJ. Read the latest 
facts about WTVJ and the South Florida | 
market in the new brochure “SUN, 
SURF and SALES.” Ask your PGW 
Colonel for a copy. 


@ There's only one 
way to get complete 
and reliable clipping 
coverage of maga- 
zines. BACON’S is 
the specialist in 
magazines. 25 
years experience 
has built a com- 
plete list and un- 
matched methods 
for clipping accu 
racy. BACON’S ts 
a must! 
Ask for Bulletin 59 


OUR READING LIST 
Published as 
complete 


SOUTH FLORIDA'S 


LARGEST DAILY directory 
CIRCULATION BACON'S CHECKER 


CLIPPING 
BUREAU 
14 E. Jackson Bivd 
Chicago 4, Iilinois 
WAbash 22-8419 


—now with quarter- 
ly revisions. 100% 
accurate. 352 p.p. 
—$25.00. Send for 
vour copy today! 


MEDIUM 


*Bureau of Economic & Business Research, Univ. of Miami 
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WANT MORE 


CUSTOMERS IN 


OAKLAND... 


Per cent of families reached 


S.E.P. 


10% 


LOOK 


11% 


LIFE 


READER'S DIGEST 25% 


12% | 


PARADE 


(HOME COUNTY) 


~ ee 


The things people of Oakland read about in the OAKLAND TRIBUNE and 
PARADE on Sunday, move off the shelves o 


62% 


PARADE 


THE SUNDAY NEWSPAPER MAGAZINE 


aetna 


ar Quits 


Represented N 


PARADE...The Sunday Magazine section of strong newspapers throughout the nation, reaching 10 million homes every week 


n Monday and all week long! 
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Network Radio's Top Advertisers* 


Based on Four Weeks Ending Jan. 10, 1960 


Copyright by A. C. 
Home Broadcasts 


Total 
No. Home-B‘dests 
of Delivered 
Rank Advertiser B’dests (000) 
1 R. b Reynolds Tobacco (4 Nets) ........ccccccceeseeeeee 318 115,127 
I CD a Be» aaseicticitsviescsnecsesnmsicsatoctedons 191 92,880 
3 Whitehall-American Home Products (ABC, MBS) .... 132 85,457 
4 Yardley of London Inc. (CBS, NBC) .........cccccceees 132 79,625 : 
5 ES RE oe EISEN RA 129 72,258 
6 Hudson Vitamin Products (ABC, CBS) .................... 238 63,598 
7 EER RRRITES. Ena en er mmr eT 88 62,854 
8 Pe OOO IID. ikisensetadnpepassaccisinccaassate 124 44,066 
9 IN, I I I oo ti niccadsnepsmticdadocasedapbeaiens 155 43,375 
10 Longines-Wittnaver (CBS, NBC)  ........ccccccccceeeeeees 97 38,629 
1 ey NR ENEED ‘Stuntdtebsncuttebsainns Ridestssvaccisenessandibuavcers 95 37,394 
12 Grove Division-Bristol-Myers (CBS) ..................000.. 60 37,290 
13 Chevrolet-General Motors (CBS, MBS) .................... 65 37,236 
14 Avtomotive-American Motors (NBC) 44 30,065 
15 es eee 44 30,065 
16 NE, UNG. GRmeee OUND Chctehecttincstevtvseiavinnettiedvenassnns 52 28,188 
17 RI is all ct malitatobebtenennieloses 55 25,915 
18 E.R a 32 25,170 
19 Sterling Drug Inc. (CBS, MBS) ............cccccccceeesseeeeeee 56 24,187 
| 20 A. %. Glahey Mile Go. (ABE, COB) csscccsesscssoissscsneisss 43 22,553 
Commercial Minutes 
No. Total 
Comm’! Comm’! 
Mins. Min. Del’d 
Rank Advertiser Aired (000) 
1 Whitehall-American Home Products (ABC, CBS) .... 134 81,475 
2 R. J. Reynolds Tobacco (4 Nets) ........:cccccceccsseeeeees 200 67,779 | 
3 Hudson Vitamin Products (ABC, MBS) 249 63,869 
4 Yardley of London Inc. (CBS, NBC) ...............00004 101 56,250 
5 Wik: Copebeed Ga. FOGG) cccccecccsececsncscnsencssecccecsseessie WW 54,996 
| 6 Brremee: Dee. CRUIIE)  cicivesiceccessccccccccsccssscnicccecoscccescovess 97 50,611 
7 NN TN MI son. cnsenanasssanbagapsereroastounsepcdvnnnese 73 48,897 
| 8 Chevrolet-General Motors (CBS, MBS) 70 40,891 
| 9 es. hrs Be. Gi CE sii shcitenssecivcsccrereessccss 69 40,749 
110 Oldsmobile-General Motors (CBS) 43 34,556 
\1 Grove Di ion-Bristol-Myers (CBS) 56 32,964 
12 Premrmece we. GABE; GABE) ciccrcccsscsccccccsoccssdscssesesces 98 32,002 
13 A. E. Staley Mfg. Co. (ABC, MBS) 59 26,727 
(14 Bristol-Myers Co. (CBS, NBC) ................. 38 26,046 
| 15 Niagara Therapy Mfg. (CBS) ................. 36 25,594 
116 — Mentholatum Co. (CBS) ....cccco-ssssseessssseeeee 32 24,283 
17 Sterling Drug Inc. (CBS, MBS) ................. 59 23,834 
18 UN ic TED cracker teh dthiseiaincaiaisealidishmsenthaierns 64 23,510 
19 Shulton Inc. (CBS, NBC) 43 23,146 
| 20 Automotive-American Motors (NBC) ............ccccc000 70 20,886 


*Ranked by total home broadcasts delivered and by total commercial minutes delivered 
| for individual advertisers by all programs and participation on all radio networks used. 


Nielsen Co. 


| Sattler Joins W&L as 
|\VP on Seagram Group | 


| Walter T. Sattler has joined|& Lincoln Advertising, Miami, as 
| Warwick & Legler, New York, as|an account executive. Mr. Baier 
vp on the Sea-| was formerly sales director of Mo- 


|Baier Joins Hill & Lincoln 


Charles C. Baier has joined Hill 


gram _ contact|tion Picture Associations, Miami. 
} 


group, a new 
position. He 
will supervise 
the Kessler and | 
Gallagher &| 
Burton brands | 
in accordance | 
with the recent | 
realignment of | 
Seagram acca 
ucts. 
| Walter T. Saitler Mr. Sattler | 
formerly was | 
| with Batten, Barton, Durstine & | 
Osborn, New York, and before that 


was director of advertising of | 
Snow Crop. 
| 
Seaman-Andwall to Gittins | 
Seaman-Andwall Corp., Milwau- | 
kee, division of American-Marietta 
Co., Chicago, has appointed Bert S. 
Gittins Advertising, Milwaukee, to 
‘handle its advertising and sales) 
|promoton. The company manufac- | 
tures soil stabilization, compaction | 
and material spreader equipment | 
used in road work and heavy con-| 
struction. Kusa Greene & Associ- | 
ates, Milwaukee, is the previous) 
agency of record. | 


Dorrell Joins Blair-TV 

Walter Dorrell has joined the. 
Boston office of Blair-TV, repre- 
sentative, as an account executive. | 
He formerly was on the sales staff | 
of WNHC-TV, Hartford, and is the | 
son of Ward Dorrell, vp and sl 
search director of Blair. 


COTE Ae DT ae mee 5 Se.ce 


Gor Over 75 Years— 


a4 


an acknowledged national 
and international authority 
on guns, shooting and hunt- 
ing. Over 360,000 circulation, 
including 12,000 foreign. 


~ ™KMERICAN 
RIFLE MAM itape)i00 


SCOTT CIRCLE WASH. 6 0.C. 
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BUTTER YELLOW—American Dairy Assn 


oe = a a oe Se 


. and General Mills will share 


this color spread in April issues of Ladies’ Home Journal, McCall’s 


and Vogue, which features Softasilk “butter yellow” 


cake. Camp- 


bell-Mithun, ADA’s agency, placed the ad. 


Butter Yellow Is 
Keynote of Drive 
by ADA, 5.Others 


Cuicaco, Feb. 16—The American 
Dairy Assn. and five other adver- 
tisers will promote “butter yellow” 
as a spring fashion color this year. 

ADA and General Mills will 
share a color spread in April issues 
of Ladies’ Home Journal, McCall’s 


and Vogue, featuring Softasilk but- | 


ter yellow cake. The ad offers a 25¢ 


refund for a Softasilk box top plus 


advertising will invite personnel 
to register for a correspondence 
course on the subject. A publicity 
program will also be continued. 


Sutherland-Abbott, Boston, is the 

agency for the association. 

Eastern States to Byron | 
Eastern States Farmers’ Ex-| 


change, West Springfield, Mass., 
has appointed Mark Byron Inc., 
Westport, Conn., 
age design, market research and 
advertising for its newly-named 


| Leash Club dog food. The coopera- 
a label from a 1 Ib. package of but-| tive has been marketing dry dog | 


ter. This offer will also be carried| food under its corporate name in 


on more than 1,000,000 Softasilk 
boxes during April. 

Montgomery Ward & Co. will 
promote butter yellow as a fashion 
color in store-wide promotions dur- 
ing April. Cannon Mills will fea- 
ture yellow in its advertising, as 
will Martin-Senour Co., paint mak- 
er, and Coats & Clark, thread man- 


two forms—meal and pellets. With 
the introduction of the Leash Club 
trade name it will also be offered 
in homogenous, precooked form. 


Morrissey to Smith, Taylor 
William D. Morrissey has joined | 
Smith, Taylor & Jenkins, Pitts- 


ufacturer. The Color Institute, an| burgh, as tv director and member 
industry advisory group, has adopt- | of the account service group. He 
ed an official butter yellow shade. | formerly was a pr account execu- 


Gold Filled Program Set 


turers Assn. program in behalf of 
gold filled products will concen- 
trate at the retail point of sale and 
a specially designed award called 
the “Nugget of Knowledge” will 
be given to sales personnel con- 
sidered proficient in their know- 
ledge of gold filled products. Trade 


tive at Ketchum, MacLeod & Grove, 


| 


The 1960 Gold Filled Manufac- | 


| Pittsburgh. 


‘John Hickox Joins Hubbell 


John B. Hickox has joined Hub- 
bell Advertising Agency, Cleve- 
land, as exec vp. Mr. Hickox was 
formerly vp of the Hickox-Don- 
nelley division of Clark & Bobertz, 
Detroit. Before that he operated his 
own agency, John B. Hickox Inc. 


RESULTS 


WM 0 


SECOND* 


*WISCONSIN’S GREAT 2nd METRO MARKET 


GREEN BAY-APPLETON 


INTERURBIA 


. where total FOOD SALES reach 


FACT 
#2 


$78,155,000 - SECOND in the State! 
Second also in total retail sales, 
furniture, appliances, 


automotive, 


etc., etc. Get the message! 


Gatunste His Groot Wanket with Orn. Low Combination Ratt 


GREEN BAY 
PRESS-GAZETTE 


“ Represented By 


SAWYER FERGUSON-WALKER 


APPLETON-NEENAH-MENASHA 
POST CRESCENT 


Co., Ine 


| 
| 


The. Modern vn Hospital | 


to handle pack- | 


among people who 
know hospitals best 
the preference for 


ae Ree n oe beta © Beans npn 


ee ed 


The MODERN HOSPITAL is nearly 2 to 1 


The people who know hospitals best are hospital administrators and depart- 
mental executives. When these people seek hospital employment, or when 
hospitals want to employ such people—they use classified advertising in 
hospital administrative magazines and they choose THE MopeRN Hospirat 
as an advertising medium by an overwhelming margin. Here’s the 1958- 


1959 record of classified linage in these magazines: 


1958 1959 
THE MODERN HOSPITAL. . 12,278 lines 13,374 lines 
Hospitals (24 issues)...... 8,153 lines 7,874 lines 
Hospital Management .... 2,626 lines 3,292 lines 


Gain or 
loss 
1096 GAIN 
279 LOSS 
666 GAIN 


And it follows naturally that the magazine preferred by people who know 
hospitals best is wanted more by more advertisers who sell to hospital 
people. Here’s the 1958-1959 record of display advertisers and pages of 


display advertising: 


1958 1959 No. 1958 

pages pages advertisers 
THE MODERN HOSPITAL... . 1774 1862 388 
Hospitals (24 issues) ....... 1434 1535 302 
Hospital Management...... 829 767 162 


No. 1959 

advertisers 
430 
295 
152 


Ask for new study on frequency of magazine issuance in relation to read- 


ership, retention and active life. 


The Modern Hospital Publishing Co., Inc. 


, ILLINOIS 


919 N. MICHIGAN AVENUE, CHICAGO 11 


for complete details, proof of use. 


Exclusive catalog sales representatives, 
The Modern Hospital Publishing Co., Inc 


File your hospital catalog here 


Since 1919 HospitaL Purcuasinc Fite has served 
hospitals. Here your catalog of products hospitals use 
will be filed, indexed for easy reference, distributed to 
every hospital of twenty beds or more, and retained for 
reference when products are being considered and pur- 
chases made. Hospitals come here to buy—and your 
catalog filed here makes it easy for hospitals to buy 
from you. 1960 Edition has just been distributed. Ask 
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Ads Cost More, Mean 
Less, Eldridge Says 


(Continued from Page 1) 


speeches, each addressed to one 
of the twin problems, and wound 
up by recommending joint studies 
of each. 

He began his inquiry into un- 
believability by saying that all 
advertising costs have risen sharp- 
ly. Advertising’s productive power 
depends on “its total ability to 
persuade; its economic justifica- 
tion depends upon its effective- 
ness per dollar spent,” he said, 
and went on to say that if the 
persuasive power of advertising 
drops, it becomes unaffordable. 
He cited The Saturday Evening 
Post, whose page cost for a four- 
color page rose 135% between 1949 
and 1960, while circulation in- 
creased 53%, so that cost per l1,- 
000 rose 54.4%. 


If advertising readership re-|" “I believe that an important 
mained constant (“a perhaps du- \factor in the situation is the tra- 


bious assumption, in view of the 


indicated the seriousness of it,” he 
said. 


Agency-Client Relations | 


Mr. Eldridge turned to the | 
problem of agency-client relation- | 
ships, noting the “frequency of ac- 
count shifts” as one index of dis- 
satisfaction but adding that “a 
lack of mutual confidence and re- 
spect” is more basic. The client | 
| tends to criticize the agency’s lack | 
of skill and judgment, and to be-| 
lieve that the agency puts profit-| 
|able recommendations first, he in- | 
|dicated. The agency feels the | 
‘client is unreasonable; that mar-| 
‘keting people are stupid and em-| 
|powered to make only routine| 
|decisions, while the management 
_is unapproachable. 


| ditional system by which agencies 


The te te 
How a fev. Noe ede 
commercial x 
artist works oS, 3 
pine iy 7 
Two former ’ 


Art Instruction students 


Betty Crocker ~ =, 
Refrigerated Products 


3 ¢ | enprare iu Bendag rooriee etion» wn 
V i, a ' ents ee | ore 4. 
Pad . Pe ay Crether « mn 


—— 


ONE AGENCY, TWO ADS—Knox Reeves Advertising, Minneapolis, cre- 

ated this tie-in promotion for two of its accounts, Art Instruction 

Inc., Minneapolis, and General Mills refrigerated foods. The two ads 

shown here ran on facing pages of comics sections in the Chicago 

Tribune, Cleveland Plain Dealer and Pittsburgh Press. The ad on 

the left shows a Betty Crocker ad being created. The ad on the right 
is the Betty Crocker ad. 
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formula is applicable. He pointed 
out that one-third of all agency 
compensation now comes from 
sources other than commissions. 
He noted that agencies don’t hesi- 
tate to ask for additional compen- 
sation where commissions aren’t 
adequate, but, he said, the reverse 
doesn’t hold true. Any reduction of 
compensation, by cutting commis- 
sion or rebating, makes an agency 
“something of a pariah,” even 
when the reduced compensation 
| permits an adequate profit. 

He pointed out that negotiations 
are now going on in the agency 
business, and that no one pretends 
they are not. 
| As to who should do the study, 
|he said that ideally it would be 
the ANA and Four A’s. However, 
| practically, the consent decree has 
tied the hands of Four A’s—‘or 
|at least it has been so interpreted 
by the Four A’s legal counsel and 
|its president’—so that the Four 
A’s as an association dare not 
even study the question of com- 
pensation. Also, “it is an unfor- 
tunate fact that with many agen- 
cy people there is a feeling that 
the ANA has prejudged the ques- 


increase in the amount of adver-|4re compensated,” he said, adding 
tising”) the advertiser is paying | that the situation is so fraught 
54% more per person reached, he | With emotion as to be almost im- 
said, citing similar increases in|POssible to consider logically. He 
other media: Life (44%), McCall’s | Said most of the agitation for a| 
(44.4%), Ladies’ Home Journal change in the system had come} 
(36%), This Week (42.1%), Chi-|from the ANA, and that the Four 
cago Tribune roto (47.8%), and | A's “or at least the paid execu- 


Minneapolis Tribune roto (30.8%). | tive of the Four A’s” had inter- 


s But while costs are important, 
the “really important thing is the 
cost of making the sale—of not 
only reaching, but persuading the 
prospect,” he said. 

Provided advertising attracts at- 
tention and registers sales points 
and is remembered, there is still 
another important factor—believ- 
ability; and “‘you’re not going to 
make many sales unless the mes- 
sage is believed,” he said. 

“T am not speaking of truth- 
fulness but believability,” he said. 
“The two may be synonymous, 
but they are not identical. An 
advertisement may be completely 
true and still be unbelievable; 
conversely, it may be believable 
and not truthful.” 

Since the object is persuasive- 
ness, it’s believability that counts, 
he said, adding that a _ small 
amount of untruthful advertising 
can generate disbelief in all ad- 
vertising. He mentioned cigarets’ 
filter claims, detergents’ whiteness 
claims, and dentifrice advertising 
as contributing to skepticism. 


= He urged study of believability 
in advertising—of advertising in 
general, since “it is not enough 
that my advertising be believed, 
for unbelief of some advertising 
can affect the believability of 
all.” 

Maybe many present fears of 
the public’s attitude are unfound- 
ed, he said, and maybe “the sit- 
uation is worse than we have be- 
lieved.” 

He thinks that “here is one 
study which the Four A’s and 
Assn. of National Advertisers 
might well undertake jointly. The 
attitude of people generally to- 
ward advertising should be care- 
fully probed—and particularly the 
question whether they believe ad- 
vertising or not.” 

Also, he thought, they should 
study sponsor identification, and 
the claims of sponsors. Much val- 
uable information should be un- 
earthed with respect to attitudes 
toward advertising “of particular 
products or categories of prod- 
ucts,” he said. 

If a widespread disbelief in 


preted ANA activity as an effort 
to reduce compensation, and so 
the Four A’s had resisted any 
| move to study the subject. 

Mr. Eldridge believes that any 
|study would result in increased 
| compensation, that “total compen- 
|sation of agencies is, is anything, 
dangerously low,” and he went on 
to make a serious analysis of the 
agency financial problem: 


e Profit margins are a problem 
throughout the agency business but 
most acute with smaller and medi- 
um agencies, and the record of 
mergers or going out of business 
testifies to these agencies’ strug- 
gles to provide full service on in- 
sufficient commission. 


e The problem is real for bigger 
agencies. It puts a premium on 
growth, and costs are rising fast- 
er than volume. “The advertising 
agency is the only business I 
know of in which the seller does 
not adjust his selling price to his 
costs of doing business,” he said. 


e Costs are rising because broad 
marketing needs have compelled 
the agency to institute new serv- 
ice; because television requires 
specialists and highly paid talent 
and because of expensive physical 
equipment. But “probably the big- 
gest single contributor to the ris- 
ing cost of agency operations is 
the sharply rising salary level of 
top-notch agency personnel.” Also, 
agency managements must compete 
with advertisers for skilled person- 
nel in a market where marketing 
know-how is scarce, he said. 


e Consequently agencies constant- 
ly need revenue. “The economic 
necessity for uninterrupted growth 
is one of the curses of the agency 
business.” It creates, he said, a 
temptation to sacrifice everything 
to growth, to size for the sake of 
size, and is “financially unsound; 
it is unhealthy.” : 


e The narrow profit margin is) 
squeezed by advertisers who won’t| 
pay commissions on broadcast tal- | 
ent, and by diversion of total | 
marketing moneys into promo- 
tions, deals and other non-com- 
missionable activity. 


le Advertisers don’t regard the 


some products’ advertising claims | situation as so critical, because 
exists, “and if this disbelief is | none of them face bankruptcy be- 
tending to infect the entire bar- | cause of it. But they feel that they 
rel, then steps should be taken to lare overpaying, despite the over- 
get at the root of the trouble and all low profits of agencies, some- 
eliminate it. The study would times because commissions run 


have identified the problem and |into millions, sometimes because 


the creative work is slight in re- 
lation to billing, sometimes be- 
cause they believe the agency has 


no right to commissions on talent,| # He thinks the present system 


on packaged shows, etc. 


e A neutral observer can sympa- 
thize with both views—the agen- 
cy concerned because of its low 
profit, the advertiser concerned 
over inequities and fearful of be- 
ing overcharged. 


= Mr. Eldridge believes that an 
objective study should be made of 
the problem. He thinks it will re- 
move a serious hazard to main- 
tenance of effective and harmoni- 
ous relations. He thinks a primary 
objective should be “not a reduc- 
tion in agency compensation per 
se, but a basis of compensation 
that will enable skillful, well- 
managed agencies to serve their 
clients well—and to make a rea- 
sonable profit from doing so.” 

He said he couldn’t understand 
“the stubborn resistance” of peo- 
ple who represent agencies to- 
ward such a project, since it is 
the agency, not the advertiser, 
which is suffering from the inade- 
quacies of the present system. He 
disposed rapidly of arguments that 
(1) the present system works well 
and why change and (2) there 
isn’t any other system. The pres- 
ent system “is outmoded, has no 
relationship to present day condi- 
tions and practices, and needs a 
careful reexamination,” he said. 

It is outmoded, he said, because 
(1) it still adheres to “the fiction 
that the advertising agency is the 
agent of the advertising medium,” 
where now everyone knows it is 
the advertiser’s money that com- 
pensates an agency; (2) “there is 
no longer any necessary relation- 
ship between the expenditures 
for space, time and talent on the 
one hand, and the cost of servic- 
ing an account on the other.” 


= He also pointed out that under 


present conditions an agency is| 


overpaid on some accounts and 


underpaid on others, and that the | 


status of the account in profit may 
have little to do with the amount 
of commissionable billing. 

In Mr. Eldridge’s view, agency 
services fall into two classes. One 
is basic—preparation of market- 
ing and advertising plans, copy, 
art, radio and tv, media analysis 
and selection and placement of 
advertising; the second is periph- 
eral—merchandising, market anal- 
ysis, market research, publicity 
and public relations. Every adver- 
tiser, he thinks, should pay his fair 
share of the cost to the agency for 
providing basic services. He should 
have the option of using or not us- 
ing the non-basic services; if he 
uses them, he pays his proportion- 
ate share of the cost, and if he 


tion—and therefore cannot be 
open-minded and objective.” 

He suggested a volunteer com- 
mittee, composed of men like Lou 
works a hardship on new and| Brockway or Tony Geoghegan, of 
small agencies. Here’s how: Ad-| Young & Rubicam; Bill Baker, of 
vertisers would like to give new | Benton & Bowles; Dick Heath, of 
| products to new agencies, partial- | Leo Burnett Co.; Ed Sylvestre, of 
\ly because they can’t take the | Knox Reeves, representing agen- 
'gamble of giving an established|cies; and_men like Ed Ebel, of 
| product to an untried agency. But| General Foods; Henry Schachte, 


poresende use them, he doesn’t get 
charged for them. 


under the present system he can’t | 
give an unprofitable account to a 
new agency unless he is willing 
to pay for the services rendered. 
He is more likely to put the new 
product in an agency which has 
established products, realizing that 
it will lose money on the new 
product but that the loss will be 
charged to the rest of his account. 
So it not only works against 
new and upcoming agencies, but 
it “violates the principle that every 
account should stand on its own 
feet and pay its own way,” he said. 
He thinks three principles should 
govern in approaching the problem: 
e 1. An agency has the right to 
determine what kind of agency it 
will be, the kind and scope of 
services to be rendered, the kind 
and size of clients it wants and 
the basis for its charges. 
e 2. The advertiser has a right to 
determine what agency service he 
wants, the kind of agency he wants, 
and payment on a basis satisfactory 
to him and the agency. 
e 3. The compensation arrange- 
ment should permit the agency 
complete control of its operation— 
policies, cost accounting procedure, 
personnel and their compensation 
—and it should be such that the 
agency can realize a fair profit 
from it. 


Mr. Eldridge believes no single 


of Lever Bros.; Walter Berry, of 
General Mills, and men of similar 
caliber from smaller companies, 
representing advertisers. He he- 
lieves such a committee would 
make a great contribution of the 
improvement of client-agency re- 
lationships, and to advertising. + 


Naess Succeeds Braden 

Ronald M. Naess has been ap- 
pointed vp in charge of sales, 
Richmond-Chase Co., San Jose, 
Cal., producer of Hearts’ Delight 
and Diet Delight foods, succeed- 
ing J. R. Braden, who has re- 
tired. Mr. Naess formerly served 
on the operating side of the busi- 
ness and later in various capa- 
cities in the sales department. At 
the same time E. N. Richmond iI 
will take over the responsibility of 
sales manager for advertised 
brands, incorporating responsibili- 
ties for advertising, merchandising 
and sales promotion work. 


3 Join CBS-TV Network Sales 

CBS-TV Network, New York, 
has added three account execu- 
tives in its sales department: 
Corey Allen, formerly new pro- 
grams coordinator at Sullivan, 
Stauffer, Colwell & Bayles; Carl 
Tillmanns, previously with NBC- 
TV Network sales, and Robert 
Williams, formerly with CBS-TV 
Spot Sales. 
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HARDSHELL HINT—This is one of a series of four postcards, featuring 

animals and with a simulated handwritten message on the back 

being sent out by Traffic World to promote its “Perfect Shipping” 

issue, out March 26. Here a Galapagos Islands tortoise pleads with 

dilatory ad and production managers to send plates and space reser- 
vations in time for the closing date. 
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Advertising Age, February 22, 1960 
Furniture-Buying 

Wife Too Confused 

to Buy: Martineau 


Cuicaco, Feb. 16—The furni- 
ture-buying housewife is frustra- 
ted, confused and has a tendency 
to procrastinate in her purchases, 
according to Pierre Martineau, 
manager of research and market- 
ing of the Chicago Tribune. 

Revealing the results of his 
latest study—a survey on furniture 
buying among 400 Chicago area 
housewives—Mr. Martineau said 
yesterday that a woman usually 
offers several reasons for putting 
off buying furniture, but in reali- | 
ty she avoids it because she is un- 
sure of her ability to buy tasteful 


Amercon Standard indvetrial Owsion AIR-LIFT IN ACTION 


Greater efficency 


Select by the puwce buy by the patoge 


aed By Ie KY z 
Throughout life, people find = 
reasons for putting off buying 


furniture, he said. Three out of) 
four people gave these reasons: 
“We can’t afford it’; “We don’t 
need it”; “We will wait until the 
children get older.” 


of American Standard, Detroit, 


= However, Mr. Martineau said,, The “Air-Lift” 
in many instances the real reason 
is that choosing furniture is an un- 
easy chore and a threat to the wo- 
man’s ego. 


NEW MARKETING—This is one of a series of ads the industrial division 


March in technical publications to dovetail with its new marketing 

reorganization. The division’s marketing structure has been divided 

into air conditioning systems and industrial and power equipment. 

theme, shown here, 

ditioning systems. A “Power-Lift” 

ponent of the new structure. Brooke, Smith, French & Dorrance is 
the agency. 


Australian Agency Sets Up 
National Advisory Panel 
Goldberg Advertising, Sydney, | 
has established a national advisory 
panel, composed of leading retail- 


ities in Australia. 
ferme phere tor 
ADM NESTRALON 


|formation and guidance on such | 
|matters as product presentation, | 
distribution, price steustaven, | 
launching new products, size of | 
market and strength of competi- 
tion. 


Robertson Joins Commerce 
Publishing as VP, Eastern Rep 
Don J. Robertson has _ been 
named vp of Commerce Publish- 
ing Co., St. Louis, and eastern ad- 


sate Go 


ers and wholesalers, to give man-| 
|ufacturers of consumer goods an | opened a Dallas sales office at 1505 
insight into marketing opportun- | Southland Center. 


} 


| 
| 
| 
| 
| 


vertising manager of Club Man-| 


agement, Life 


is running between January and (and Local Agent, 


merly was manager of the, New 


with offices at! 
551 Fifth Ave., New York. He for- | 


| 


Insurance Selling | 


} 


63 


| York office of Rough Notes Co., 


Indianapolis, insurance publisher. 


‘Look’ Opens in Dallas; 


Seegar Named Manager 


Look, effective Feb. 15, has 


Lockwood B. 
Seegar, formerly with Coburn Co., 


The panel, said to be unique in|has been appointed southwestern 
Australia, provides background in- advertising manager. 


_ AMERICAN 
JUDGING AGENCY 


would like an opportunity to 
discuss handling your next contest. 


Post Office Box 12443 
Houston 17, Texas 
Telephone 
Mission 4-4371 


boosts the division’s air con- 
theme boosts the other com- 


In looking for help, most women 
(70%) mentioned that they used 
shelter magazines as a source for 
decorating ideas. But by their com- 
ments, Mr. Martineau said, it ap- 
pears that they find these ideas 
beyond their reach, and obtain 
more practical help from room dis- 
plays in stores and newspaper ads. 

“Perhaps the most important 
finding of the survey,’ Mr. Mar-. of 
tineau said, “was the importance 
of the purchase of initial furniture 
to any future purchases. A bad 


American Brewery Acquires 
Fort Pitt Brewing Co. 
American Brewery, Baltimore 


ale and its Old Shay beer and ale 


Maryland. American 
which is marketed in the Middl 
and South Atlantic states, 


additional purchases, as. the house- 
wife doesn’t want to add to some- 
thing she already dislikes. This 
desire for ‘starting over’ puts 
furniture into the large expendi- | 
ture category which hinders any | 
purchase. 


American president, 
man & Shoop, 


handles American Brewery. 


i/new types of beer: 
® “If the furniture industry would beer and Shannon cream stout. 
educate the ‘newly engaged’ or 
newlywed to buy wisely before the Friend-Reiss Adds Two Foreign 
initial purchase, 
and industry would benefit,” he 


, Pafoone= Amsko Distributors, New York, 
said. “If there is initial satisfaction, | 


has purchased Fort Pitt Brewing Reiss Advertising, 


Co. from the now defunct Gunther 
Brewing Co. Fort Pitt beer and | 


is marketed in Pennsylvania, Ohio, | 
Delaware, West Virginia and parts | 
beer, | 

td | ness papers. 
will 
not be distributed in the Fort Pitt 
initial buy inhibits any desire for | sales area, R. Leiter FitzSimons, 
said. Gold- 
Pittsburgh, will 
continue to handle the Fort Pitt 
account. VanSant, Dugdale & Co. 


For the first time in its history, 


American recently introduced two 
Dortmunder 


both housewife |\Car Accounts—Skoda, Arabella gram, the store will use outdoor | 


East Coast importer and distribu- 
tor of the Czech-built Skoda auto- 
mobile, has appointed Friend- 
New York, to 
handle its advertising. Amsko will 
market three Skoda models—a 
|convertible, a two-door sedan and 
la deluxe two-door sedan—and 
|plans a $200,000 campaign, using 
|magazines, newspapers and busi- 


Friend-Reiss also has acquired 
another foreign car account—the | 
Arabella, a new automobile being | 
made in Germany by the Borg-| 
ward Group for Arabella Motors | 


Oppenheim Collins to Charney | 

Oppenheim Collins, New York 
department store, has appointed 
Charles J. Charney & Co., New) 
York, its first agency. The agen- | 
cy will supervise the store’s ad | 
department, which is being re- | 
tained. In an expanded ad pro-| 


posters for the first time. 


she won’t hesitate to make future | 
purchases as she needs and can af- | 
ford them.” | 

Other points the Tribune re- | 
searcher made: 


e Price is stressed too much in 
retail advertising, thus decreasing 
store loyalty. “Consumers want 
brand identification but have none. | 
To them it would make shopping | 
easier.” | 


e Salesmen must be versatile and | 
patient, since different classes of | 
people desire different types of | 
help from furniture salesmen (i.e. | 
working class customer wants a 
friend and advisor; a white collar | 
worker wants an impersonal 
guide). 


e Advertising must stress quali-| 
ties for furniture important to the | 
audience it is intended to influence. 
Style, appearance and price are 
most important to young married 
people, for instance, whereas in 
households that have been estab- 
lished more than five years, dur- 
ability is the main feature 
sought. + 


Swatch Used in Dye Ad 

The dyestuff and chemical divi- 
sion of General Aniline & Film, 
New York, used an actual swatch 
of cloth in page ads in American 
Dyestuff Reporter and Textile 
World this month to point up a 
new vat dye. The new dye was! 
used in several lines of print as 
well as the swatch. Textile Bul-} 
letin, Textile Industries and Tex- | 
tile World also will be used, but) 
without the swatch. 


FOR, NSS aay 
OF cyt en ty 


IN MADISON, 


. one of the £ 
THE SMART BUY IS 


WM-TV 


| 


‘These volumes build 
_ sales aes : 


The Hardware Retailer Catalog Service is a proved and powerful 


ence, and assures: 


e DELIVERING THE HEART 
OF THE MADISON 
RETAIL MARKET 

e TOPS IN PROGRAMMING 


(Nuff said) 


e REACHING THE METRO 
AREA AT THE LOWEST 
COST PER THOUSAND 


WM.-TV, 


MADISON, WISCONSIN 


. KGLo. > 


See Branham Co. 
National Representatives 


marketing tool developed by the National Retail Hardware Asso- 
ciation for 23,000 independent retail hardware stores and 600 whole- 
salers. It is an annual compilation of manufacturers’ catalogs and 
catalog sheets, permanently bound, carefully indexed for fast refer- 


1. Super distribution: A systematic way of placing catalog 
sheets with people who do 80% of all retail hardware business. 


2. Super usage: You'll be multiplying your sales potential by 
way of wholesalers’ “‘want book” orders across the nation. 


3. Super exposure: Your catalog page is conveniently filed, in 
an everyday reference book. Can't get lost as loose sheets do. 


4. Extra sales at all levels: Shows potential customers your 
products and their features when not in dealer’s stock. 


| 

| Hardware dealers read Hardware Retailer for news about this 
Catalog Service and other basic services provided by the National 
| Retail Hardware Association. Make itvyour basic trade choice. 
| 


HARDWARE 
RETAILER 


CATALOG SERVICE 
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here’s how 
to flag 
sales 
in miami 


For the third straight year, The Miami Herald’ 


ranks second in total advertising among all U.S. 
newspapers. The new 1959 high of 60,267,704 
lines is a 4,230,071 lineage gain over 1958. 


Just proves two points: (1) Populous, expanding 
SOUTH FLORIDA*— the nation’s 12th largest retail 
market—is a NEWSPAPER MARKET. (2) Smart 
advertisers are convinced THE MIAMI HERALD is 
the TOTAL SELLING MEDIUM. 


Run your advertising schedule up this flagpole 
... and watch your customers salute! 


*FIRST in Sales per 
family among U.S. 25 top 
“‘billion-dollar-plus’’ markets 


1959 TOP TEN NEWSPAPERS 


tw Val Alavetliding 


1. Los Angeles Times 6. Cleveland Plain Dealer 

2. THE MIAMi HERALD 7. Washington Post 

3. New York Times 8. Washington Star 

4. Chicago Tribune 9. New Orleans Times-Picayune 
5. Milwaukee Journal 10. Cincinnati Enquirer 


The Miami Herald 


STORY, BROOKS & FINLEY, INC., NATIONAL REPRESENTATIVES 
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dvertising Age 


Feature Section 


Creative Man Uncovers Buried Copy 


The Peeled Eye Gumshoe Returns 
Hints from Woolf's Notebook 


Borders Give Lift to Presentations 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


“Why Are News and Advertising Content Different?’ ... 


Accuracy of Material in Ad Columns Should Be as High 
as in News Columns, Says Sears Head 


It is newspapers’ business—and that of other media as well—to make sure 
that the content of advertising columns is as accurate and trustworthy as the 
content of the editorial columns. That is the thesis of this talk by Charles H. 
Kellstadt, president of Sears, Roebuck & Co., to the Newspaper Advertising 
Executives Assn. Sears put $52,500,000 into newspaper space in 1959, which 


undoubtedly makes it the largest newspaper advertiser operating without 


benefit of co-op funds. 


By Charles H. Kellstadt 
President, Sears, Roebuck & Co., 
Chicago 


In fiscal 1959, Sears total expenditures 
for newspaper white space will be $52,- 
500,000—an increase of almost 8% over 
the $48,650,000 spent with this medium in 
fiscal 1958. We will also spend for circu- 
lars in 1959, $6,500,000. I think you dignify 
these as “throw-aways.” We use one 
when newspaper circulation is inade- 
quate or the ray is ridiculously high. Ev- 
erything is so high now I don’t know when 
the “ridiculous” commences. 

Total expenditures for newspapers and 
circulars are projected at $59,000,000—an 
all-time high, representing an increase of 
7.8% over our expenditure of $54,700,000 
in 1958. 


s In a sense, these figures may be my 
credentials for being here. Across the na- 
tion, Sears has an advertising relationship 
with 995 newspapers. This relationship 
is extremely significant to Sears, since 
newspapers have traditionally been our 
principal avenue to the public so far as 
our retail operations are concerned. And, 
at present, we see reason only to increase 
the use—but we must improve our tech- 
niques, and our credibility, to retain prop- 
er cost ratios. 

You may have noticed some of these 
changes. We hope you look with favor 
upon them, because they are designed to 
increase productivity, and if they do, the 
value of the medium is confirmed. The 
expenditure is an investment in the fu- 
ture, as well as a force for immediate re- 
turn—in other words, a good current 
dividend and capital appreciation. 

When you spend or invest a sum of this 
size, you become analytical, construc- 
tively critical, of your methods, your 
merchandise, your service and, yes, of 
those with whom you have this part- 
nership in business-building. 


Public Acceptance Involves 
Credibility, Acceptance 

With this background of interdepend- 
ence in mind, I want to present at least 
one advertiser’s viewpoint on the cur- 


rent reexamination of responsibilities to 
the public, the potential market, on the 
part of both media and advertisers. My re- 
marks are directed at the relationship be- 
tween newspapers and advertisers, but 
they may have application to radio and 
television as well. Recent disclosures in- 
dicate they do—and, as an advertiser, we 
are taking a critical look. 

My first premise is that when an ad- 
vertiser buys space in a publication, he is 
buying the acceptance that newspaper has 
been able to develop in a community. 


s Two elements are basic to acceptance 
by the public—credibility and interest. 

The reader assumes credibility on the 
part of the press, and he judges the inter- 
est with which news or entertainment 
features are presented according to his 
own standards. 

The assumption of credibility on the 
part of the average reader of American 
newspapers is a remarkable tribute to the 
integrity that the newspapers in this 
country have established. 


s Here again, I want to return to my orig- 
inal premise—to the extent that integrity 
is a factor in public acceptance—newspa- 
per integrity is what the advertiser is 
trading on when he places an ad. Sears 
believes that this integrity spills over to 
the advertisers. 

In my opinion, the maintenance of this 
integrity is closely bound up with free- 
dom of the press. Few institutions in our 
national life enjoy the prestige and respect 
equal to that of newspapers. Freedom of 
the press is a jealously-guarded liberty. 

But freedom of the press is threatened 
almost daily, and the vigilance that has 
developed as the result of this constant 
threat has strengthened this freedom— 
added to its value. 

All of our freedoms are under persistent 
and even insidious attack, but the press 
by its very nature is more sensitive to the 
attack and in a unique position to combat 
it publicly. 


@ The economics of newspaper publish- 
ing today intensify the pressures and 
have brought about a situation where the 


publisher must be even more vigilant, 
more sensitive. 

Historically, when any printer with a 
hand press and the desire to espouse a 
cause or right a wrong could publish a 
newspaper, freedom of the press was in 
far less danger than it is now when a tre- 
mendous investment is necessary to sup- 
port a newspaper enterprise. 


s The current economics of the newspa- 
per business impose responsibilities on 
both the large advertiser and the pub- 
lisher. 

The publisher must be fearless and have 
high integrity in safeguarding the rights 
of the press. Advertisers can’t be timid ei- 
ther—budgets of the size we deal with 
can be ulcer producers unless there is 
mutual confidence in product, market, 
and media. 

At the same time, the large advertiser 
must recognize and acknowledge the dan- 
gers in the financial relationship with 
the press, and’ avoid any exploitation of 
that relationship that could be construed 
as endangering freedom of the press. 
News is news, and you appraise that. We 
generally accept your judgment. Ads are 
ads, but frankly, and to a much greater 
extent, we look to you for constructive as- 
sistance—in market analysis, consumer 
buying habits and other phases of sales 
promotion activity. 


s Any intrusion by an advertiser into the 
news gathering and publishing field would 
be as unappropriate as it would be un- 
welcome. 

Again, I mention this idea of freedom 
of the press because I am convinced it is 
basic to the integrity of newspapers. It 
carries with it the responsibility for cou- 
rageous statement of unpopular truths 
and controversial opinions, as well as cur- 
rent factual reporting. 

It carries with it the idea of crusading 
for the type of activities that strengthen 
us in the conduct of our affairs, public 
and private. 

The newspaper that exposes improper 
conduct by a public official is applauded 
by the public and recognized by its com- 
petitors as fulfilling the finest traditions 


Charles H. Kellstadt 


of journalism. 


Newspapers Must Be 
Competitors in Responsibility 

Thus, in a sense, newspapers compete 
for public acceptance by competing in 
responsibility. 

This tradition of competing in responsi- 
bility seems to me to qualify newspapers 
to play a most constructive role in the re- 
lationship between media and advertiser. 
This relationship is currently under re- 
examination as a result of recent disclo- 
sures of a wide variety of practices with 
which you are as familiar as I am. 

In a situation such as this, there is the 
immediate cry for a clean-up. No one can 
disagree that steps should be taken not 
only to eliminate the practices, but also to 
assure that a similar situation does not 
occur in the future. 


® The only question is who is to do the 
cleaning up. There are those who imme- 
diately call for governmental action. Most 
business men would prefer to do their 
own policing. Preservation of freedom of 
the press and freedom in the market 
place are, in my opinion, one and the 
same. And so is integrity, responsibility, 
courage and tenacity to do the job right. 

The point is that good intentions are not 
enough. If business is going to police it- 
self, a policeman has to be appointed— 
someone who will blow the whistle on 
the type of activity that needs to be 
corrected. 

I am not suggesting that newspapers 
serve as a “corporate cop,” but I do be- 
lieve that newspapers are in a unique 
position to enforce the type of advertis- 
ing presentation which best serves the 
interests of the public. 


s What standards should newspapers es- 
tablish for their advertisers? Nothing new 
needs to be created; there are recognized 
standards that need the enforcement that 
can best be provided through newspapers. 

Better Business Bureaus have devel- 
oped standards of advertising practices 
that are soundly based on wide experi- 
ence. 

The Federal Trade Commission has 
laid down a number of rulings that can be 
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helpful in the enforcement of better 
standards. The commission has indicated 
it would prefer cooperation, rather than 
punitive action. 


Bar Advertisers Who Don’t Follow 
Editorial Standard of Accuracy 

In general, it seems to me that, for 
newspapers, the guide should be that ad- 
vertising is informational matter and, as 
such, subject to the same standards of 
accuracy that are applied to other in- 
formational subjects treated in the press. 

But there must be a penalty attached 
to failure to comply with agreed-upon 
standards. Closing the advertising col- 
umns of newspapers to advertisers who 
will not agree to observe reasonable rules 
may seem a severe penalty, but it is a 
realistic one. Most advertisers would fear 
it, but unfortunately most newspapers do 
not enforce it. 

Certainly, it is better for a business to 
advertise in good faith than to mislead 
the public and be forced to run an 
apology and pledge that another infrac- 
tion of commonly accepted rules will not 
occur again. 


= The question can logically be raised, 
“Should this type of control be the duty 
of a newspaper?” 

The answer is “yes.’””’ Why not—in the 
revenue producing columns—as well as 
that of news or editorial? First of all, the 
newspaper has its own integrity to pro- 
tect. Misleading practices of a newspaper 
advertiser have not, as yet, become as- 
sociated with the media itself in the 
public mind. But should the situation re- 
main uncorrected, I do not see how news- 
papers can completely avoid some respon- 


sibility for what they accept as advertis- . 


ing. The acceptance they build and on 
which the advertiser trades, is their most 
valued asset. It is in jeopardy. 

Even if it were possible for the press to 
remain unaffected by the malpractice of 
advertisers, it seems to me that a strong 
case can be made for newspapers to un- 
dertake their portion of this policing task. 


ws As I see it, there is offered here ‘an 
opportunity for newspapers to add a new 
dimension to the responsibility with which 
they have traditionally been charged. 

There is no sound reason for different 
standards to be applied to the accuracy 
of the material that appears in your ad- 
vertising columns than are applied to the 
material appearing in news columns. 

It seems to me that there is adequate 
precedent for the exercise of control over 
what appears in newspapers as advertis- 
ing. 


= Many newspapers refuse to accept cer- 
tain types of advertising because of a 
conviction that the product concerned 
does not serve the public interest. One 
occasionally hears of comic strips or col- 
umns not being used by a paper because 
the content is not, in the editor’s judge- 
ment, accurate. Thus, what is proposed 
is not a major step to take for the news- 
paper—it is a logical extension of editori- 


al judgment to a somewhat broader area. 

Undoubtedly, the question of censorship 
will be raised. Censorship in this in- 
stance is the process of evaluating. In a 
sense, every editor is a censor. He works 
with high standards—with professional 
standards. This tradition, it seems to me, 
makes newspapers the logical agency to 
correct the present state of advertising 
presentation—and (to) prevent a recur- 
rence of the situation. 


# One cannot escape the conviction that 
if advertising were judged as news and 
feature material are apparently judged— 
on the basis of accuracy, adequacy of the 
presentation, value to the reader, and ef- 
fect—there would be an increase in pub- 
lic confidence. The opposite destroys the 
very life of enterprise. 

These steps cannot be regarded as con- 
stituting censorship. This type of intelli- 
gent evaluation by skilled, trained pro- 
fessionals has never been inimical to the 
interests of a free people. 


Why Newspapers Should 
Control Advertising 

In summary, newspapers can be asked 
to accept this responsibility because 
e They have their own integrity to pro- 
tect. 
e They have the enforcing power of pen- 
alty because they control an important 
avenue to the market for the advertiser. 
e The nature of the medium—its perma- 
nent form and intimate relationship with 
each community—builds an image that is 
valuable to both the newspaper and the 
advertiser. 
e Newspaper people possess the skills to 
do an effective job. 


a If the right to evaluate advertising is 
assumed or given, it should not be taken 
lightly. There must be ample justification 
for the penalty that is invoked. 

On the other hand, it is quite conceiv- 
able that the penalties would have to be 
applied rather rarely. 

After all, there is general agreement 
on what is right and proper and what is 
misleading. I don’t recall anyone con- 
nected with the recent revelations claim- 
ing they didn’t know that the things they 
did were wrong. 

In the entire chain of relationships 
there was apparently no one who took a 
stand for the actions that all concerned 
knew to be right. Even when the whole 
method was exposed, the reason for ex- 
posure was personal pique rather than a 
dedication to right values. 


How Palatable? 

This, then, is one of the values of a 
policeman—to serve as a reminder of what 
is right—even if that reminder comes in 
the form of the threat of punishment. 

A final question is this: “How palata- 
ble would this arrangement be to adver- 
tisers?” 

The retail business is one of the most 
competitive fields in an economy based 
on competitive free enterprise. The great- 


The Plans 
Board 


AD-VERSE REACTIONS 


“with charity toward none” 
By Draper Daniels 


Small Indians, come spread your beliefs 
Before the savage, painted chiefs. 

With wild war whoops and mystic dances, 
With tom toms and hypnotic trances, 
They will burn you at the stake 

While pausing for a coffee break. 

They’ll tear six months of work apart 
And stuff the pieces in your heart. 
Then, having spread their share of rue, 
Depart, and leave the work to you. 


Advertising Age, February 22, 1960 


The Creative Man’‘s Corner... 
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copy. 


battle about tire safety?” 


tomers work in the rubber factories. 


RAYONIER ij 
Buried in this distressing mess of an ad is a rather good piece of long body 


Unfortunately, the reader is given no reason in the world to read it. One 
headline printed on a yellow blob adorning one of those trick flaps without 
which no modern magazine is quite complete asks, ‘“What’s behind the big 


Not knowing there was a battle, we couldn’t care less what is behind it. 
It may be the talk of the tire business but we doubt that most of the cus- 


Another headline in big caps reads “TYREX* VS. NYLON.” When you 
fold the flap back you find some small inky smudges of tires. A persistent 
reader of small print can discover that “These prints were made by inking 
the tires of an ordinary passenger car and then lowering the car’s full weight 
onto sheets of paper.” It seems the idea is to dramatize that you need strong 
tires because the whole weight of your car rides the road on little more area 
than is covered by your own two feet. 


This could have been the basis of an interesting ad, although not this one. 


Now at long last we get to the copy which seems to have been written by 
someone who had nothing to do with the rest of the advertisement. It suc- 
ceeds in discussing the merits and demerits of various kinds of tire cords 
and making it sound like a fascinating subject. It attributes virtues to com- 
petitors and hits a modern high for believability. 


Finally, it succeeds in convincing this rather skeptical critic that tires made 
with Tyrex viscose tire cord are the only kind a sensible man would buy. 


Copy such as this deserves high reading. But it is not enough to write good 
copy. It is necessary also to make a good ad. # 


4 


est asset is public acceptance and cus- 
tomer confidence. 

Extreme, or misleading advertising, is 
much more likely to occur in intensely 
competitive situations. However, if the 
same ground rules are applied to all ad- 
vertisers it does not seem to me that 
there would be any lessening of compe- 
tition. 


= I doubt that anyone can argue that re- 
sponsible advertising will hurt any busi- 
ness. 

The whole history of American busi- 
ness bears out the fact that any measure 
which is helpful to the customer will 
serve the individual enterprise well. And 
certainly what is proposed is in the best 
interests of the customer. 


I urge your consideration of playing a 
larger and more responsible part in Amer- 
ican advertising practices. In the course 
of these comments, I have tried to indi- 
cate the newspaper’s stake in a compe- 
tition in responsibility. I believe you owe 
it to your readers, to your advertisers 
and to yourselves to accept this respon- 
sibility. No other agency is better qual- 
ified to take the steps necessary to turn 
a present weakness into a future strength. 

And finally—you want to make news- 
papers the most effective advertising 
medium. We have given evidence that we 
share your opinion of their effectiveness. 
This program will be a big step toward 
doing just that. In 1960—we will be with 
you in so doing—over 60 million dollars 
worth! + 
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JANUARY 1960 CIRCULATION 
PHILADELPHIA DAILY NEWS 


A Gain of 115,763 Circulation in Only Two Years! 


From January 1958 to January 1960, circulation of the PHILADELPHIA 
DAILY NEWS has zoomed from 159,474 to 275,237. All without contests, 


premiums, or giveaways of any kind—accomplished by editorial 
excitement, editorial excellence. 


And under the stewardship of Triangle Publications, Inc., which acquired 
the tabloid DAILY NEWS just two years ago, 


advertising is climbing fast — 
1,425,289 line gain in only one year! 


The most spectacular linage increases have come in those advertising 


categories which interest our young, responsive audience. 


This on-the-scene verdict by readers and advertisers is excellent proof 
that DAILY NEWS vitality, its bonus of a growing circulation, backed 
by local sales strength, give you more for your advertising dollar. 


PHILADELPHIA DAILY 
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The Peeled Eye Department... 


Ads, News Clash on Mainline 


By Dick Neff 
The Playtul Makeup Man 


We don’t know whether the out-of-town 
papers carried the stories about all those 
spicy goings-on up at Yale. But ours did, 
and right next to it they printed an ad by 
the New York Daily News with the head- 
line: “Does Cafe So- 
ciety really have as 
much fun as you?” 
Kind of makes a 
man think. 


... And the 
Playful Type Man 

Colin Dawkins 
called our attention 
recently to a mail- 
ing piece by Fortune 
entitled “How to 
read Fortune in 
Bed,” which identified on each page the 
type in which that page was set. 

Inasmuch as there were a few errors, 
Fortune thoughtfully provided a listing 
of them. For example, the page which 
they had said was set in “24-pt. double- 
snored” type, Fortune pointed out, was 
really 24-pt. double-scored. The facing 
page, appropriately enough, was set in a 
typeface named ALERT. 


Dick Neff 


Wall Signs Dept. 
“Two heads are never better than one 
... they are a deformity.” 


Plug-ola, Old and New 

If you think free plugs on tv are bad, 
you should read this little society item 
which a newspaper ran about 50 years 
ago, and which the Wall Street Journal 
reprinted Aug. 5, 1954, in “Pepper and 
Salt”: 


a “Miss Jennie Jones and Bob Henry 
were married at the Jones Mansion last 
night. The bride is the daughter of Con- 
stable Jones, who has made a good officer 
and will doubtless be reelected this spring. 
He offers a fine horse for sale in another 
column of this issue. 

“The groom runs a grocery store on 
Main Street and is a steady patron of our 
advertising columns. He has a good line 
of bargains in his ad this week. All 
summer, he paid two cents more for 
butter than any other store in town. 

“They were married by the Rev. Josiah 


Butterworth, who last week called at this 
office and gave a nice order for printing. 
He is also going into business and will 
write fire insurance. So say the business 
cards we recently printed for him. 

“Jennie and Bob left on the 10 p.m. 
train for Milwaukee to visit the bride’s 
uncle, who, we understand, has lots of 
money...” 

Our talent scout was Eugene Moore, of 
the advertising, promotion and _ public 
relations department, Armstrong Cork 
Co. 


THE MAN FROM CHARLES W. HOBSON’S 


Every year Charles Hobson executives oni copsweiers 
ad wceduidy Poin vale Gt ane tee They learn about 
customers’ outtovks and shopping habits. They help to keep the thuaking of all 
out eleertiaing in touch wl the realities of setling. 
Our photograph shows account executive W. M. Turnock serving « customer 
im @ forge London gerege bet month. The sory of whet he and other Churtes 
Hobson executives learned first-hend about customers and their habits bs on 
tained in their reports. These are valuable sources of reference fir all our work 
be an advertising syency. 


CHARLES W. HOBSON LIMITED, 12/15 CONDUIT STREET, LONDON W.1, 


Great Minds in the Same Channel? 
Bill Banks was kind enough to share 
this little English import with us. It’s 
from the Dec. 5 Economist. 
We are happy to see they didn’t copy- 
right it. 


How to Un-Price Your Product 

“PRICELESS TREASURE NOW $12.95” 
reads the headline of an ad for an 18th 
century pitcher spotted by Perry Scho- 
field, a New York advertising consultant. 
Copy confirms its pricelessness: “EXCEP- 
TIONAL VALUE!! $12.95 TAX INCL. 
(REG. $21).” 

Says Perry: “Doubtless the copywriter 
is a priceless genius—say, about $—* a 
week!” 

*We shan’t print the unkind figure 
that the usually kindly and lovable Perry 
gave. # : 


Looking at Radio and Television ... 


Frantic Fifties on Television 


By the Eye and Ear Man 


A pretentious hodge-podge called “The 
Fabulous Fifties” has come and gone, but 
the memory stays with us as an advertis- 
ing milestone in the future course of tele- 
vision. 

The show ran two hours, was predom- 
inantly on tape and allegedly cost over 
$1,000,000. According to earliest and not 
necessarily reliable rating reports, the 
program dominated its competition on a 
declining basis, high acceptance in the 
earlier hours and a decreasing lead in the 
later hours. There is little doubt that 
most tv homes sampled the program and 
that included a number of homes that 
would not normally tune in. 


s The critical reviews of the show were 
in general extremely enthusiastic. The 
toughest critics of television accepted ‘the 


vee 


program as “daring, different, imagina- 
tive, a credit to television, etc.” It was 
generally agreed that this was just the 
kind of shot in the arm that television 
needed. 

The tune-in advertising to publicize 
the program was extensive. At least 
$250,000, in one form or another, was 
required to let the people know that a 
blockbuster was planned. 


= The question is did General Electric 
Co. get its money’s worth? The reaction 
of the people is important here and not 
that of the critics. Nobody but the spon- 
sor and his ad agency know, but it is 
possible to assess the credits and debits 
in the case. 

On the credit side, this super show was 
timed to coincide with the introduction 
of the company’s new line of major ap- 
pliances. The well-integrated commer- 


Lou. 


cials (the show itself was very choppy in 
format, but the commercials blended well 
into the show environment) probably got 
into most U. S. tv homes that were tuned 
in that night—that is, each viewing home 
was doubtless exposed to some of the GE 
sell. 


= On the debit side was the declining 
rating curve, which would seem to indi- 
cate that the home viewers weren’t near- 
ly as taken with this disjointed, frenetic, 
loosely strung together program as the 
newspaper tv critics. There was little 
to sustain a mood or to establish the 
kind of warmth and rapport that is gen- 
erally considered so important in the 
presentation of a “company image” tv buy 
of this sort. The fact is this program was 
so lacking in the personal touch that 
many of the performers were not intro- 
duced to the audience. Even the obituary 
section of pictures were flashed on the 
screen without identification—and at a 
rate of speed that made it difficult for 
anybody besides relatives to recognize the 
faces. 

Is this the kind of program that the 
critics want to replace the good honest 
old westerns? This kind of arty-crafty, 
overpriced, overproduced and disorgan- 


Advertising Age, February 22, 1960 


ized entertainment? Television must en- 
courage experimentation and variety in 
its fare, but should a pretentious what- 
is-it be labeled an artistic triumph? The 
danger is that it will become a pattern 
for others to follow. A viewer will look 
once at something new, but he won’t be 
a sucker twice. 

Tape is going to be a great help to 
special programs—no doubt about it. “The 
Fabulous Fifties” proved that. But tech- 
nical improvements need discipline. Let’s 
hope that future super productions resist 
the temptation to overproduce. And, gee 
whiz—let’s get introduced to the talent. 
Even good old Ed Sullivan knows the im- 
portance of doing that. + 


BIZ Quiz 


(A) New Yorker 


2. Percentage of homes with color sets is 
(A) 1% (B) 5% 
(A) Radio (B) Refrigerator 
(A) Even (B) 2 to 1 
(A) 9,000,000 (B) 21,000,000 


(A) Cigarets 


(A) 40% (B) 60% 


(A) Food (B) Apparel 
(A) 100 (B) 200 


clothing and transportation? 

(A) 60% (B) 75% 
(A) California (B) Michigan 
(A) Napkins (B) Towels 
(A) 18 (B) 20 


to increase by another 
(A) 34,000,000 


(A) Remained static 

(A) 7 (B) 70 
17. Nation's No. 1 defense contractor is 

(A) General Dynamics 

(A) Britain (B) Italy 


cash transaction as follows: 


Compiled by Lester Leber 


Contributions to this department will be welcome. Answers on Page 73. 


1. Magazine that carried the lorgest number of advertising pages last year was 
(B) Business Week 


(c) 10% 
3. Electrical appliance in the largest number of homes is 


4. In food store sales the ratio of major advertised brands to competing products is 
(C) 3 to 1 


5. In a year, the number of Americans who change place of residence is 


6. Although smoking soared to new heights last year, one of these categories declined 
(B) Smoking Tobacco 


7. Of shares traded on the New York Stock Exchange the number that sold for more at the 
end of 1959 than at the beginning constituted 

(Cc) 80% 

8. Over 10,000 new chain stores were opened last year. The most active field was 


9. In billions of dollars total retail sales for 1959 reached 
(c) 300 


10. How much of today’s economy is accounted for by these four items: food, housing, 


(c) 90% 
11. State with greatest number of outboard motors in use is 


12. Among paper products, the item with largest volume is 


(C) Bathroom tissue 


13. Median age at which women are now marrying is 
(c) 22 


14. During the Fifties our population grew by 25 million. During the Sixties it is expected 


(B) 44,000,000 


15. Compared with 1939 the number of Americans living on farms has 
(B) Increased one third 


16. In Japan it takes 900 man-hours to grow an acre of rice. In the United States it takes 
(c) 700 


(B) General Electric 
18. Country most visited by American tourists is 


(C) France 


19. In restaurants the average tab charged through a credit card compares with the average 


(A) About the same (B) 10% more (C) 20% more 
20. The trucking industry's share of total freight haulage has risen to 
(A) 20% (B) 40% (C) 60% 


lester Leber 


(C) Life 


(C) TV Set 


(D) Washing Machine 


(C) 34,000,000 


(C) Cigars 


(C) Drug (D) Variety 


(C) New York 


(D) Facial tissue 


(C) 54,000,000 


(C) Dropped one third 


(C) General Motors 
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WALLS... 3 — 


contractors, engineers, designers and architects in every corner of the nation. It 


had to go on the press again and again in order to keep up with reprint requests. 
ring News Record It was used” as the subject of editorials in other magazines in the industry And it 
just skim the surface and weren't even halted plans of a multi-million dotler skyscraper, pending reviswn of spect 

‘aid te ster ew Th hecked into the problems thin well buildings fications to EN-R recommendations 
fe encountering from) coust io coast. Queried building owners and tenants. Engineering News-Record’s curtain wall article is an example of outstanding 
1 esthetic effects against practical problems. Compared heating and cool business magazine journalism, the type regularly provided by EN-R’s steff 
costs. Compiled data on leakage, maintenance, condensation, sunlight, rainfall, of some 200 editors, reporters and correspondents in the U.S. and throughout 
jor, etc. And ended up with a step-by-step guide on how to avoid some of the the world. No wonder almost « quarter of a million readers——the largest, most 

ommen pitialls curtam wall constructors were running mto. 


powerful audience of construction men ever assembled by a magazine— depend 
The article quickly became a reference jnece. It sparked comments from top 


on Engineering News-Record every week! 


ENGINEERING 


: You sei! the men who build America through ENGINEERIY preg gmc 
A MeGRAW-HILL PUBLICATIO NEWS RECORD Be ol Pe 


330 West 42nd St., New York 36, N.Y. 
LOngacre 4.3000 


See 


eeeby letter, phone call and tear sheet 


An ad manager's dream: reader reaction to an ad that was not planned to 
evoke direct response! This is the enviable situation Don Robertson, advertis- 
ing sales manager of Engineering News-Record, a leading publication serving 
the building and construction industry, found himself in recently when he 
ran a page in Advertising Age. Titled “Behind those Curtain Walls,” the ad 
told of the response to an editorial item that had appeared in EN-R. This ad, 
as inserted in Ad Age, did not offer a reprint of the article. No direct response 
was expected from it. Naturally, Mr. Robertson’s surprise continued to grow 
as he received request after request —by letter, phone and even the tear 

sheet of the ad as shown above — for reprints of the article. As Mr. Robertson 

puts it in his letter, “And best of all, the requests were almost entirely from 


the advertising people we want to reach inour ads.” As we said: An ad 
manager's dream! 


Mr, David S. Cleary 
Advertising a 
630 Third Avenu 
New York, New York 
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Donald S. Robertson 
Advertising Sales Manager 


If you want to reach the right people in your market—the 
activators, influencers and decision-makers—look to Ad Age, 
the National Newspaper of Marketing. Over 47,000 paid 
subscribers, the greatest concentration of advertising and 
marketing men ever assembled, are available every week 


for your market message. Look to Ad Age for action and 
reaction! 
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Tips for the Production Man... 
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BORDERS FOR DESIGN RELIEF—Examples A, B and C provide a sampling of possible com- 

binations of borders with display headings; D, from Nation’s Business, illustrates a 

conventional box heading treated in unconventional style; in E, a heavy, three-sided 

box highlights the text; F illustrates an accumulation of border pieces into a single 

dramatic unit, and G, from Redbook, calls upon border pieces to break up a semi- 
tabular listing. 


Try Interesting Border Designs 
to Enhance Your Presentation 


Emilio nn. 
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By Kenneth B. Butler 


Illustrative highlights are not always 
available when you want them. Particular- 
ly this is true of editorial presentation, but 
it is also often the case in the assembling 
of advertising display, programs, cards and 
mailing pieces. 

It is not, however, necessary to wave the 
white flag of surrender. The use of inter- 
esting borders and rules can very often 
serve as fascinating substitution. 

It sometimes seems to me that we 
become so accustomed to seeing borders 
assembled in drab, listless four-sided 
boxes that we have been blinded to the 
wonderful potential therein. 


® As a starter, let’s examine the box it- 
self. Who says that it has to be four- 
sided, or, for that matter, that it must be 
positioned at the exterior-most sides of the 
occupied area? 

There is something provocative about 
the three-sided box, either surrounding 
the entire area or offset to enclose only 
a portion of the content. 

But perhaps you’re looking for some- 
thing a little more solid than a box. Why 
not an accumulated mass of printers’ 
rules—all in the same style or in a varie- 
ty of harmonious styles? Such an accum- 
ulation can often provide the impact 


es telaaaes 


ordinarily associated with an illustration 
of the same size, despite lack of subject 
matter. 

Selection of interesting border designs 
can do much to enhance the presenta- 
tion. I am not suggesting employment 


of heavy-handed complicated borders, al- 


though even these can sometimes pro- 


duce some interesting effects. I am, how- 
ever, 


recommending that you eschew 


Salesense in Advertising ... 


nourishment a dozen cups 


Jottings From 


By James D. Woolf 


Creative Consultant 


One great secret of the success of one 
of the greatest copywriters and all-around 
advertising men in the U.S.A. can be 
summed up in a word of eight letters. 

That word is tenacity. 

Given the germ of 
an idea for, say, a 
headline, he will la- 
bor over it unremit- 
tingly until he feels 
he has achieved per- 
fection—or as close 
to perfection as he 
believes is humanly 
possible. I once 
knew him to perse- 
vere over a headline 
for 20 consecutive 
hours, his only 
of coffee. 
During this long period of creative agony 
he must have written and discarded at 
least a hundred headlines, many of which 
would have been satisfactory to a less 
tenacious copywriter. And I have known 
him to reject 50 or more rough layouts, 
over a period of a week or two, before he 
felt something approaching perfection had 
been achieved. 

Outstanding 


James D. Woolf 


advertising is seldom 


achieved in a hurry, at least not by this 


superlative artist. — 
* + + 


Advertising is at its best when it pro- 
vides the consumer with useful informa- 
tion. I have a notion that “How to” are 


On the Merchandising Front... 


Advertising Age, February 22, 1960 


weak parallel rules or others of similar 
senility. 

Even a row of tiny squares and cir- 
cles will prove far more potent. And 
Linotype, Intertype, Monotype, and Lud- 
low all have large assortments from 
which to choose, should you not wish to 
invest in some of the lovely designs 
available from handset type manufac- 
turers. # 


My Notebook 


the most potent two words in the lexicon 
of advertising. 
* + * 


Idling in the lounge car of the Super 
Chief the other day, I noticed two women 
thumb through a current copy of the 
Ladies’ Home Journal. I noticed that they 
paid a great deal of attention to the 
advertising and discussed several pages 
with obvious interest. The fact is that 
the American people like advertising, a 
proposition which has been proved by 
the Reader’s Digest. But this does not 
mean that they approve and put their 
trust in advertising that is misleading and 
fraudulent. Despite the current scandals, 
advertising has the public on its side if it 
will give them a fair deal. 

* * oo 

It constantly astonishes me to note 
how few advertisers include a money- 
back guarantee in their copy. I have made 
a number of comparative tests and I 
find that the inclusion of a guarantee 
invariably increases pulling power, some- 
times as much as 50%. 

* * * 


There are far too many adjectives and 
adverbs in most advertising copy and in 
sales talks by salesmen. 

ca * * 


Thought-provoking is this observation 
by Sydney J. Harris: “My theory is that 
people do not know what they want— 
until it is given to them. We are all 
bundles of vague and conflicting appe- 
tites, and the only thing certain is that 
there can be no certainty in predicting 
the popularity of anything.” + 


Will Factory-Financing of Dealer 
Inventory Spread? 


By E. B. Weiss 


Financial authorities appear to agree 
that so long as our economy moves to 
higher levels, or even so long as it re- 
mains on a high plateau, we will be faced 
with tight money conditions more often 
than otherwise. 

As a consequence, 
it appears likely that 
a spreading variety 
of industries. will 
turn to various 
forms of factory-fi- 
nancing of the deal- 
er’s inventory. This 
could turn out to be 
a merchandising de- 
velopment of great 
importance for the 
very simple reason 
that the manufacturer best able to fi- 
nance his dealers will enjoy a distinct 
competitive edge. (Incidentally, while at 
the moment this factory financing is con- 


E. B. Weiss 


AV: 
f 


sidered to be a big-ticket program, tight 
money may encourage its spread into mer- 
chandise lines that are far removed from 
the big-ticket classification.) 

In any event, it would be well for 
merchandise executives in many mer- 
chandise classifications to study carefully 
what is now happening in tv-appliances 
(and it might be noted here that what 
has developed in this regard in tv-appli- 
ances was unquestionably stimulated by 
related credit developments in automo- 
biles where each of the Big Three now 
has financing subsidaries) . 


= In tv-appliances, the program is gen- 
erally called “floor plan credit.” However, 
it is not limited to dealer floor stock; it 
includes total dealer inventory. 

Under this factory financing program, 
the general procedure is somewhat as 
follows: 

1. When a dealer orders from a distrib- 
utor, the dealer makes a 10% down 
payment. 
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...at little more 
than the cost of 
black and white 


The idea is catching on. More and more, printers and 
advertisers are using colored ink on colored paper to 
get a pleasing, eye-catching effect with only one 
press impression. 


The added cost is negligible. Colored inks cost only 
a little more than black inks; colored papers cost 


only a little more than white papers of equal quality. 
So here’s an idea which, when applied to any press 
run, long or short, can result in great economy, 
actually giving a two-color* effect with one-color 
printing. 
Ask your nearby merchant (see other side) for 
samples of Beckett colored papers. 


*A multi-color effect can be secured by screening cer- 
Make your next one-color job a tain areas as we have done in our illustration. 


two-color production by printing 
with colored ink on one of the 


many beautiful colored papers in THE BECKETT PAPER ada 


the Beckett line. > ee | GE a es oe Co. -4 
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THESE LEADING MERCHANTS SELL BECKETT PAPERS 


ALABAMA MARYLAND 
Graham Paper Company Birmingham The Barton, Duer & Koch Paper Co. 
Sloan Paper Company : Birmingh Stanford Paper Company........ 
Partin Paper Company . _ Mobile 


OKLAHOMA 
Graham Paper Company.. 
Paper Company 


. Baltimore 
_ Baltimore Beene 


OREGON 
West Coast Paper Company............ 


MASSACHUSETTS 
Carter Rice Storrs & Bement, Inc. . 
Lindenmeyer Paper Co., Inc. ‘ 
Carter Rice Storrs & Bement, Inc. 
Carter Rice Storrs & Bement, Inc. 


ARIZONA 
Butler Paper Company 
Graham Paper Company... 
Graham Paper Company 


made Boston 


Boston 
——— 
Worcester 


PENNSYLVANIA 
Garrett-Buchanan Company 
Lehigh Valley Paper Corporation 
The Alling & Cory Company 
Bock Paper Company... 
Garrett-Buchanan Company . 

Grand Rapids Garrett-Buchanan Company 

wine Company... Jac D. L. Ward Compan 

The Alling & Cory Company 

The Chatfield & Woods Co. of Pa.... 

Garrett-Buchanan Company 

Elm Paper Company 


MICHIGAN 
Butler Paper Company 
The Union Paper & Twine Company 
Central Michigan 4 Company 
The Union Paper & 


ARKANSAS 


. ‘ t Lancaster 
Roach Paper Company Little Rock Sows Philadelphia 
Philadelphia 

Pittsburgh 


. Pittsburgh 
R 


CALIFORNIA 


Butler Paper Company 
Butler Paper Company 
Butler Paper Company . 
Pacific Coast Paper Company 


MINNESOTA 
John Boshart Paper Company. 
Butler Paper Company 
Graham 5 ~ Company 
Inter-City Paper Company 
Paper Supply Company 
Inter-City Paper Company 


Long Beach 
Los Angeles 
San Diego 
San Francisco 


. Duluth 

. Minneapolis 
Minneapolis 
Minneapolis 

_. Minneapolis 
St. Pau! 


RHODE ISLAND 


Carter Rice Storrs & Bement, Inc... .. 
COLORADO 
Butler Paper Company... 
Graham Paper Company 
Butler Paper Company 


. Denver 
Denver 
. Pueblo 


SOUTH CAROLINA 


MISSISSIPPI Palmetto Paper Company 


Graham Paper Company ... Jackson 


SOUTH DAKOTA 


Sioux Falls Paper Company 
Western Newspaper Union 


CONNECTICUT 


Carter Rice Storrs & Bement, Inc. 
Henry Lindenmeyr & Sons 
Carter Rice Storrs ; Bement, Inc. 
Henry Lindenmeyr & Sons 


MISSOURI 


Butler Paper Company 
Graham Paper Company 
Butler Paper Company 
Graham Paper Company 
Butler Paper Company 


Sioux Falls 


Hartford Sioux Falls 


Hartford 
New Haven 
New Haven 


Kansas City 
Kansas City 
St. Louis 
St. Louis 
. Springfield 


TENNESSEE 


Graham Paper Company 

Sloan Paper Company 

The Cincinnati Cordage & Paper Co. . 
Graham -Paper Company 

Graham Paper Company 

Graham Paper Company 


DISTRICT OF COLUMBIA 
Stanford Paper Company 
The Barton, Duer & Koch Paper Company 


. Knoxville 
. Knoxville 


Nashville 


MONTANA 
Western Newspaper Union 
Yellowstone Paper Company........ 
Ward Thompson Paper Company 


Billings 
. Billings 
tte 
FLORIDA 
Jacksonville Paper Company. 
Evergiade Paper Company 
Central Paper Company 
Capital Paper Company... 
Tampa Paper Company. 


Jacksonville 
Miami 
Orlando 
Tallahassee 
Tampa 


TEXAS 


Graham Paper Company 
Southwestern Paper Company 
Graham Paper Company 
Southwestern Pa 

Graham Paper 

Southwestern Pa 

Graham Paper mpany 
Graham Paper Company 


NEBRASKA 


Western Newspa; 
Western Paper 


NEW JERSEY 


GEORGIA Henry Lindenmeyr & Sons.... 
Sloan Paper Company 
Macon Paper Company... . 


Atlantic Paper Company ‘ 


Hillside 
Atlanta 
sae = NEW MEXICO 
Butler Paper Company 
Graham Paper Com 


UTAH 
Western Newspaper Union 


VIRGINIA 


Albuquerque 
ILLINOIS areata 
J. W. Butler Paper Company........ 
James White Paper Company... . 

J. W. Butler Paper Company....... 


. Chicago 
. Chicago 
. Peoria 


NEW YORK line fe a , 
The Hudson Valley Paper Company....... ie Paper Company, inc 
The Alling & Cory Company... B. W. Wilson Paper Company 


The Union Paper & Twine Company. ... 
The Alling & by Company New Y WASHINGTON 
a West Coast Paper Com 


Miller & Wright Paper Company pany 
Division of The Alling & Cory Co. New York City Independent Paper Company 
Allied Paper Company 


INDIANA 


Butler Paper Company 

C. P. Lesh Paper Company 
Butler Paper Company 

The Central Ohio Paper Company 
The Chatfield Paper Corporation 
C. P. Lesh Paper Company 
Mid-States Paper Company 


Evansville 
Evansville 

Ft. Wayne 
Indianapolis 
Indianapolis 

. . Indianapolis 
Terre Haute 


Bulkley, Dunton & Company New York City 
Henry Lindenmeyr & Sons........ New York City 
Marquardt & Company, Inc. New York City 
Nelson-Whitehead Paper Corp... . 

The Alling & Cory Company 


The Alling & Cory Co The Cincinnati EEE & Paper Co.. 
1OWA Troy Paper Corporation 


The Alling & Cory Company 

‘, & 4 Paper Company f Weeds . 
Weber Paper ——. _. Dubuque NORTH CAROLINA Steen-Macek Company ... 
Western Newspaper Union Sioux City Henley Paper Company Standard Paper Company . 

Caskie Paper Company, Inc.......... P 
Charlotte Paper Company 
Henley Paper Company High Point 
Raleigh Paper Company Raleigh 


WEST a tis 
Copco Papers. 


KANSAS 


Butler Pa 


r Company 
Graham 


EXPORT AGENTS: 
‘aper Company. Bulkley, Dunton Paper Co., S.A....New York City 
oe Paper Corporation, S.A...New York 
illeb 
Castex Paper Export Co 
Pamco Incorporated 


NORTH DAKOTA 


KENTUCKY Western Newspaper Union 


Graham Paper Company 
Louisville Paper & Mfg. 
Rowland Paper Company 


hanienihe 
. Loursville 
Louisville OHIO 


Cincinnati CANADIAN AGENTS: 


LOUISIANA 


Butler Paper Company 
Graham Paper Company 
Western Newspaper Union 


MAINE 


Carter, Rice & Company Corporation 


This is BECKETT OFFSET, Green, Wove, 


The Chatfield Paper Corporation 
The Cincinnati Cordage & Paper Co. 


The Diem & Wing Paper Company... 


The Whitaker Paper Company 
The Central Ohio Pa 


lf Company ie 


. Cincinnati 
Cincinnati 
Cincinnati 

’ Pome 


T. B. Little Papers, Ltd 
Whyte-Hooke Papers, Ltd.. 


The Union Paper & Twine C 
The Central Ohio Paper Company. . 
The Central Ohio Paper Company 


The Cincinnati Cordage & Paper Co 


The Central Ohio Paper 


Coast Paper Company, Ltd..... 


Wilson-Munroe Company, Ltd... 


Montreal, 
McFarlane Son & Hodgson, Ltd. . Montreal, 


Toronto, Ontario 
.Vancouver, B. C 


Mid-West Paper Sales, Ltd... Winnipeg, Manitoba 


Smith, Davidson & a Ltd 


Vellum Finish, 7O Ib. 
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2. As the inventory is sold—piece by 
piece—the dealer must pay for it. 

3. Within 90 days, sold or not, 
payment must be made by the dealer. 

4. The dealer really does not own the 
inventory. He does not own it until he 
both sells and pays for it. (And the law 
makes it a felony if the dealer makes a 
sale and does not remit promptly.) 

5. The usual interest charge is 1%% 
for the 90 day term. 


full 


= 6. Factory, distributor and dealer each 
pay % of 1%. (Frequently, the dis- 
tributor assumes the dealer’s contribu- 
tion; thus the distributor offers “free” 
financing to the dealer.) 

7. If in 90 days the inventory is not 
moved, the dealer renegotiates the loan, 
usually by making another 10% payment 
and paying % of 1% on the outstanding 
balance. 

8. Under this plan, a dealer usually 
can obtain two to three times the credit 
that would be available from a distribu- 
tor on open account. (Therefore, a dealer 
buying, say, three lines, may be able to 
acquire six times the inventory available 
on open account, and even nine times 
that total.) 

9. Clearly, when a dealer places a 
larger order he may obtain a larger dis- 
count. 


#10. The plan may also tie a dealer 
closer to a distributor. 

11. The distributor’s salesman checks 
the dealer’s inventory to determine 
whether all sold merchandise has been 
reported. (This may be a weak link be- 
cause salesmen notoriously hate to report 
any delinquency by their accounts.) 

12. If the dealer fails with merchandise 
bought on open account, the distributor 
becomes simply another creditor. But 
under this plan, the distributor simply 
replevins the inventory. 

13. It tends to discourage the dealer 
from selling merchandise bought on open 
account and using that money to pay 
another distributor. 

In tv-appliances, the major corpora- 
tions now have financing subsidiaries. 
This includes RCA Victor, RCA Whirl- 
pool, Frigidaire, General Electric, West- 
inghouse, Admiral, Philco, Kelvinator, 
Norge. It is obvious that when one manu- 
facturer adopts a program of this kind, 
competitors are compelled to follow suit. 

It should be pointed out that with so 
many manufacturers developing gigantic 
lines, thoroughly diversified, this type of 
financing program could be a potent fac- 
tor in turning dealers into one-line deal- 


ART & COPY 


yore” BEAT “acc RIGHT... 
“UP” wor “Nik! 


» 
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ers. It should also be pointed out that 
this financing plan brings manufacturers 
still closer to taking over the total retail 
function. And that, finally, may ultimate- 
ly encourage still more manufacturers to 
go into retailing themselves, or to make 
still closer affiliations which will bring 
both distributors (or wholesalers) and 
retailers under one corporate roof. 


s As I started out by saying, tight money 
promises to be with us for a long, long, 
time. Giant corporations either have, or 
have acces to money. Now they know 
that their financial power can be brought 
into the realm of marketing in an ex- 
traordinarily potent way. So prepare for 
more factory financing of dealer inven- 
tory in more merchandise classifications. 

It is possible that the expansion of this 
concept will continue to take place pri- 
marily in big-ticket merchandise; perhaps 
furniture, rugs, etc., will be adapting some 
such program to the requirements of 
these classifications. But I believe factory 
financing of distributors and of dealers 
will spread to many other classifications 
for the very reasons I have already listed 
plus one more reason, namely, the enor- 
mous spread of credit retailing. Practical- 
ly all retailers are offering credit—and 
this means they will have a growing need 
for factory financing. # 


What They Were Saying 25 Years Ago... 


T. Swann Harding, chemist, in his new 
book, “The Popular Practice of Fraud” 
(AA, Feb. 23, 1935): 

“In this country worthless products are 
too often literally forced upon the gulli- 
ble by conditioning them, through ad- 
vertising, to believe in their value and to 
desire them.” 


Advertising Age, in an editorial (AA, 
Feb. 16, 1935): 

“A remarkable tribute to the power of 
advertising is constantly paid by those 
enthusiastic critics who insist that dis- 
honest advertising separates the public 
successfully and continuously from large 
sums of money. Poor advertising almost 
invariably carries its own penalty and 
corrective in the form of inadequate re- 
sults. Products which are badly adver- 
tised, with blatant claims unsupported 
by facts and experience, are quickly put 
at a competitive disadvantage as the pub- 
lic registers its disapproval in ways no 
manufacturer can mistake.” 


E. H. Harris, publisher of the Paladi- 


um-Item, Richmond, Ind., and chairman 
of Inland Daily Press Assn.’s press-radio 
relations committee, in a committee re- 
port (AA, Feb. 23, 1935): 

“Recently there has been a disturbing 
development. Large department stores 
have purchased a news service from an 
anti-newspaper news agency, and they 
have broadcast this news service direct 
from their stores. The radio station has 
no control over this news. The editing of 
the news, therefore, is in the hands of 
the advertiser.” 


Ralph D. Allum, assistant to the presi- 
dent, Lord & Thomas, in an Advertising 
Age interview (Feb. 16, 1935): 

“We have found that it is very easy to 
think of a great many questions to be 
answered by research, but that the mis- 
take most frequently made is to find, 
only too often, that much of this informa- 
tion is academic. The value that we at- 
tach to research is determined entirely 
by what we are going to do with the in- 
formation when we get it.” 
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Learning from the Retail Ads... 


The ‘Nothing but Layout Counts’ Ad 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


Wanna buy a clothes-line? This one is 
sentenced to hang. Maybe you can hang 
it yourself. 

This is a good bad example of “art” 
in so-called advertising, instead of “sell.” 
Don’t take the time to find out what the 
ad’s about. I’ve already done that for you. 
No use our both wasting our time. It’s not 
to sell clotheslines. It’s to sell women 
readers, presumably, on wanting a gas 
dryer, presumably, and to get them to 
ask their dealers about it. 


= As an abstract matter this is a nice 
layout. As a layout to communicate a 
story to readers through the elements 
the ad contains, it is as sharp as a mill- 
stone, and as bright as a coal mine. Many 
layout artists will hate me for these 
words. But layout artists who are at the 
same time professional advertising people 
will get the point and agree. 

A layout is a graphic plan for the ele- 
ments of an ad by gradation and sequence 
for purposes of most effective communi- 
cation. The only reason a layout artist is 
ever worth his salt is because he knows 
better than copywriters or any other ad 
people how to “make” people follow his 
layout for easiest possible absorption of 
the advertising-selling story. 


= Here, layout has no concern whatever 
for that. If you read the layout normally, 
you read first: “Sentenced to hang.” Then 
you are expected to begin at the top of 
the left hand side which means up-track- 
ing. Up-tracking is not normal. We are 
taught from the time we are very young 
to start at the top and read down. 

If you do start there and read down 
you soon come to: “. . . The modern, easy 
way to dry clothes is with ARE YOU an 
automatic GAS dryer.” Bucked off the 
track, you then realize the headline is 


1S 9 TIMES CHEAPER 
THAN ELECTRIC. 1 


SENTENCED To 


HANG 


Broun WASHING ON AM OLD-FASHIONED CLOTHES LINE 


ASK YOUR GAS DRYER DEALER ABOUT THE FREE HOME TRIAL PLAN! 


divided by the heading. So is the copy. 
This is a device of a creative man, not 
an adman. 

Or after reading “Sentenced to Hang,” 
which cries: “Read me first,’”” maybe your 
eye is attracted across the line to “Are 
You,” which again is senseless. And then 
you are still expected to jump to the top 
of the type. 


s This is the kind of ad that is likely to 
win a prize for extraordinary merit at 
some convention. The committee of 
judges? Admen from the industry, who 
probably create the same kind of ads. 

Is it worse for me to be ruthless with 
such an ad as this, than it is for ad 
creators to be ruthless in the waste of 
their companies’ money, and with the 
semi-profession of advertising, and with 
the country’s economy? Almost any ad 
person can learn better than this if he is 
literate. I think consumers—men and 
women who face the world and its day- 
to-day affairs of life and living—must be 
fed up with dishonest advertising, and 
coy advertising, and circuitous advertis- 
ing, and creative advertising that knows 


nothing of the part real ads can play in 
the world. # 


BIZ QUIZ 


Answers to the questions on Page 68 


1. (A) New Yorker led with 5,054 pages. Busi- 
ness Week had 4,701. Life totaled 3,663. (In 
dollar revenue, Life was first with 134,000,- 
000. The other two were just above the 18,- 
000,000 mark.) 


2. (A) There are about 50,000,000 b&w tv 
homes and about 500,000 color-set domi- 
ciles. 


3. (B) Saturation figures for wired homes 
are: refrigerators 97.7%, radios 96.3%, 
washers 90.9%, tv 89%. 


4. (C) 38 food store commodity groups have 
been under observation by Nielsen since 
1951. Major brands account for about 75% 
of sales with the remainder going to sec- 
tional brands, private labels and distribu- 
tors’ brands. 


5. (C) Between March 1955 and March 1956, 
34,000,000, or 21%, of the civilian popula- 
tion over the age of one year moved their 
homes. 


(B) Pipe tobacco sales were slightly below 
1958, although above any other recent year. 
Cigar volume was the highest since World 
War II, cigaret consumption the biggest 
ever. 


wv 


. (B) rose and 413 fell. 100 issues jumped 
50% or more. 


8. (A) New units opened in 1959 were 2,700 
for food, 700 for drugs, 670 for variety mer- 
chandise, 600 for apparel. 


(B) Retail sales attained a record high of 


$215.6 billion, about 8% above 1958. 


10. (B) A generation ago almost all of the av- 
erage family’s income was spent on these 
four items. 


11. (C) Empire State leads with 514,000. Michi- 
ganders own 407,000 and California ac- 
counts for 357,000. 


12. (C) In millions of dollars toilet paper leads 
— 261. Facials: 165. Napkins: 64. Towels: 


13. (B) Census Bureau says it’s 20 years 2% 
months, youngest in our history. Median 
for new husbands is 22 years 4 months. 


14. (A) And that’s adding the equivalent of the 
total present population of Australia, Can- 
ada and Cuba. 


15. (C) There are now about 21,000,000 persons 
living on farms as against 31,000,000 in the 
late '30s. 


16. (A) Through the miracle of mechanical har- 
vestry an American rice farm can pile up 
3,000 bags a day. 


17. (A) The Pentagon announced that General 
Dynamics was its biggest supplier last 
year, followed by Boeing, North American 
Aviation and General Electric. General 
Motors was not among the top ten. 


18. (C) More than a million Americans trav- 
elled to foreign lands last year. France was 
their favorite with Britain second and 
Italy third. 


19. (C) Restaurant Management states that the 


charge patron spends 20% to 25% more than 
the cash customer. 


20. (A) Last year the truckers accounted for 
290 billion ton miles, making continued 
inroads into railroad volume. It was a 20% 
jump over 1958. 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Raymond Rubicam Sets the Record Straight on 
Pall Mall; Credits Slogan to Whittier. Not Hill 


To the Editor: Your story of the 
advertising history of Pall Mall 
(AA, Feb. 1) was in error in stat- 
ing that the long-used slogan, “Pall 
Mall travels the smoke further,” 
was originated by George Wash- 
ington Hill when the Pall Mall ac- 
count was with Young & Rubicam. 
The fact is that the phrase was 
originated by Roy Whittier, then 
the number one creative man of 
Y&R. I remember well the occasion 
of its presentation to Mr. Hill. 


As Whit wrote the phrase the) 


wording was “The smoke travels 


feel that when George W. Hill was 
added to the innate and unavoid- 
able difficulties of the business, the 
‘mix’? was too much to take except 
in case of stark necessity. 

That necessity we did not have. 
In our case we had a strong list of 
clients—and knew we could ac- 
quire others—for whom we could 
do advertising at least as effective 
as any that Hill would let us do, 
and we could do it without the pain 
of working for a man whose repu- 
tation for ability was derived, in 
|my opinion, at least as much from 


further,” which Mr. Hill changed|his temperamental originality as 
to “Travels the smoke further.’”| from his creative originality. 


Whit and the agency recognized 
this as an improvement; but the 
fact remains that the idea, the 
principal wording, and the initia- 
tion were Young & Rubicam’s by 
way of Whittier. 

In your story you illustrate and 
describe the magazine campaign in 
which military men were pictured 
comparing the lengths of cigarets, 
but you do not identify the agency 
whose work this was. For whatever 
the fact may be worth, this cam- 
paign was originated and written 
by Charlie Feldman, then a Y&R 
copy man and now the agency’s 
creative head. 

You also say in your story that 
“Young & Rubicam, which ac- 
quired the account in 1939, gave 
way in 1940 to Ruthrauff & 
Ryan...” This is in error in two 
respects: Y&R acquired the account 
Aug. 30, 1938, and resigned it Jan. 
16, 1941, according to Y&R’s rec- 
ords. Your statement that the agen- 
cy “gave way” to Ruthrauff & Ryan 
is somewhat misleading in view of 
the resignation. 

Later in your story you indicate 
in passing that Young & Rubicam 
resigned the account. Y&R did re- 
sign, on Jan. 16, 1941, not only Pall 
Mall, but Half & Half pipe tobacco 
and the cigar accounts of American 
Tobacco Co. This was done by me 
personally for what I believed to 
be the best interests of the agency. 

Most of us in Y&R had come to 


Our decision to resign from serv- 
ice to the American Tobacco Com- 
pany was accompanied by consid- 
erable regret that we would no 
longer be associated with a num- 
ber of people there, including the 
present president of the company, 
Paul Hahn. 

Raymond Rubicam, 
Scottsdale, Ariz. 


To the Editor: As a one-time 
promotional ambassador for Amer- 
ican Tobacco Co., now employed 
in the noble order of monarchi- 
al copywriting ballyhooers, your 
timely (and tasty) article on the 
successful advertising campaign of 
Pall Mall cigarets naturally 
aroused my deepest interests... 

Let’s face it...the success of 
Pall Mall does not lie chiefly in the 
consistency of its advertising cam- 
paign, but in the over-satiated cam- 
paigns of its competitors, along 
with the apathy of the American 
public. True, the silver salver may 
have souped up sales, but the abun- 
dant, ailing advertisements of Pall 
Mall’s competitors who neglected to 
read the writing on the wall, sig- 
nificantly contributed to its para- 
mount position today. 


Donald C. Lavins, 
Copywriter, NEGEA Service 


Corp., Cambridge, Mass. 


AA's Pulling Power Is 
Tremendous, Readers Discover 

To the Editor: Anyone who 
doubts the readership of ADVERTIS- 
ING AGE should be interested in the 
following data on response of your 
readers to Mrs. Kalep’s request 
for their old Christmas cards, as 
per her “Voice of the Advertiser” 
letter (AA, Dec. 28): 


Through Feb. 1, 1960, boxes 
of cards received from 363 dif- 
ferent sources. 

Estimated over 50,000 cards in 
these boxes . . . so many and 
many so big, it was necessary for 
Mrs. Kalep and me to explain 
the project to postal officials 
who thought we had started a 
“racket,” as no one in Chatta- 
nooga has ever received such 
volume of mail over such a pe- 
riod of time, and we still have 
foreign countries to come! 

Mrs. Kalep had to get Mrs. 
Stanard, me and others to help 
her open and sort .. . It may be 
required that we organize a spe- 
cial club to prepare the cards 
for intended purposes .. . Mrs. 
Stanard and I can hardly get in 
our home for Christmas cards 
being sorted, and my office looks 
like the post office a week be- 
fore Christmas. 

But it has all been a very worth 
while experience and a great many 
children (plus aged adults who 
will help Elvy with the project) 
will get endless pleasure .. . In 
time Elvy and her assistants hope 
to give a personal acknowledge- 
ment to each one who sent cards 
... agency office boys to chairmen 
of the board. Unfortunately, many 


were sent with only a street num- 
ber for return address or no return 
address at all. 
John D. Stanard, 
Editor, Tennessee Grocer & 
Food Field, Chattanooga. 
* 


To the Editor: In using my pic- 
ture in a recent advertisement for 
ABP which appeared as a two page 
spread in the Jan. 18 issue of 
ADVERTISING AGE, I was not re- 


quested to give a report on how 


Cartoonists’ Jibes at Admen Are Good Fun but Pique This Adman 


To the Editor: What with all the 
alert hounds of the ad world bay- 
ing after the creators of “Mark 
Trail” and “Orphan Annie” and 
others who give admen wretched 
treatment in the comic strips, I’m 
a little surprised no one has com- 
mented on a new dandy, “Sir Bag- 


eT in 

As you can see, it is gay and 
light-footed and might be kind of 
a tickle in Ap Ace—but just for 
jollying ourselves in private, not 
displaying our frailties before an 
investigation-crazed public. . . 


. Isn’t it about time these 


Philistines with the clever pens 
started venting their spleen and in- 
security on doctors, lawyers, in- 
surance agents, grocers, strip-teas- 
ers and cesspool-cleaners—or 
maybe even cartoonists—and leave 
advertising alone? 
Gordon R. Yates, 
Galen E. Broyles Co., Denver. 


MY DEAR SIR, YOU WILL * 
FIND THAT IN MY AGENCY WE NEVER 


|many people saw and recognized 

it as suggested under “Rough 

Proofs” in the Jan. 25 issue. 
However, it is possible that both 


about the response. 

I have actually received letters 
from San Francisco and Los Ange- 
les to New York and a number 
of places in between including 
Kansas City, St. Louis, Cincin- 
nati, Cleveland, Pittsburgh, to 


name a few. One letter came from | 


an ad man in Minneapolis and a 
postcard from an agency friend in 


attended several meetings includ- 
ing advertising people since the ad 


the amount of kidding (good na- 
tured, of course) it looks as though 


At least this is true of all my 
friends who are in advertising. 
Gene Wedereit, 

Director of Advertising and 

Public Relations, Chemetron 

Corp., Chicago. 

. » ° 
AA’‘s Goot Put Mr. Klein's 
Agency ‘Out of Business’ 

To the Editor: Correction, please! 

I have not “formerly” operated 
an agency under my own name in 
New York, nor joined Kenneth Ra- 
der Co. as reported in your Feb. 1 
issue (Page 50) in connection with 
the movement of the Randolph As- 
sociates account. 

I am still very much in business 
| under my own name, serving sav- 
|ings institutions with advertising, 
public relations and promotion. 

| What happened is that Randolph 
| Associates moved from my agency 
| to Kenneth Rader Co. by arrange- 
|ment with all concerned. This was 
| done in order to assure Randolph 
| Associates of certain facilities not 
| available in my own agency, which 
| is primarily equipped to handle in- 
| stitutions (Randolph is a savings 
plan and investment counselor). 
At the same time, Kenneth Rader 
Co. retains me as account execu- 
tive on this account only. 

Since the item as you reported it 
puts me out of business in the 
minds of your readers, a correction 
would be appreciated. 

David R. Klein, 

David Klein Advertising, New 

York. 


at 18 W. 56 St., New York; Ran- 
dolph billings go through Kenneth 
Rader Co. 


Stitt Paper Inserts Hide 
Regular Ads, Adman Says 

To the Editor: The letter of Mr. 
Tom L. Wheeler Jr. (AA, Feb. 1) 
on the debasement of the editorial 
content of magazines points out a 
condition that has distressed us for 
some years. 

This seems extremely bad in 
professional magazines, going to 
men who frequently express re- 
sentment at the receipt of unre- 
quested promotional matter. 

Some of our one-time best pub- 
lications now arrive looking a good 
deal like sample books of printers 
and paper manufacturers. 

The most serious situation from 
an advertiser’s viewpoint, however, 
is the effect of stiff paper inserts 
in tending to hide the regular page 
ads entirely. Try thumbing over the 
book and see what happens to reg- 
ular ads and editorial matter with- 
in about ten pages of an insert, in 
advance of the thumb. They could 
almost as well have been left out; 
and if the insert condition contin- 


ads may indeed be left out, with 


our business. 


has noticed or is concerned? 
D. K. Morrison, 
D. K. Morrison Advertising, 
Chicago. 


ADVERTISING AGE and ABP would | Sj 
be interested in knowing something 


Miami. Here in Chicago, I have || 
itself appeared and judging from | 


everybody reads ADVERTISING AGE. 


Mr. Klein continues in business 


ues, more and more of the regular 
little benefit to the publications or 
Can it be true, as magazine men 


have assured me several times, that 
practically no one else in the field 


Advertising Age, February 22, 1960 


|The Tireless Makeup Man 


To the Editor: How many New 
| York Times makeup men worked 


ADVERTISEMENT ” 


You can fell 
the difference 
in the dark ., 


me. 
fb) 
BOOTHS mm | tits 


HOUSE o LORDS GIN | tease 


does so much more for a martini 


= 
SETHLCO FROM 100%, GRAM NEUTRAL SPURTE + CEPORTED OT WA TAYLOR ACO, OY ES 


how many nights to compile the 
attached error in ethnic etiquette? 
John Linssen, 
Copy Department, Doremus & 
Co., New York. 


PIB Figures Failed to 
Cover ‘Sports Cars Illustrated’ 

To the Editor: An article in the 
Feb. 1 issue of ADVERTISING AGE 
quoting PIB figures stated that ten 
magazines receive 84% of foreign 
car advertising. Because only mag- 
azines measured by PIB were list- 
ed, the 105 pages of foreign car 
advertising carried by Sports Cars 
Illustrated were not included. This 
total places the magazine in third 
place and, if the “Annual Direc- 
tory” is included, this figure would 
be 117 pages, qualifying the maga- 
zine for second place. 

Sports Cars Illustrated has al- 
ways been a leader in both editorial 
and advertising in the imported 
and sports car field, and it seems 
to our albeit prejudiced point of 
view that Ap Ace’s usually compre- 
hensive reporting has overlooked 
an important factor in the indus- 
try. 

Arnold M. Rotsman, 

Director of Sales Development, 

Ziff-Davis Publishing Co., New 

York. 

© * * 


Advertising Men Ask Moral 
Re-Awakening Instead of Law 

To the Editor: Anent the lead 
story in the Jan. 25 ApVERTISING 
AGE, in which you gave space to 
the Bates agency’s denial of decep- 
tion, the Palmolive (and other) 
ads are deceptive ... 

I think it would be better for 
everyone in advertising if the so- 
called “top” agencies began to 
show more regard for honesty, in- 
tegrity and morality. 

These virtues cannot be regu- 
lated by the FTC or other govern- 
mental agency. They have to stem 
from the hearts and minds and 
conscience of the men who make 
up our advertising industry. The 
time for this “moral re-awaken- 
ing” is long overdue. 

Yes, I am an adman and I hate 
to see my occupation dragged 
through the mud of Washington in- 
vestigations because of the action 
of a few Madison Ave. “paceset- 
ters” who think they are big 
enough to flout morality. 

John L. Kent, 
Monrovia, Cal. 
e 


To the Editor: . . . There is an 
outcry of public dissension. “There 
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ought to be a law .. .” Has there 
ever been a law concerned with 
personal conduct with a built-in| 
guarantee? How can we pass a law | 
that will defeat all gestures, hand-| 
shakes, and personal agreements? 

A moral code is an individual 
matter. Our best answer lies in| 
what has already happened: Ex-| 
posure in print and on the air| 
waves. Management and unions| 
bare their views before the public | 
and media and advertising firms 
have had their say. None condone. 
None apologize. All offer a solution 
in a variety of ways, but all point 
to a revival of moral conduct. For 
all who serve in business and 
government measure their moral 
standards in relation to the people 
around them. The public sets the 
pace. 

The time has come to recognize 
that honesty and integrity are more 
important than money, the celeb- 
rity and business and social pres- 
tige. No statute can act as an en- 
forcement; these principles must 
live in the hearts of all of us. 

Francis X. Timmons, 

Advertising Promotion Direc- 

tor, Wall Street Journal, New 

York. 


Story Skimped on Retail 
Drug Publications, He Says 

To the Editor: I noticed with a 
great deal of interest in your Feb. 1 
issue your story concerning the 
grawth of ethical drug advertising. 

I agree with you. I don’t think 
that Sen. Kefauver’s investigation 
will effect the total advertising dol- 
lar spent in the ethical drug field 
one iota. 

However, I would like to point 
out one glaring omission in your 
story—the retail pharmacist. 

If you will check the material 
from which you wrote your story, 
I am sure you will find that the 
retail druggist plays a major role 
in the minds of the ethical drug 
manufacturers throughout the U. S. 

I know you will be interested 
that ethical drug manufacturers 
spent over $1,500,000 last year, in 
Drug Topics alone, to educate Mr. 
Retailer on their prescription spe- 
cialties. 

Do you think it is fair to omit 
from a story, which appears to be 
as complete as yours, the fact that 
these same ethical manufacturers 
and advertising agencies use retail 
drug publications as a major part 
of their over-all ethical advertising 
program? We don’t! 

While I can assure you that we 
can fight our own battles and ob- 
tain our share of this market, it 
does hurt us a little bit to be left 
out of the part of your story where 
you discuss the fact that the “jour- 
nals” are thriving. 

Harrison S. Fraker, 

President, Drug Topics, New 

York. 


Because of the tremendous 
amount of material at his disposal, 
Milton Moskowitz, the writer of 
the story, had to skimp on some 
areas and the section on media was 
thin. However, since Advertising | 
Age expects to continue covering 
this field, these areas will be cov- 
ered more thoroughly in the future. | 


Bouquet for Charlie Downes 

To the Editor: People in journ- 
alism spend their lives writing 
about other people. However, this 
is written to salute a retired journ- 
alist, Charlie Downes, Associate 
Editor of ADVERTISING AGE. 

I was amazed to read in your 
Feb. 1 issue that Charlie had 
reached an age at which thoughts 
of retirement had arisen. His de- 
lightful and often irreverent man- 
ner, plus his sylph-like physique, 
always made me feel that—‘‘Here’s 
a man who enjoys what he is do- 
ing and is going to continue doing 
| Bad 


‘has, plus his uncanny ability to 
'switch from one subject to another, 


| give him more time to do the many 


75 
newspaper men of another era— ; P 
mb tgs could do their jobs well a B R ON aA I N T California B Had 67 Oftices 
but still not take themselves too! Raised Eyebrow = |, To the Editor: We here at Cal- 


\ifornia Bank were extremely 
pleased with the coverage given 
to our Christmas gift coin card 
promotion, in the Merchandising 
Ideas section of the Feb. 1 issue. 

Reference was made to our “17 
branch offices.” Actually, at the 
time of this promotion, we had 67 
offices in the greater Los Angeles 
area. Since then, we have opened 
two more offices and plan to open 
another next month. 

Michael Donnelly, 
Advertising Manager, Califor- 
nia Bank, Los Angeles. 


seriously. 


The many interests that Charlie Department 


To the Editor: 
I thought this ad 
[from the Jan. 23 
New Yorker] 
| would be of in- 


almost without warning, made him 
a welcome companion at otherwise 
‘boring cocktail parties . 

Many people in the advertising|*® rest to your 
industry will miss Charlie Downes. | Feaders for two 
But I hope that his retirement will | reasons: (1) the 

familiarity shown 

/ by the man in his 

“ala pont embrace of the 
Admirer, woman; (2) the 

Mew York. assumption that 

Bronzini is a 


+ . io product known to E Ch Ford Study Cont 
one and all. pres sar. fee — 
Doctors Are People, Too! Bob Stein, To the Editor: I contend that 


To the Editor: I am somewhat Gardner & there is no such person as Evans. 


jolted each time I hear the Ex-Lax| ¢;.j : i 

. , - : : ein, Chi- He is merely a legend and the 
radio commercial which claims (in cago. Chevy-Ford owner difference study 
a subdued hush) that, “Many doc- is a gigantic practical joke 
tors...and thousands of people” Right? 
rely on this household aid to regu-|ily (I’m the black sheep), I can| fees! , Burt Kaufman 
larity. vouch for the fact that doctors are| Merrill E. Holden, Boston 


With five physicians in my fam-| “people,” too... regardless of their! Holden Advertising, Chicago. Wrong. 
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Here’s the copier that makes folks 
quit shopping around! 


Only $99.50 . . . yet Kodak’s Verifax Bantam Copier outperforms other office copiers 
costing up to 4 times as much. It copies all types of writing, typing, printing —gives you 
5 dry, easy-to-read copies in 1 minute for 2/2¢ each. Makes copies on one or both sides 
of bond-type paper, in choice of white and 7 other colors. Also, makes copies on card 
stock or printed office forms—even makes translucent whiteprint masters. 


Phone local Verifax dealer for demonstration (see Yellow Pages under duplicating or 
photocopying machines), or write Eastman Kodak Company, Business Photo Methods 
Division, Rochester 4, N. Y., for — describing all Verifax Copier models. 


Price quoted is price and subject to change without notice. 


Verifax Copying . -DOES MORE...COSTS LESS...MISSES NOTHING 


Charlie is a throwback to the 


t 
4 ‘ ——_ : 
i s 
2 alt | 
‘ ae Ke P aie. ig 
a Z o\ 
a ae 
ais 4 hr : ee 
: ‘ awe ; we Go: 
: cues 
at A Boies 
“ ta? i es 
ee : 
ws ae 
£ nee - 2 
an 
he i SS 
j ‘ és ‘ ; ih, . i 
as Er ‘ Ie E ie. 3S : 
J * * a a wid - 3 Satie: 
a a . Dsus od ae 
4 - j ee See ae ae ie 7 i 
; t Rae of nf Bai ees ; oan | 
\ a 1 » we nate as “eke 2 Chae ish ene Shs i yh eres i 
a EE sy el . ’ er en a oem: eee Ere ae Ree ee eel ; 
as et a Potts ech: le a a Mok. delebssbie so tein aac aera ee Ne ne 
ay So Sr a aaah gosh P ae 5 aS Tapper GA eee he ee? sar 
oe ra i ae aa: ee Be : Seam oe 
4 ey ea e ¢ : - eat 5 ea is BS ee : are Pay 
eo . . a * ee ie re “ ey tpg : - 
ae he a. 2 ‘ . —S & Ra aa a ph eee : foo 
bet rs ae . ; * E : , =a «Sopa cas Caen . iy 
F - . ee. bid, 8 ze ae eb S aa Fa a ater is ae ¥ : ‘ 
basi : i: Fa ¥ 7 2 ee ea? sie — 2 is 
cote 5 *4 aie » < +: é = ‘ eae es J Y bic fogs bon ng ign ~ 1 ae 
oo Re Se: :; = i ” . % ae ay 
et aie ee a Pris eRe: 2 age Bi : ie: ads 
_ ee Byer * Pye i q ‘ . Bay, a ee P ii ae a Ss aa i 
aes aa a ee * " - hoe Fs hee: Ns ne Wage he aay tr 
f . ie pee BP ok = - iets ar ‘ mere aa. : 
i ila oe Ri ee. en e wis whe FS q ; ; in Coa 7 
; rod ae putarnes ; : Po: 7 a8 Z . : ie Pick 
2 h ° : Se ae &, + Be “ae 2 joe aa aes coe 4 * 9 Mage 
. as ce eee goers a | Be en. Sa = gl Ex ; ' ci a 
Piaiiea Fa 8S a0 si ee Bo Met aa) oe ate xt Deiat tes , 7 ns 
_— we ak oe Si Ea : 2 
: 4 P a a ee ae e F  ( 
a es ‘ : at ee oh on Be. a 
ik ine. SRS © er » eps i, Gaeilge > . ’ ‘ 
4 aooee : Ree 4 ‘- in eke ie Sit ea Poy te 2 
: : it i : - ens oe aed 
ig Pe. ee ees, tee , i eae eo feet vy i ge f Pe as 
ke ae a ee ea ee * 2, a De as pokes ae ed wa : & ‘ 
es Ca eae er oa et . . : Me AP) Sipe Sy tec cs ee eee ie oS a) 7 
Pee Boh) Po pee eee NRE: i && Tee ae ae, 6) ila : oy 
rae Na | coh ym ee ieee a | y, p 8 ; Cares ae eae : ay. 
TERS EAG SC SISS r agp | Meare ee & ; me 
ive Pepe reapers f Tha ; ca Sgt cae nt é ae: 
a ae) Pe RN Mirah Fae eer gh ee P aap oer hs ae = as 
es - Pie ee ag » hz ie ae Fidiy' ipci ten baat, Sat CRY ra! aaa ‘ 
Bate f . 4 % ay em Be pLatorale EB IEN, e é : Ci ie wee tn NE Lf C= 
ap oe, rr he eel ee oe w — Peg ane ae om oa 
i TA 9 a eae 1 Rat: oe — = a ie mr -_ aa 
2 = UNE re : zy eis! «| ina gw - - ¥ fee ee q a ene: 
eee | Bis pe eo eee : a ee ne re Pe 2 $i gis > 9 es ae ry L ‘ : F # be rer 
mae | : Paiste § F o, ret Oho es ete ee Aree Se en . a 4 
aed i Sara Aree i — aoe re as aes i: =i. aro 
id Ye | ite tei a he lk, g <2 Wore one | r Sere Naat ie. ees ; 
pene % | es a as Beis ny Pee F if £ aie ai Ak dy PR RMN ia i Ss e's a IN a 
i ea ane se eoh ge ter eae ae 4 “ z S ee Oa ee ie 2) LE yaa aac at ee 4 t each 
prs pee” ae Lee ‘ pe : an a 2 ; ES a Poo 
i hare voip: ac digiuepet cots Nore’ gies F : dee Were SS aes : Ss ioe 
ie ae gee ae bay ee adi Tat Bey eh. 1! Sy a ° be eS 
ee ope FP aie eA. if ~ Bee a. = a 
ee eat err icin eee ea." Oia i a ae * % = pi 
a ary ag ies SEN gee ae , eee a ae Se ee ee TT "4 : = 
— - pptialde Nees Sn cee a. uae ae ame Me Ss ; 
a > idea iba < 7 oie ie ae Be lh, Se oes mM ie? & aif 
be Ee f oe we || ong ae ss ¥ 
rad 3 ™ é a ‘sea eee . Ns ete oa 3 a 
ee oss : eae Ne Be. Pe. Pea ee = Sa Pane ‘ar 3 Si 
_ a ” ee ess i 2 " he 
bs. mm SNR OGRE appro she nap ns ii = 
a i Pe ae =e 
. ae N “a : 
; en sf . eae : SN oh. ; By 
’ : i eae a > a 
‘ = i a. pee 285 se, re & a A 
5 ae " a} oe fe vis th. «paca alam : oe i on 
S. he ee ies 2 SS en . ho Ne raf wh 
ea ae : ou abe ih = 3 ‘me: Ga Fee ee . es a i 
A i eaneie sop a ee a = | 2): Ae yee rt , ee os ope 
ih Se aa aoe eg ia : Ranier ee ts % sie Us BA ee ‘ “ : 
we pigs” TT yar ane Peete ein et ee re ho a % 2 ect 
2S Aa | a nis SGPC ak aig Sar eee “ie: - Re, ee Se ee hy, Lown > ey 1 ae Eipetotee 
iis ie ee Uae ae eee 0 we i: scary aie rage ih gS oe Oe Wile ce ; . ae eo 4 . aig 
Nee — oe Bese pW 2 ae ea), ia Cie a ane eae ‘ sake eee “anal , oe ane 
ae See ae ae ee Bo altace Tee te Seanad ee ie eee | dl ee : : cee Re ie 
ee [is eee eee CS Cais eae eee Oe Nee. ‘ ae ake 
fesighe i ee eee a Pa a aaa YG OS oR ac _ rs P ye be Pk 4 : a 
hee: : = : eh asd ¥ see f eo a A ein. \. See a 4 é 
aaa e | +‘ i= : a ON 3 oe ws ae ae a " “— ( 
Ea oe © “e presrat i ae oem Pa é ; : 
ier: | as ? ae ae: . 5 i Ru Ds pe ee > soy - 
ne | <r Tee. eg 3 - 7 
7 | i ee SS ae oe eee) 7) ae ahi a ok 
8 | a ek er asia She if 2 “@ @ 4 ae gh Ns — as 
Stay | easy . — oe Se IDs ia a tie 3 t Re ” ne eye (Sl ae ape 
ray ralehe’y = . se a Rar Sad hase gy te ae Ache ee i, SO Bae ear we Sy Big & _ 5 eae as 
; t a%, Ce - ¥ aca. De awe et Rs ee * Se alee Nena “ae ee 
ot om Seed oe a ’ iad a . ee f i? Beene asc) teste. ee G4 = aoe a ta oT - Bate hes q 4 
as toa ee lL Sil SS eet Es PARR E —y . P oe Nae 
Midis: see a ae PFD oie) pee SN “RS, SNe 5 RR ae gall -a., A el 
age : ~ : ny ae i ana ae 4 a it roe 
Ate at # y es is TS cor are ge ‘9 . r % Speer wed a 
pete ae ee ae | 4 Z i \ Sa Fe ce ee : bree et oe ae et 
- * e eis. ne it ete , a ae ae x ie pies eae F Tae 
ies | = Bee wa wr eer P paar we 35 r ae ae p* : 
I ets Na 2 
ee - cs A 
oa ' 
a 
espe e . * ” 
cue : 
ee oe 
Poona 
7 | 7 = 
7 hike io 
pis 
cia a 
ek ae 
Toe meen 
me aaa 
| re 
ee a 4 % 
tp 
. odakK — . 
pes ice q Se Ga ky cee mia 
: cal 
“e a ‘ 
: Pe et Ts oats Sa i aes ‘ , x 
Te = ee er a 
fg ete ate Be nerriate ot ehag as eT ae Dy 
Lat ae Piel og re a Beige gg we sere ae 
.. Ce eee en ee eae yt his Mk, 
NS tes «Beas ort Pe tata te oe scene 


76 


Morey Opens Detroit Office 

R. W. Morey Co., Wisconsin ad- 
vertising representatives, has 
opened a Detroit office at 7410 
Woodward Ave. to service ac- 
counts in Michigan, Ohio, Indiana 
and western Pennsylvania. Gene 
Wendorf, who joined the compa- 
ny in October, has been named 
district manager. 


Babcox Names McDonough 
Babcox Business Publications, 

Akron, has appointed Walter Mc- 

Donough & Associates, Chicago, 


its midwestern advertising sales 
representative of Tire & TBA Re- 
view and Brake & Front End Serv- 
ice. 


ae WESTERN HORSEMAN 
pi 4 149 Advertising 
AP Agencies Placed 
\ 167 National Accounts 


in Last 16 Issues of 
THE WESTERN HORSEMAN 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS. COLORADO 
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Dailies Must Seek 
More Income from 
National Ads: Bahr 


New York, Feb. 16—If newspa- 
pers are to resist growing competi- 
tive pressure for local advertising, 
,and if publishers are to overcome 
| the problem of steadily rising costs, 
| they must look to national adver- 
tisers for additional income. 

But first—at least from the 
| viewpoint of Warren Bahr, associ- 
jate media director of Young & 
| Rubicam—newspapers must make 
a number of concessions. 

In a talk before the New York 
chapter of the American Assn. 
of Newspaper Representatives last 
week, Mr. Bahr scored newspapers 
for the “lack of encouragement”’ in 
attracting national advertisers to 
the medium. 


# Mr. Bahr said that while news- 
papers still retain their “image” of 
|local market penetration, the ef- 


|fectiveness of the medium is be-| 
jing hurt by the growth of other 
media, such as local radio. 

| He said advertisers don’t think 
|of newspapers as a national medi- 
|um for reasons which he defined 
|as lack of “mutual benefit.” 

| “All giving is expected ‘to come 
from us, the national advertiser,” 
he said. “We recognize the slogan | 
that ‘all business is local,’ but you | 
must remember that all business 
is individual, too. 

“And the individual must not 
only be reached, but impressed. 
And it takes impact such as that 
provided by positioning and news- 
paper color to impress.” 


s He further suggested that pub- 
lishers grant position requests to 
national advertisers and_ their 
agencies. ‘“‘These are very impor- 
tant to us from the standpoint of 
impact,” he said. 

“But newspapers for years have 
given this advantage to the local 
advertiser, who already has the 


advantage of price, frequency and 
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bed it age 


How smoothly 7 Crown ends a day... 01 begins an evening 


say Seagram’s and be Sure 


SPRING DRIVE—This four-color spread for Seagram-Distillers wiil 

appear in Elks, Field & Stream, Life, Look, Outdoor Life and The 

Saturday Evening Post in February and March. While contemporary 

living is the theme of the magazine ads, newspaper ads will feature 

“leisure-hour refreshment and enjoyment.” Warwick & Legler, New 
York, is the agency. 


impact which the national adver-| “improve the climate” of newspa- 
tiser can’t get. We need the posi-|per selling so that newspaper 
tioning to strengthen our impact.” | representation can keep pace with 


se Mr. Bahr said newspapers 
should “eliminate” forced com- 
binations or else “the government 
might do it anyway.” Asked to ex- 
pand on his statement, Mr. Bahr 
told ApvERTISING AGE later that 
newspapers haven’t completely 
eliminated forced combinations, 
but have made them “more palat- 
able.”” He would not comment fur- 
ther. 

Mr. Bahr said the development 
of newspaper color—such as r.o.p. 
and hi-fi preprints—has been of 
great value in increasing the im- 
pact of national ads. But this ad- 
vantage, he said, “defeats itself” 
because of newspaper pricing poli- 
cies. 

He said the multiplicity of mini- 
mum size requirements for r.o.p. 
ads, coupled with publishers’ “ar- 
bitrary demands” for premium 
rates, have discouraged the wide 
use of color by national advertis- 
ers. 


= He urged that newspapers work 
out a uniform discount structure 
for national linage, bringing the 
national rate “more in line with 
the retail rate.’ He further sug- 
gested that newspaper publishers 


changes in national sales patterns. 
To date, newspaper representation 
has been “stuck in day-to-day sell- 
ing,” he said. # 


Wermen & Schorr Names Two; 
Adds Interstate Container 

Mary Elizabeth Vosberg has 
joined the radio-tv department 
of Wermen & Schorr, Philadel- 
phia, as a timebuyer and Edward 
Cohen has joined the copy de- 
partment. Miss Vosberg formerly 
headed the Philadelphia office of 
Paul Locke Advertising Agency, 
Tulsa. Mr. Cohen was formerly 
with Braun & Miller. 

Wermen & Schorr has been 
named to handle advertising and 
public relations for Interstate Con- 
tainer Corp., Glendale, N.Y. 


Walter Kohn Joins Bennett 

Walter F. Kohn has joined Vic- 
tor A. Bennett Co., New York, as 
marketing counsel. Victor A. Ben- 
nett, president, said Mr. Kohn will 
help to strengthen the agency’s 
market research operations. Mr. 
Kohn was director of marketing 
of the old Erwin, Wasey & Co. for 
12 years and then worked for 
Biow-Beirn-Toigo before becoming 
an independent consultant. 
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January Figures 
r——Pages—_, Lines". 7——Pages—, -——— tines. 7——Pages—_, ——— Lines —— 
Jan. Jon. Jan. Jan. Jan. Jan. Jan. Jan. Jan. Jon. Jan. Jan. 
1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 
Weeklies, Bi-Weeklies, Semi-Monthlies (January) regional space. fFive issues January 1960; four issues January 1959. Total Group ......cececcceseeees 109.6 100.7 46,040 42,164 
TtThree issues January 1960; four issues January 1959. tChanged from | tTwo issues January 1960; three issues January 1959. 
> tae seneeconscceseresssnes how aie Boag oti 429-line page to 420-line page January 1960. ttFour issues January 
ue ' . 0 1960; five issues January 1959. 
EE EE 38.7 38.0 16,254 15,960 Foreign (January) 
_ . eee 25.3 28.1 25,281 28,135 | Business (January) Life International: 
pts , a 
SETI ‘subadhcocusinditieshabiecadionbindns 165.1 181.9 112,292 123,667 Sede Jeb. 98% 2 SC 727 69.5 47,721 45,584 International Edition nes 21.5 20.5 14,705 14,025 
Look 62.6 57.8 42,554 39,311 tMexican Edition .... 17.4 aa 12,070 
307.6 332.0 129,179 139,444 pr agg oe ' 
ES eee 155.4 177.46 65,268 442 58.7 18,576 24,693 Spanish Edition 54.3 53.7 36,975 36,635 
SNew Yorker .......cccccsscseesee: 297.9 286.6 127,786 += 122,946 | ¢ 66.9 655 28,105 27,510 ttCaribbean Edition .. 27.0 — 18,360 
ites : 288.9 277.4 123,945 118,993 | POTBOS cevessesssessesserssernneen , oneal 
I 30.9 32.9 13,267 14,117| etal Group 491.4 525.7 223,581 237,231 Pacific Edition oo... 63.3 52.2 26,598 21,907 
Presbyterian Life ................ 99 10.3 4,203 4,320 N. European Edition ............ 48.7 49.8 20,437 20,930 
w r Secti I ary. , ' 
TD TIO UIIE oassesccessescncesees 24.4 20.8 10,261 8,754 oe — (1) (Janu ) Time International: 
Saturday Evening Post ........ 166.4 171.3 (113,144 116,471 | (All other newspaper sections) Time-Atlantic. ................. 92.2 773 38,710 32,445 
Saturday Review 0... 106.1 109.6 44,562 46,033 | ‘Chicago Tribune Magazine 161.9 116.1 137,689 =: 98,654 Time-Latin American ...... 63.7 71.7 26,705 30,065 
Sporting News ................s-- 1.3 14.5 1,445 15,690 | *New York Times Magazine 237.3 179.0 201,729 152,162 TROGIR cccsicsiotssvensesce 64.9 63.2 27,195 26,530 
t*Sports Illustrated ............ 71.9 55.0 30,192 23,580 | ‘Philadelphia Inquirer ...... 122.6 126.2. 104,179 107,245 | Vision: 
ee eee 190.7 209.0 80,104 87,781 PE PEN Sincictne 521.8 421.3 443,597 358,061 Visao (Portuguese) ........ 99.0 122.2 41,580 51,380 
lle Re 61.6 57.7 11,217 10,506 | *Five issues January 1960; four issues January 1959. *Mexican Edition ...... Riedie 13.0 21.0 5,460 8,820 
tTU.S. News & World Report 162.3 193.6 68,182 81,411 *Spanish Edition ............ 66.7 80.2 28,000 33,670 
Total Group ..ccccccescssses 1144 1.6979 784721 835,898 | Canadian (January) Total Group ........-ccseceen 631.9 611.8 296795 276,407 
#Not included in totals. $Total represents national advertising plus | ‘Saturday Night ................ 22.4 29.6 9,430 11,994 | TFirst published May 18, 1959. TTFirst published January 1960. *Two 
sectional at reduced decimal equivalent. *These figures adjusted for | Time-Canadian ................0. 87.2 71.1 36,610 30,170 | issues January 1960; three issues January 1959. 
February Figures 
— Pages hin i Lines — r Pages —~ + Lines —, 
Feb. Feb. Jan.-Feb. Jan.-Feb. Feb. Feb. dan.-Feb. dan.-Feb. Feb. Feb. Jan.-Feb. Jan.-Feb. Feb. Feb. Jan.-Feb. Jan.-Feb. : 
1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 
Women’s Fashion 
 - - ares 131.3 73.5 — a 83,054 46,558 — to Ee rr re 71.1 52.5 153.5 93.8 30,499 22,511 65,832 40,222 
tBride’s Magazine .......... 226.1 214.7 — — 142,895 135,690 Harper's Bazaar ............ 71.2 98.0 145.8 208.0 44,987 61,961 92,261 131,484 
Everywoman’s Family Circlle .. 54.6 44.0 96.2 67.8 23,423 18,876 41,269 29,086 *Mademoiselle ............. 78.2 62.3 108.7 97.5 33,565 26,741 46,645 41,842 
Good Housekeeping ......... 76.5 78.7 boys 133.3 a eee a= aun WS £08 e565 0 h6evsnsne 175.8 195.5 292.1 280.3 111,092 123,349 184,585 177,126 
Ladies’ Home Journal ...... 81.8 102.8 33. 147.3 ,610 » ’ ’ , Total Group ............ 3963 4083 ~ 7001 ~ 679.6 220,143 234562 389,323 390,674 
I re ee 79.2 69.2 122.0 108.1 53,830 47,049 82,935 73,516 Sectional linage included. *Glamour fi Iso include li . 4 . “tele : 
ttMeden Gride ........... 59 1291 — — 73,249 81,591 Geuster S00n joures alto Include linage for Charm, which was incorporated with Gfameur effective 
§*Parents’ Magazine: 
National Edition ......... 59.1 55.2 101.3 88.2 25,343 23,680 43,428 37,822 . . 
Metropolitan New York Ed. 649 57.5 110.1 93.9 27,847 24,671 47,221 40,273 Magazine Linage Trend Figures in Thousands 
Pacific Mountain Edition .. 60.9 57.9 103.5 91.6 26,104 24,850 44,358 39,316 : a : nes SES TA, or 
on ho wee beet ue> 105.3 91.4 154.3 149.1 71,614 62,171 104,924 101,410 : 
“Woman's Day ...-..--.-... 516 404 760 605 22115 17321 32562 25,944 WEEKLIES GENERAL 
The Workbasket ............ 63.6 61.1 91.6 97.9 12,476 11,979 17,963 19,199 bd 1960 1960 
iE NN és. sees: T1708 10755 Ti2at 1037.7 650396 598135 563,715 523,895 [785 
tPublished quarterly in January, April, July and October. Figures shown for January issue. ttPublished bi-monthly; figures JAN. 785 -- FEB. {870 ~ Zam 
shown for January issue. *Includes sectional linage prorated to circulation of regional editions. §Includes Shopping Scout 1959 : JAN 
Section and School & Camp linage. -| 817 | 
8 a am: 
General 777 
American Artist ............ 23.4 223 526 538 9827 9357 12,099 22,614 JAN. zee FEB. 2 eS 
American Forests ........... 20.3 10.4 36.1 23.4 8,526 4,368 15,162 9,828 
American Legion ........... 14.3 16.3 30.1 31.8 6,017 6,851 12,655 13,345 
Gia e-4%s vtinocens * 23.1 24.0 35.9 41.8 9, 10,277 15,405 17,906 + 
Se pe eee 46.0 50.8 75.8 80.0 19.336 21,346 31,840 33,635 WOMEN $s BUSINESS FASHION HOME 
tChristian Herald .......... 48.2 61.9 79.8 88.2 20,674 26,591 33,846 37,855 1960 1960 1960 1960 
ch va 5 ks sé bdacee 13.8 12.4 26.8 26.0 5,797 5,204 11,262 10,914 
a Re ay 75.5 48.0 120.0 91.0 13,590 8,640 21,600 16,380 FEB. 650 | JAN. FES. FEB. 
CE ac eweebarcsves 32.8 24.4 54.4 45.9 14,103 10,452 23,362 19,699 
Ge b:iuzui5> 5 a5% 70.6 731 1292 1308 48,014 49.772 87,865 88,965 JAN. 1959 JAN. 
Elks Magazine .............. 151 114 26.0 20.5 6,499 5,924 11,200 9,849 DEC. DAP! 
BES cc fees ays y's 588 565 1129 1179 39,514 37,968 75,869 79,229 . 1959 1959 
Extension 16.6 16.7 30.0 28.8 11,448 11,835 20,162 19,573 Le 
DN hess shaved s 696s 66.5 53.8 120.7 96.8 27,930 22,596 50,694 Y aa 598 JAN. 
*Golf Digest 26.9 —— 26.9 ee 10,560 10,560 
Gourmet 35.2 30.8 53.9 48.3 15,110 13,199 23,116 20,708 
PU Sk pw ctcctenese 49.2 37.6 72.0 56.0 21,681 16,565 31,746 24,737 Pages Lines 
Harper's Magazine .......... 42.9 46.0 71.7 72.4 17,997 19,326 30,101 30,431 ot ou I My 
High Fidelity .............. 64.3 816 1314 146.7 27.006 34.272 55.188 61,614 a a - es wee 
Hi Fi Review ............... 49.6 38.4 89.9 83.7 20,832 16,128 37,758 35,154 1959 
Dt Shicvdanesdubcsecss 99.7 78.5 191.2 158.6 67,825 53,356 130,051 107,840 
Re apa 37.0 311 71.2 54.6 15,526 13,076 29,876 22,946 Movie-Romance-Radio-TV 
Improvement Era ............ 241 213 417 39.1 10,114 8,934 17,506 16,404 {Dell Modern Group: 
Instructor tee eeeeeereseeeee 40.4 27.7 66.9 52.5 27,613 18,954 45,711 35,902 Modern Romances ......... 30.3 38.3 47.5 38.3 12,976 16,434 20,363 16,434 
Kiwanis Magazine ........... 8.4 9.0 10.6 13.5 3,542 3,772 4,437 5,687 Modern Screen ........... 19.4 21.9 30.1 21.9 8,321 9,383 12,902 9.383 
SY SD J aweccsasevees 131.4 111.0 421.3 385.0 77,273 65,293 247,720 226,380 Screen Stories ........... 17.1 20.3 27.1 20.3 7,320 8.683 11.615 8.683 
NE nbn yknaens 4 13.0 15.6 25.1 28.3 5,460 6,552 10,556 11,876 Paneth Waneils Grex: , ; . 
le 18.9 18.7 40.1 45.7 7,952 7,814 16,842 17,908 Motion Picture ........... 18.4 17.4 27.2 26.7 7,885 7,448 11,675 11.466 
National Geographic Magazine . 50.4 43.0 84.6 64.0 11,990 10,234 20,142 15,232 True Confessions ......... 28.1 29.5 44.1 44.7 12,061 12671 18.936 19,197 
Playboy ..........eeeeeeees 20.6 12.7 33.2 26.7 8,649 5,339 13,930 9,759 tHillman Romance Group .... 3.7 6.4 8.0 6.4 1.618 2,775 3,487 2.775 
Popular Boating 161.6 1408 210.0 1726 95,021 82,790 123,480 101,489 tHillman Group ............ 29.1 226 43.7 22.6 12,525 9,720 18,818 9,720 
Promenade ....... 43 150 307 30.9 6,121 6,435 13,191 13,262 Sauad Waean's Grew: : , 
Reader's Digest .. 71.1 = 81.0 07.9 15.5 12,947 14,742 19,643 21,021 Intimate Story ........... 36.6 28.1 49.4 38.4 15,720 12,062 21,219 16,500 
Redbook .............++ee0s 36.7 32.6 65.1 54.0 15,759 =: 13,981 27,922 23,161 a eee 32.1 23.4 45.2 35.9 13,774 10,060 19,406 15,403 
TWD MatetOR. cscs seeeeee 9.8 12.0 12.2 14.7 4,119 5,045 5,111 6,167 Movie Star TV Close-Ups .. 32.1 23.5 45.3 35.9 13,760 10,082 19,420 15.405 
Sports Cars Illustrated ....... 34.6 19.6 64.8 41.8 14,532 8,232 27,216 17,556 Personal Romances ........ 36.9 28.3 49.9 38.6 15,843 12.154 21,413 16,592 
Today’s Health ............. 22.1 26.1 42.9 46.1 9,488 11,230 18,422 20,691 TV Star Parade .......... 29.7 22.4 39.6 31.5 12,755 9,589 17,005 13,472 
PTS tas Gos sms icenes 15 131 17.0 20.6 4,933 5,662 7,320 8,915 Seerets Gummanen Gotan: 
Town & Country ............ 67.5 57.1 114.6 92.1 42,652 36,132 72,492 58,238 Revealing Romances ....... 30.8 29.7 42.9 40.6 13,232 12.754 18,405 17,411 
. aero [teen eeeeeees 26.4 21.9 42.4 42.9 11,323 9,387 18,185 18,404 *+Confidential Confessions . 30.8 29.3 42.9 29.2 13,232 12,531 18,391 12,531 
V. F. W. Magazine .......... 11.6 9.6 20.3 21.2 4,886 4,014 8,544 8,891 *Daring Romances ........ 30.8 29.3 42.9 40.0 13,232 12,531 18,391 17,173 
EE 8 Feces os ceb oRrtne 98.7 93.4 371.0 333.7 58,036 54,919 218,148 196,216 ee 30.8 29.7 42.9 40.6 232 12.754 18,405 17,397 
NE NN oh an ween ts 35 TS9L2 16072 34609 31379 870122 776,564 1,707,935 1,557,037 §Silver Screen ............. 112 8138 21.7 26.3 4,820 5,930 9,289 11,292 
+This year’s linage does not include any linage carried in Protestant Church Buildings. This publication formerly was bound True Story Women’s Group: 
into Christian Herald quarterly; now it is a separate quarterly publication. ¢tTotal represents national advertising plus SUED © cade dtoescvnes 23.9 32.0 37.0 47.6 10,271 13,741 15,875 20,429 
sectional at a reduced decimal equivalent. *Changed from 204-line page to 395-line page for February Annual only. True Experience .. 20.2 26.8 30.0 34.2 8,668 11,493 12,873 14,657 
- True Love Stories 21.9 27.3 30.8 34.5 9,398 11,697 13,192 14,815 
Home True Romance ........... 211 27.7 29.9 35.2 9,055 11,869 12,835 15,087 
Oo a 55.1 67.2 86.6 94.4 23,630 28,828 37,153 40,506 
er ey ee oe 14 R.. ; at . = S - = os TV-Radio Mirror ......... 17.2 24.1 23.9 29.9 7,398 10,353 10,266 12,814 
Cg BT II ; : : . , y en 607.3 619.0 888.6 813.7 260,726 265,542 381,334 349,142 
aa... SS SS SS ee | oo NOTE: Figures for each publication in the Fawcett, Ideal and True Story groups include all advertising carried by the group 
< h aglleledaa as. os id. me was ae aie — as a whole PLUS additional advertising carried by each individual publication. tNo January 1959 issue. *Beginning February 
ewer Grow... seer eee : : : " 812 1959 Confidential Confessions and Daring Romances published monthly instead of bi-monthly. §Published bi-monthly; al- 
House Beautiful ............ 83.3 66.7 124.9 104.9 52,674 42,124 78,973 66,310 ternates with Screenland. 
House & Garden ........... 47.0 35.3 80.2 62.7 29,724 22,320 50,699 39,621 
tLiving for Young Homemakers 46.5 39.2 72.2 69.2 29.412 24,774 45,615 43,706 
Popular Gardening .......... 61.8 578 107.5 1009 25,960 24,258 45,140 42,392 ‘Business (February) 
Sunset Magazine ............ 13.7 89.2 176.4 149.5 47,768 37,468 74,085 62,800 Dun’s Review & Modern Industry 74.6 82.7 132.0 143.3 31,361 34,744 55,390 60,186 
Se SO CD ede ded oe 633.3 584.5 1,081.0 1,010.1 321,399 298,268 538,983 .228 0 SESE Sree 173.3 138.0 304.2 251.0 109,494 87,216 192,286 158,632 
tSectional linage included. Management Methods ........ 60.0 49.8 102.0 80.4 25,200 20,916 42,840 33,768 
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Advertising Age, February 22, 1960 
Pages , ¢ Lines — c Pages — 2 Lines . 
" Feb. Feb. Jan-Feb. Jan.-Feb. Feb. Feb. Jan.-Feb.  Jan.-Feb. Feb. Feb. Jan-Feb. Jan.-Feb. Feb. Feb. dan.-Feb. Jan.-Feb. 
1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 
Nation’s Business ........... 56.8 49.8 __ 88.6 __ 91.3 _23,861 _ 20,905 _ 37,205 _38,341 Comics Magazines 
Total Group ............. 304.7 3520.5 = 626.8 = 566.0 §= 18.916 = 163,781 = 527,721 §=— 290,927 American Comics Group ...... 70 #70 U0 U0 264 2,646 5,292 5,292 
§Because current month linage figures for several publications are not yet available this group is broken into a February tArchie Comic Group ........ —_—_  — 7.0 7.0 2,646 2,646 
and a January section. ttHarvey Comics Group ..... 9.0 8.0 17.0 16.0 3,402 3,024 6,426 6,048 
National Comics Group: 
MRE... 3ccachihes 5.5 4.0 12.5 12.5 2,079 1,512 4,725 4,725 
Farm Magazines RED. 5. easscnadinss 6.0 5.0 12.5 12.5 2,268 1,890 4,725 4,725 
Capper’s Farmer (mon) ...... 43.4 46.9 67.9 83.8 18,619 20,151 29,140 35,950 Total Grew ......0000-- 27.5 24.0 63.0 62.0 T0395 9,072 23,814 23,436 
Farm & Ranch—Southern Agriculturist: (mon) ¢Published bi-monthly; cumulative figures shown for combined January-February issue. ¢tSome books in group published 
Southeastern Edition 50.2 48.1 80.6 $0.9 21,517 20,639 34,561 34,714 monthly; others published bi-monthly. 
H#Southwestern Edition .... 46.6 415 76.3 72.3 19,983 17,810 32,536 30,999 
ae aon mma es Sm BS Canadian National Weekend Newspapers (Rotogravure Linage) 
m ur Pd 
entral Edition ........ 97.2 105.2 1775 1535 41,711 45,139 76,149 65,864 La Patrie .........-.++++6- 20.3 40.6 39.1 68.5 18,267 36,523 35,182 61,692 
ee, 5 16.6 86.9 144.2 141.6 32,844 37,273 61,849 60,764 La Presse ........--.++s0+ 73.8 73.6 124.7 127.8 66,423 66,284 112,287 113,454 
+83 28,412 31,767 50.607 51,828 CD. kn cos ceseaenens 59.3 — 91.3 os 57,782 89,005 
Southeastern Edition , 66.2 74.0 118.0 120.8 y ; J 
Southwestern Edition 66.4 74.0 118.1 120.8 28,484 31,767 50,679 51,828 Ge arian ste eceanes 91.1 82.3 154.9 142.2 79,673 72,017 135,513 124,433 
H#Western Edition ........ 85.6, 912 1491 1505 36,708 39,136 63,979 64,561 Weekend Magazine .......... 84.3 97.6 1383 1763 82.174 95,189 134851 171,974 
Average 5 Editions ....... 78.4 89.3 141.4 141.6 33,632 38,329 60,653 60,754 erro 328 M41 S483 “5148 304319 270013 838 471,553 
Progressive Farmer: (mon) +First published September 12, 1959. 
#Carolina-Va. Edition . 107.7 87.8 1636 1344 73,251 59,715 111,259 91,381 
#Ga.-Ala.-Fla. Edition .... 104.5 79.7 161.4 126.8 71,076 54,188 109,748 86,224 8Canadian (February) 
#Ky.-Tenn.-W.Va. Edition . 98.1 76.6 148.2 120.8 66,709 52,099 100,743 $2,176 Canadian Homes & Gardens .. 30.1 26.3 44.3 42.9 20,478 17,860 30,105 29,154 
#Miss.-La.-Ark. Edition 90.9 784 139.0 1222 61,828 53,343 94,548 83,088 GOMOD” veeesac eve ceaces 55.2 53.0 89.1 86.6 37,534 36,029 60,585 58,855 
#Texas Edition .......... 911 79.2 1381 1249 61,959 53,816 93,922 84,910 Se ciate hic 16.8 26.0 29.0 44.0 7,207 =-11,154 12,011 17,589 
Average 5 Editions ....... 98.5 80.3 1501 1258 66,964 54,632 102,044 85,556 teal cease 65.3 659 1079 17.4 406 44,842 73,367 79,805 
Successful Farming (mon) 813 789 137.7 1348 36,591 35,485 61,976 60,662 Reader's Digest: 
Oe OS errre 3504 3409 ~ 5759 ~ 5630 176,724 168,133. 287,584 276,188 English Edition .......... 743° #775 158 (1238 13,514 14,105 21,067 22,523 
Not included in totals. French Edition ........... 743 803 1148 1295 13514 14,606 20,885 23,569 
Revue Moderne ............. u3 23.9 17.3 31.9 7,677 16,271 11,782 21,699 
Revue Populaire ............ 22.7 16.6 22.4 33.2 15,719 11,595 22,867 15,661 
Youth nme Sea oe ibess ewe nde 10.3 14.0 16.3 20.6 7,202 9,840 11,417 14,477 
American Girl ............. 26.4 29.4 41.2 46.1 11,343 12,604 17,772 19,763 Wet MR 6 tei 300.3 35 5569 629.9 167,251 176,302 264,086 283,332 
gg, UI 38.2 34.9 54.8 53.3 25,990 23,730 37,285 36,212 §As current figures for two publications are not yet available this group is broken into a February and a January section. 
ON ES eee 12 13 13 2.5 527 573 581 1,092 +Two issues February 1960; four issues February 1959. 
Scholastic Magazines ........ 72.0 48.7 100.3 80.0 30,278 20,449 42,013 33,629 
Scholastic Roto ............ 9.3 5.9 13.9 113 8,122 5,180 12,173 9,934 8Foreign (February) 
"Teen Magazine ............ — 2. SS oS Oo oe ag WUAUEES. ddcceescacscovess 164 66 21 129 13818 5,502 20,286 10,836 
rrr Tes4 1240 ~2390 “2032 83,960 64,132 121,374 104,844 Pepaier Weshanies: 
Popular Mekanik (Danish) 22.0 18.0 42.0 35.0 4,928 4,032 9,408 7,840 
+PM (Dutch) ............ so «- 22.5 — 2,128 5,040 
Mechanics & Science Mecanique Populaire (French) 25.8 233 503 456 5.779 5,219 11267 10,214 
Mechanix Illustrated ........ 81.9 86.4 152.5 160.7 18,356 19,352 34,151 35,997 Populare Mechanik (German) 45 3.5 81 7.3 1,008 784 1,814 1,635 
Popular Electronics ......... 58.4 62.8 106.9 115.9 13,0862 14,067 5 25,962 Mexican-Caribbean Ed. 24.2 — 42.4 — 5,418 9,492 
Popular Mechanics .......... 121.0 127.7 231.0 255.3 27,104 28,601 51,751 57,180 *Mecanica Popular (Spanish) 
Popular Science ............ 112.2 1256 207.6 231.9 (25,131 28,136 46,503 51,938 Southern Hemisphere Ed. or 25.6 ‘cae 3,654 5,740 
tScience & Mechanics ....... 108.0 1162 108.0 116.2 24,189 26,029 24,189 26,029 Brazil (Portuguese) ..... “i aoe 27.6 a 3,164 6,188 
Total Group ............. Bis Sis? “8060 “8800 107,862 116185 180540 197,106 ‘ oa (Swedish) 10.5 7.0 20.5 16.0 2,352 1,568 4,592 3,584 
" 2 ‘ eaders t H 
{abtiched bi-monthly; figures chown for Februmy lawn Arabic 43.0 380 68.0 610 7,052 6,232 12,152 10,004 
Argentine 37.0 36.0 67.0 6L0 6,734 6,552 12,194 11,102 
Australian 65.8 74.8 101.0 113.5 11,967 13,605 18,382 20,657 
Outdoor & Sport Austrian 44.0 480 930 900 8008 8736 16926 16,380 
American Rifleman ......... 45.8 50.2 87.6 92.2 19,622 21,527 37,573 39,545 Belgian 40.0 36.0 74.0 63.0 7,000 6.300 12.950 11025 
Field & Stream ............ 67.0 725 107.8 1140 28,739 31,092 46,251 48,907 Orilien 75 ses 1295 67S wos 0881 by 19.998 
PPUROEED 6.5.0 cscccee. 20.0 245 42.8 41.2 8,581 10,494 18,383 17,669 i 575 465 10 795 10.647 8.463 20 384 14460 
i a us 04 6S OBS OS AS 4,500 865,101 a es eee 325 323 545 558 5525 5,483 9'265 9.478 
EE Saree 608 694 1032 2115.4 26,075 29,786 44,261 49,524 os 375 330 85 30 010.465 6.006 17927 10556 
Sports Afield .............. 56.8 66.5 94.3 1045 24,346 28,525 40,394 44,838 Flanich 220 232 s«19.0 330 310 4.092 3534 6.138 S776 
errr 44 MOS 4695 500.5 113,369 128,889 201,332 215,584 French 82.0 66.5 146.0 142.5 14,350 11.638 25.550 24.763 
French-Swiss 20.5 21.0 32.5 33.0 3,588 3,675 5, 5,775 
German 92.0 89.0 160.0 161.0 16,744 16,198 29,120 29,302 
Detective & Fiction German-Swiss 25.5 24.0 46.0 40.5 4,641 4,368 8,372 7,371 
SS See Oi aicdea'ycss 35.1 219 51.6 36.6 15,051 9,411 22,123 15,714 Iberian 505 635 1055 120.0 9,191 11,557 19,201 21,840 
Dell Men's Group .......... 4 i746 28.8 26.6 8,735 7,562 12,318 11,413 RR Saar ie 39.0 48.0 83.0 95.0 7,098 8,736 15,106 17,290 
tThrilling Group ........... 8.7 8.4 15.8 19.6 1,949 1,872 3,533 4,396 Italien Oe i Neh Ss 37.8 51.5 1010 89.0 9,804 8,858 17,372 15,308 
Total Group ....... — G2 5S ~ 2 ~828 B75 Wes 3797  “Si5B eee: Be ae ee se oe hlUvlhlUre lhe 
tFormerly known as Thrilling Fiction Group. aw Betend .......0.0.0 37.3 30.0 54.3 52.5 6,780 5,460 9,874 9,555 
Norwegian Bee ies oc toaces 310 39.5 515 54.5 5,270 6,715 8,755 9,265 
MG (S53 ska ges 72.0 1140 127.0 10,763 12,600 19,950 22,225 
Newspaper Sections (I) Overseas Military ......... 35.0 39.0 71.0 69.0 6,370 7,098 12,922 12,558 
(Nationally distributed with Sunday newspapers) South African ............ 815 815 1395 136.0 14,589 14,589 24,971 24,344 
The American Weekly ....... 32.1 358 61.0 73.6 27,288 30,416 51,820 62,509 Southern Hemisphere ...... 22.0 17.5 38.5 34.0 4,004 3,185 7,007 6,188 
Family Weekly ............. 32.2 46.6 59.6 82.8 27,339 sel sar? en sc gatdks deawa 39.5 345 65.5 54.0 7,347 6,417 12,183 10,044 
ee es she 501 72.7 1085 127.0 42,623 61,7 2 ’ ee 1,370.9 1,243.5 2430.7 21986 261,937 227,221 465,658 406,258 
This Week Magazine ........ 74.3 79.7 141.1 135.0 63,141 67,722 119,952 114,722 §Because current month linage figures for several publications are not yet available this group is broken into a February 
NS rao 0tk aces iss? 2348 370.2 418.4 160,391 199,508 314,728 355,640 and a January section. ¢First published January 1960. * Editions first published 1960. 


as more than 
just a word 
at Lake Shore 


...it’s people in action, giving you the 
finest service available anywhere 
on these services you need: 


3M PRE-MADEREADY ELECTROTYPES 
REILLYTYPES + REILLY PLASTICTYPES 
R.0.P. COLOR NEWSPAPER MATS 
ENGRAVING SERVICE DEPARTMENT 


SEeley 8-1010 


LAKE SHORE ELECTROTYPE DIVISION * 1224 W. Van Buren * Chicago 7, Ill. 


Co-op Super Chain Bows 

A new cooperative supermarket 
chain consisting of 20 supermar- 
kets in northern Ohio, each with 
an average volume of $10,000 per 
week, has been formed. The group 
will be known as Food City Super- 
markets. Members of the group 
will pool their advertising dol- 
lars to permit programming of pro- 
motions. Gene Szubski, operator 
of Szubski’s Food Fair Co., Cleve- 
land, is the president. 


Diesel Changes Nickname 
Consolidated Diesel Electric, 


Stamford, Conn., used a spread in 
Aviation Week and Power to an- 
nounce it had changed its cor- 
porate nickname from Con Diesel 
to the Condec Group. An eight- 
page section in the April 4 Avia- 
tion Week will follow. Reason for 
name change: neither “diesel” nor 
“electric” explained range of the 
company’s growing list of prod- 
ucts. 


Jennings to ‘True’; 

Boynton Named to PIB Board 
Tom Jennings, formerly a space 

buyer at Warwick & Legler, has 

joined the sales staff of True, 


TESTING one - 


CORNETTE MARGARINE 


six -« two 


selected the testingest market in the country to get the answers . . . Portland, 
Maine! First in U. S. cities of 150,000 pop. Sixth in U. S. cities regardless of 
population and second in New England regardless of size* Cornette Margarine 
is just one of many who found Portland, Maine the best test city. Marketing 
and distribution facilities are ideal . . . testing is accurate. 


*Source Sales Management 


100% coverage of city zone 94% coverage ABC retail trade zone 


represented by the Julius Mathews Special Agency, Inc. 


PORTLAND, MAINE 


PORTLAND PRESS HERALD e EVENING EXPRESS ¢ SUNDAY TELEGRAM 


where he will service liquor ac- 
counts in the New York area. At 
the same time, James B. Boynton, 
vp and director of advertising of 


Fawcett Publications, has been 


elected to the board of Publisher’s 
Information Bureau. 


Berk, Kuhn Join Edelstein 

Ida Berk and Tomas E. Kuhn 
have joined Edelstein-Nelson Ad- 
vertising Agency, Chicago, as vps 
and account executives. Mrs. Berk 
was formerly art and fashion co- 
ordinator at Kling Studios. Mr. 
Kuhn is a former partner in Kum- 
ler-Kuhn Promotions, where he 
served as premium consultant 
and sales promotion advisor. 


National Labs Names Jennings 

Norman W. Jennings, formerly 
marketing administrator, has been 
appointed vp of marketing of Na- 
tional Laboratories, Toledo, sub- 
sidiary of Lehn & Fink Products 
Corp. 


One to Four Color 


BESO dH rues 


BOOKLETS 
SHOPPERS 
BROCHURES 
TH 


100 Se, Kenitworth Avenue, 


se 
% 


8 HIGH 
SPEED 
ROTARY 
PRESSES 


Letterpress 


FLYERS 
CIRCULARS 
WEWSPAPERS 
COLORING 
BOOKS 


Send us your next job for a quick —accurate 
estimate . . . or let us consult with you and 
save you money from the very beginning. 
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IDEAL MEAL—Wilson & Co. will run 
this large space ad this spring in 
more than 80 newspapers in select- 
ed markets as part of a new cam- 
paign to stress the quality of Ideal 
dog food. Ads will emphasize that 
Ideal is U.S. government inspected 
—a rarity in the field. Roche, Rick- 
erd & Cleary, Chicago, is the agen- 
cy. 


a er 


‘True Ad’ Seal for 
Mail, Collateral Is 
Suggested by Reebel 


CLEVELAND, Feb. 16—A seal bear- 
ing the legend, “truthfully adver- 
tised,” to control collateral adver- 
tising materials was recommended 
here last week by Dan Reebel, vp 


Cleveland. 


standards of truth and good taste. 

“At present there is no federal 
agency, there is no National Better 
Business Bureau, there are no pub- 
lishers’ review offices to check the 
hundreds of thousands of pieces of 
these materials published annually, 
he told an advertising workshop of 
the Industrial Marketers of Cleve- 
land. 

He advocated an independent re- 
viewing authority sponsored by in- 
terested advertising, publishing 
and consumer organizations. + 


Botsford, Constantine Names 
Dean Lierle, Paul Kamman 


of Clark & Bobertz, Detroit and|: 


Mr. Reebel said that today there 
is no method of forcing originators | ' 
of direct mail, catalogs, brochures | | 
and other collateral promotion ma-| , 
terials to measure up to the highest | . 


Advertising Age, February 22, 1960 


All dog foods do not have a wholesome, meaty aroma 


Caskin New National Sales 
Manager of ‘Modern Server’ 
Langdon “Buddy” Caskin Jr., for- 
merly eastern sales manager of 
American Restaurant, has joined 
Blackburn Publications, New York, 
as vp and national sales manager 
of Modern Server & Spirits Store. 
William J. Papp, board member of 
Blackburn and editor of Modern 
Server, has been elected vp of the 
parent company. 

James E. Hartnett, formerly with 
American Restaurant, a Patterson 
Publishing, Chicago, publication, 
has joined Modern Server as mid- 
western sales rep in Chicago. J. 
Sidney Crane & Associates, Atlan- 
ta, and M. A. Williamson, Tampa, 
have been appointed regional ad- 


vertising representatives for the 
publication, joining McDonald- 
Thompson, reps in western states 
for Modern Server. 


Donahue & Coe Names Four 
Thomas A. Burke, formerly an 
account executive at Fletcher 
Richards, Calkins & Holden, has 
joined Donahue & Coe, New 
York, as account executive on 
Foster Grant, Lone Star Cement 
and Minwax. Donahue & Coe also 
has named Paul S. Valentino an 
art director, Alton B. Copeland a 
media supervisor and has pro- 
moted John E. Sullivan from an 
assistant account executive to ac- 
count executive on Tri-Nut mar- 
garine. Mr. Valentino formerly 


was with Ellington & Co. Mr. 
Copeland was a media supervisor 
with Batten, Barton, Durstine & 
Osborn. 


Katz, Jacobs Adds Two 

Gold Medal Studios, New York, 
tv and movie film producer, has 
named Katz, Jacobs & Co., New 
York, to handle its advertising and 
promotion. Katz, Jacobs also has 
been named to handle advertising | 
for the third national lighting ex- 
position, to be held in the New 
York Coliseum in March, 1961. 


Tatham-Laird Names Two 
Carl Gylfe, formerly with Cun- 
ningham & Walsh where he or- 


ganized the media department, 


79 


has joined Tatham-Laird, Chica- 
go, as an account executive. Tath- 
am-Laird also has promoted John 
Singleton from a group media su- 
pervisor to manager of the media 
department. 


It's a Max's World! 


That’s What Advertisers Reach in 


he Sporting News 


National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly — 

- With 98% Male Readership — 

Largest Newsstand Sale of Any Sports Weekly 

Published Weekly Since 1886—70 Continvovs Yeors 


Botsford, Constantine & Gard- 
ner, Portland, has appointed Dean 
Lierle creative director and Paul 
Kamman art director. 

Mr. Lierle formerly was a senior 


re 


Dean Lierle Pau! Kamman 


writer with Needham, Louis & 


ham & Walsh. 


Hearst Promotes Page 


E32 _ | 
* 


Brorby. Mr. Kamman previously 
was an art director with Cunning- 


Ralph Page has been appointed 


is ao 


PHIL SILVERS, CBS-TV STAR 


Got a potful? If not, here’s a big recipe that could get you some extra coin 
from the boss. Just give him these facts. As the world’s largest enamel printing 


paper specialist, Consolidated offers finest quality for less. By specifying Consolidated 

Enamels for catalogs, brochures and other printed pieces, he’ll save a pretty penny 

without sacrificing quality. Get free test sheets. Have your printer test them on 

your next printing order, comparing quality, % 

performance, costs! Then just help yourself. SSEOTITLA 

SRNR tn Ee WORLD’S LARGEST SPECIALIST 
IN ENAMEL PRINTING PAPERS 


Consolidated Water Power & Paper Co. + Nati. Sales Offices, 135 S. La Salle St., Chicago 


advertising manager of Pictorial 
Living in the Los Angeles area. 
Mr. Page, with Hearst Advertising 
Service food classification since 
1956, succeeds- James L. Davy, who 
resigned. 


Carter Promotes Conceison 
James W. Conceison, manager 
of the order department of Wil- 
liam Carter Co., Needham Heights, 
Mass., manufacturer of Carter’s 
knit underwear, has been named 
assistant advertising manager. 
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as seen by 


JOHN BURGOYNE & BILL MASTERSON 


Ever since they started cramming 


themselves into phone booths by | — 


the classroomful, we’ve had mis- | 
givings about the mental level of | 


present-day college students. But | ~ 


recently, when two students were | 


caught breaking into a county | © 


courthouse and explained they | 
thought it was a YMCA—we were 

convinced the nation’s future “a 
bleak, indeed. Of course, now that | 
you mention it, it wasn’t too long | 
ago that some friends of ours were | 
swallowing goldfish and staging 
dance marathons. Tempus fugit! 


Time flies when you're putting a) - 


product on the market, too. Some- 
times it passes so quickly a manu- 


facturer doesn’t know whether | | 


he’s got a winner or not—until it’s 
too late. And that’s the kind of 
trouble the Burgoyne organiza- 
tion helps an advertiser avoid. 


Burgoyne Retail Sales Studies are | © 


made fast—on the spot in any 
group you select of 50 of Ameri- 
ca’s best test markets. Because of 
the efficiency of our operation, we 
have the results of your test cal- 
culated, computed, and presented 
to you with speed that can save 
uncounted precious dollars. 


And don’t get the idea Burgoyne 
Sales Studies are used only to 
determine the salability of new 
products. Leapin’ lizards! We've 
custom-built our studies to test 


relative values of media . . . .value | = 


| 
| 


HUNAN LATE TU NON 


On most every working day 
of the year, Robert L. Johnson 
reports to the offices of the 
Texas Power & Light Co. in 
Dallas to do his job as manager 
of advertising. 

But when election time ap- 


| 
| 


HOUTA 


BALLOTEER—Bob Johnson as ad- 
man. 


Mon 


proaches, he pulls together the 
men and women all over Texas 
who make up the Texas Elec- 
tion Bureau, of which he is the 
head. 

Newspapers, radio and tele- 
vision stations and the interna- 
tional wire services will rely 
upon the Texas Election Bureau 
for the results of all state elec- 
tions, including the vote for 
President in November—unof- 
ficial tabulations, available al- 
most as soon as the vote is 
counted, and the only complete 
tabulations available for many 
days. The operations of the 


of local promotions ... . 
of merchandising plans such as 
one-cent sales, premiums, displays 


.. and so on. |= 


success | = 


Texas Election Bureau have 
been the model for election re- 


porting organizations in several 


UCL ULL 


ULL 


other states, and this year Bob 
Johnson expects to be consulted by 
several more. 


a The Texas Election Bureau start- 
ed back in 1922, when a professor 
at Southern Methodist University 
volunteered to take over a 6-year- 
old effort by newspapers to gather 
all election returns from all over 
the state and supply them to any 


| newspaper that would help finance 
|the project. Bob Johnson, one of 


the professor’s students, soon be- 
came his chief helper. Young Bob 
Johnson would arrange his sched- 


| ule as night man for the Associated | 
|Press so as to have two or three| 
|days in a row free to work the 


elections. In 1936 Mr. Johnson took 
over the operation of the bureau, 
when his predecessor retired. 
Permanent headquarters are in a 
rented office in the Dallas Morning 
News building. For two or three 
months in advance of the impor- 
tant May primary election—in 
which Senator Lyndon Johnson, for 
one, is seeking renomination (tan- 
tamount to reelection in Texas) so 
he can go to the Democratic Na- 
tional Convention with that post 
secure—Bob Johnson and his wife, 
a former journalism major, will 
renew relations with their contacts 
in every one of the state’s 254 
counties. They’ll line up election 
judges, county judges and editors 
of weekly newspapers to phone, 
wire or carry the election results 
to the Texas Election Bureau just 
as soon as the votes are counted. 


# On election night the two rooms 
in the News building are a statisti- 
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ELECTION HUB—In the Texas Election Bureau headquarters in Dallas Bob Johnson (background, wearing figured tie) examines returns. 


Versatile Adman . . » Bob Johnson 


cal madhouse. A couple dozen of 
Mr. Johnson’s most reliable veter- 
ans receive the results, tabulate 
them on punch cards, and run 
them through the tabulating ma- 
chines to get totals for the press. 
It’s a constant flow of news, from 
the moment that the polls close at 
7 p.m. until the election is definite- 
ly decided for each office. Even 
then, the bureau continues until 
every county, every precinct, the 
preference of every voter in a state 
of 2,000,000 voters, has been tabu- 
lated and reported to the news 
services. 

“Sometimes I have to take off 
up to 10 days to sit with close elec- 
tions,” Mr. Johnson observed. 


s Meanwhile, back at the office of 
the director of advertising at the 
light company, the company’s agen- 
cy is handling ad copy in accord- 


FAST WORKER—Mr. Johnson fondles the bureau’s IBM machine. 


* 


HE 


ance with a schedule that Mr. 
Johnson worked out in advance 
preparation for this. 

Editors, news services and 
broadcast media pay $15,000 to 
$20,000 a year, in accordance 
with a schedule of assessments, 
for the cost of the bureau and 
its services. Johfson pays every 
election clerk, every county 
judge and weekly editor an 
agreed amount for their reports, 
including a small bonus to the 
sender of the first complete re- 
port he receives. In the central 
office in the News building, 
Tohnson says, “Veterans of 20 or 
30 years in this work take $1.50 
to $2 an hour just to take part 
in it.” 

The operation doesn’t make -° 
Mr. Johnson rich, either. But it 
pays off in satisfaction; the bu- 
reau is the apple of his eye. + 


TELL LLL 


Whether you are considering a mar- | 
ket test now, or not, you owe it) 
to yourself to have the full story 

of the Burgoyne operation at close | 
hand for ready reference. Write | 
or phone, we'll send complete info 
promptly. 


CAOCERY J 4 ORVE FINDER (NC 


FURST MATIOMAL BANK BLOG., CINCINMATI 2, OMI 


to any one of the Answer America 


offices. Answer America can also do 
surveys, handle mail and telephone 


Answer America. 


general office for reply or forwarded on to established regional 


paper, radio and T.V. advertising. For complete information, write 


affiliates and will be sent to the 


special services, make telephone 
orders to tie in with local news- 


Executive Office 


ANSWER AMERICA 


Will Make Your Client's Advertising More Effective 


Answer America, a network with more than 250 telephone answer- 
ing exchanges, with offices in the United States, Canada and Mexico, 
can offer your clients varied services 24 hours every day . . . they 
can maintain branch offices, receive mail and orders, have phone 
service and listings in telephone directories. Mail can be addressed 


ANSWER AMERICA, INC., 55 East Washington Street, Chicago, Ill. 
RAndolph 6-2339 
AFFILIATE ANSWER CANADA, LTD. 


‘Floridin to BBDO, Pittsburgh 

__The Floridin Co., Tallahassee, 
|Fla., has named Batten, Barton, 
|Durstine & Osborn, Pittsburgh, to 
| handle its advertising. Smith, Tay- 
\lor & Jenkins, Pittsburgh, is the 
| previous agency. Floridin, which 
|merged last July with Pennsylva- 
/nia Glass Sand, mines and process- 
es a clay material used as an absor- 
bent, diluent, and filtering agency 
in various industrial applications. 


Osrow Products to Gamut 

| Osrow Products, Glen «Cove, 
N. Y., manufacturer of car and 
|home fountain brushes, home wax 
|applicators and wax products, has 
jappointed Gamut, Garden City, 
|\N. ¥., to handle its advertising. 


Osrow will spend more than $250,- 
| 000 in 1960. Smith/Greenland, New 


| York, is the former agency. 
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CBS Shifts Policy 
as Parties Place 
Identical Orders 


(Continued from Page 1) 
legality of the action. He said he 
had asked the Federal Communi- 
cations Commission and “appropri- 
ate” congressional committees “to 
consider this policy and to take 
appropriate steps to prevent its ap- 
plication in the 1960 Presidential 
campaign.” 

Mr. Butler maintained that this 
policy would deny the Democrats 
equal access to the airwaves dur- 
ing the height of the campaign. 
He. pointed out that White House 
speeches with direct and indirect 
political overtones could be car- 
ried simultaneously on all net- 
works, but that the Democratic 
candidates would be unable to re- 
fute the arguments on a similar 
hookup. 

During an election campaign, 
Mr. Butler argued, the people are 
entitled to maximum exposure to 
the candidates and issues. 


= In announcing the new policy, 
CBS said it was adopted “to avoid 
the dangers of such saturation 
purchases during political cam- 
paigns as would significantly di- 
minish the choice by the viewing or 
listening public among programs.” 

However, sources within the net- 
work indicated that the order grew 
out of a very specific problem— 
conflicting orders from the Repub- 
licans and the Democrats for 11 to 
12 p.m., EST—on election eve on 
CBS-TV. The first order came in 
July, 1959, from the Democratic 
National Committee; the second 
came in September, 1959, from 
BBDO, agency for the Republican 
National Committee. The Demo- 
crats claimed priority because they 
placed the order first; the Republi- 
cans, who had used this hour on all 
networks to get in their final pitch 
to voters in 1952 and 1956, report- 
edly claimed priority on the basis 
of those previous orders. Both par- 
ties also ordered the same time on 
ABC-TV and NBC-TV. 


s The Republican National Com- 
mittee said it would not fight the 
CBS action if it was necessary to 
serve the public. 

Republican sources noted that 
simultaneous coverage had been a 
convenience but said that tandem 
use of the networks was now pos- 
sible through tape. But the Re- 
publicans said that they did not 
want to be a party to “forcing the 
people to listen or turn off the 
set.”” Furthermore, the Republicans 
said their candidates would be 
“sufficiently attractive” to hold 
their audience even in competi- 
tion with commercial programs. 

ABC had no comment on its 
policy, but NBC reported no pres- 
ent plans for changing its policy 
on the sale of time to political 
parties. In other words, NBC will 
continue to accept orders from 
politicians who buy time simultan- 
eously on other’ broadcast facili- 
ties. 


# The question which remains 
very much up in the air at press 
time is whose order has priority 
at CBS. Frank Stanton, president 
of CBS, told ADVERTISING AGE that 
there are no orders on hand “under 
the terms of our policy.” 

The network’s position is that 
the orders placed earlier are no 
longer a consideration. He left the 
impression that the time would be 
sold on a first-come-first-served 
basis. Apparently neither the Dem- 
ocrats, who were fighting the le- 
gality of the revised policy, nor the 
Republicans, who said they hadn’t 
been officially notified by CBS, 
had reordered following the hand- 


ing down of the CBS edict. # 


Last Minute News Flashes 
‘Digest’ Ordered Untavorable Article, OAAA Says 


Cuicaco, Feb. 19—Outdoor Advertising Assn. of America charged 
today that an article attacking outdoor in the March Reader’s Digest 


‘Digest’ Attack 


| 
| 


Ts ‘Uninformative’ 


(see story in adjoining column) was planned to be unfavorable. The) 


association heard about the projected article and visited Frank Steven- 
son, the author, about four months ago, an OAAA statement said. 
Members of OAAA “had several conversations with him and left a 
large amount of-material about the medium,” OAAA said today. “He 
asked a number of questions and accepted the material but told us 
frankly that he had an assignment to write an article unfavorable to 
the medium.” 


Santa Fe Wine to Enter N. Y., Georgia Markets 


“NEw York, Feb. 19—Santa Fe wine, made by DiGiorgio Fruit Co., 
DiGiorgio, Cal., will be introduced in this market early next month 
with a kick-off campaign reported at $250,000. Mostly radio and news- 
papers will be used, with the theme, “California’s great wine comes to 
New York.” A similar campaign is planned at about the same time in 
Atlanta and other Georgia cities. That budget is said to be about $85,- 
000, with television probably added to the other media. New York 
is the first major market for Santa Fe outside the western states. It is 
among the oldest and best-selling brands in Southern California. Cole 
Fischer Rogow is the agency. 


Coca-Cola Sets Coke and Food Drive 


NEw York, Feb. 19—Coca-Cola Co. has scheduled an expanded Coke 
and food promotion in ten magazines from March 1 through December. 
King-size Coke and recipes will be featured in Better Homes & Gar- 
dens, Ebony, Good Housekeeping, Holiday, Junior Scholastic, Ladies’ 
Home Journal, Life, McCall’s, Senior Scholastic and Seventeen. Large 
photos and short copy will be featured, with the slogan, “Be really 
refreshed ... around the clock.” Point of sale displays will use the same 
format. McCann-Erickson is the agency. 


Central American TV Net Nears Operational Stage 

NEw YorkK, Feb. 19—Central American Television Network, co- 
owned by the American Broadcasting Co. (51%) and stations in Costa 
Rica, Honduras, Guatemala, El] Salvador and Nicaragua, will begin op- 
erations in six or eight weeks. The 5-station network, which is even- 
tually to be an interconnected hookup, will be sold to advertisers 
through a central New York office headed by a still-to-be appointed 
general manager. The basic rate: $575 for a Class A hour. 


Wilson Asks Eight Agencies to Make Presentations 

CHICAGO, Feb. 19—Seven or eight agencies have been invited to make 
presentations for Wilson & Co., starting next week. Among the agen- 
cies reportedly competing for the company’s $900,000 meat account, 
formerly handled by Kenyon & Eckhardt (AA, Nov. 23, ’59), are 
Campbell-Mithun; Compton Advertising; Cunningham & Walsh; Er- 
win Wasey, Ruthrauff & Ryan and Clinton E. Frank Inc. 


Vitro Corp. Names Gallay; Other Late News 

e Vitro Corp. of America, New York, has named Sam J. Gallay Ad- 
vertising to handle its corporate advertising and advertising for three 
divisions, Vitro Engineering and Vitro Chemical, both in New York, 
and Vitro Laboratories, Silver Spring, Md. Molesworth Associates, New 
York, is the previous agency. 


e President Eisenhower today (Feb. 19) named Earl W. Kintner to 
a new seven-year term on the Federal Trade Commission. Yesterday 
the President reappointed Federal Communications Commissioner Rob- 
ert E. Lee, also to a seven-year term. Present term of Mr. Kintner, 
FTC chairman, expires Sept. 30; Mr. Lee’s current term ends June 30. 


e Fensholt Advertising, Chicago, has been named to handle eight divi- 
sions of Koehring Co., Milwaukee, manufacturer of construction equip- 
ment. The account, which bills about $400,000, formerly was handled 
by Andrews Agency, Milwaukee. 


e Beck of Grafton, Grafton, Wis., manufacturer of Beck Boot Valet 
automatic electric shoe buffers, has named Butcher-Sherwood Inc., 
Milwaukee, as its agency. Beck, which bills about $50,000, formerly 
was handled by Van Handel Advertising, Milwaukee. 


e Family Weekly and Suburbia Today, Chicago, have appointed To- 
bias, O’Neil & Gallay as their agency. The account, formerly handled 
by Harry Sturgis & Associates, reportedly bills $100,000. Yester- 
day Tobias, O’Neil named Donald V. Smith exec vp of the consumer 
division of its Chicago office. He was formerly senior account execu- 
tive with Leo Burnett Co. 


e Morton Small has resigned as advertising manager of Mercury Rec- 
ord Corp., Chicago, to join the Chicago office of Biddle Co., where he 
will be a contact man and manager of internal traffic. Mr. Stone was 
once media director for Tim Morrow, now supervising director of Bid- 
dle, when Mr. Morrow had his own Chicago agency. Mercury has not 
yet named a new ad manager. 


e Douglas H. Emore has been appointed ad and sales promotion man- 
ager of adding-calculating machines division of Remington Rand, a 
new post. He was formerly manager of the catalog department. 


e Lawrence J. Muller has resigned as creative group head of SCI di- 
vision, Communication Affiliates Inc., McCann-Erickson, New York, 
to join Sudler & Hennessey as associate creative director and member 
of the plans board. 


e L. Philip Ewald, promotion director of The New Yorker, has been 
given the additional assignment of director of agency relations for the 
magazine, a new post. At the same time, David D. Michaels, former 
New York state ad manager, has been appointed to the new post of 
corporate and financial ad manager. Andrew C. (Mike) Pearson, for- 
mer national ad manager of Mademoiselle, has joined The New York- 
er’s sales staff, succeeding Mr. Michaels. 


e Everywoman’s Family Circle, New York, will bring out a metropol- 


itan New York edition in June, with b&w pages costing $1,906 and 
four-color pages $3,200. Rates are based on a circulation of 400,090. 


e Upjohn International, subsidiary of Upjohn Co., Kalamazoo, has ap- 
pointed Dillon Agnew Associates, international direct mail agency, to 
handle its direct mail campaigns in seven European countries. 


on Outdoor: Coste 


(Continued from Page 1) 
ganda.” 

The OAI president said it is “‘re- 
grettable in these days when all 
advertising is under close scrutiny 
because of the defections of a very 
small portion of those engaged in it, 
that opinion-making publications 
like Reader’s Digest, dependent 
upon advertising for revenue, 
should not use their space and tal- 
ents in support of the important 


panding economy.” 


a The Digest article hits at the 
outdoor industry’s “influence” over 
legislatures considering laws con- 
trolling signs on the federal high- 
way system. 

“Nearly 4,000 miles of this new 
interstate system stand completed 
this spring at a cost of about $1,- 


has already been taken over by 
the eyesore of billboards, even be- 
fore the concrete is dry,” says the 
Digest. 

The reason for this, the article 
asserts, is: “The billboard industry 
has more influence with our legis- 
lators than we have who pay the 
bill. 

“Bound together by trade asso- 
ciation,” it continues, “flanked by 
lobbyists, fighting off controls, 
greasing its way with gratuities 
and favors, this industry of a thou- 
sand companies has so encroached 
upon our highways that in the last 
two decades it has increased its 
take from $44,700,000 to more than 
$200,000,000 a year.” 


s “The billboard lobby,” says the 
Digest, “has watered down all at- 
tempts at federal regulation, using 
the excuse that control should rest 
with the states. As a result, count- 
less billboards can infest the new 
interstate system unless each state 
legislature acts to protect its coun- 
tryside.” 

According to the Digest, indus- 
try lobbyists “today swarm through 
state capitols all over the coun- 
try, trying to beat back proposals 
to raise standards” against out- 
door boards. 

“It is a campaign replete with 
misrepresentation, fancy flimflam 
and outright lies,” the article al- 
leges. 

“It is time for ordinary Ameri- 
cans,” it adds, “to realize it isn’t 
necessary to put up with this cal- 
lous despoiling of our national 
scenic heritage and the devalua- 
tion of our highway investment.” + 


‘Don’t Tell Us; 
We'll Ask You’ Is 
New Weiss Policy 


(Continued from Page 2) 

140 answers from the ad. The agen- 
cy then mailed out a brief, one- 
page questionnaire to all 140 per- 
sons. The questionnaire asked such 
specific questions as years of ex- 
perience, accounts handled and 
salary desired. 


s About 100 persons filled out and 
returned the questionnaires, he 
said. On the basis of data in the 
questionnaires, the most qualified 
persons were contacted and inter- 
viewed by the agency. 

To date, Mr. Stern said that 
about 25 persons have been inter- 
viewed, and one has been offered 
a job. No one from the Weiss 
agency applied for the positions 
(some account men didn’t know 
about the ad), Mr. Stern said, al- 
though he admitted that several 
executives working for Weiss cli- 


role advertising plays in our ex-| 


000,000 a mile—and much of it} 


ents were among the applicants. + 
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| gee MERCURY 


nce_ lower cn every single 1960 Mercury—big savings! 
| eal_ trade now, get a special allowance to top ‘em all 


uality_ proved highest ever in road tests of every car 


IT GREW PDQ—The Lincoln-Mercury 
Dealers Assn. of Los Angeles really 
started something when it launched 
a spot radio and newspaper cam- 
paign which favorably compared 
| the price of Mercury with other 
cars, mentioned by name. Other 
L-M dealer groups picked up the 
cue PDQ. 


Mercury Dealers 
Boast Prices Lower 
Than ‘Low-Price 3’ 


New York, Feb. 18—Several of 
the Lincoln-Mercury dealer as- 
sociations are locking bumpers 
with their competitors via a rare 
spot radio and newspaper cam- 
paign which favorably compares 
the price of Mercury with the 
“low-price” three, which are men- 
tioned by name. 

The associations in New York, 
Philadelphia, Cleveland, Chicago, 
Los Angeles and San Francisco 
are running similar but independ- 
ent campaigns with dollar com- 
parisons which vary from one 
locale to the next. The New York 
district is running a heavy sched- 
ule of radio spots with the bold 
message: “There’s a new low price 
on all models of the beautiful 1960 
Mercury. Now, you can buy the 
Monterey four-door sedan for 
within $36 of what you would 
have to pay for a dolled-up model 
of Ford, Chevrolet or Plymouth.” 


# About 60 stations in 45 markets 
surrounding New York are carry- 
ing the minute spots in a five- 
week push. The schedules vary 
from 15 to 100 announcements per 
week. 

Newspapers in New York are 
writing similar messages. “If you 
can afford a Ford, Chevrolet or 
Plymouth—see Mercury PDQ. See 
how much more an extra $36 
buys,” is the challenging message 
greeting readers of 125 papers in 
113 cities in the New York district. 
Figures, the ads say, are “based on 
manufacturer’s suggested base list 
price for Mercury Monterey four- 
door sedan and comparable V-8 
powered four-door sedans.” 

Auto makers and dealers have 
mentioned their competitors by 
name in ads in the past. Among 
others, Ford Motor Co. used the 
technique for Edsel. Actual price 
comparisons, however, generally 
have been avoided. 

Mercury’s dollar-sign ads are 
part of a general campaign theme 
which originated in Kenyon & 
Eckhardt’s Los Angeles office and 
spread to other Lincoln-Mercury 
dealer associations. The “PDQ” 
ads, standing for “price, deal and 
quality,” were first used by the 
Los Angeles dealers, and are now 
appearing in similar radio and 
newspaper drives in the five other 
districts. Kenyon & Eckhardt is 


the agency for 23 Lincoln-Mercury 
dealer associations which operate 
autonomously. + 
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Victor Agency Sues 
Keyes, Martin for 


‘Account Piracy’ 


(Continued from Page 1) 
ous accounts as a contact man and 
account executive. 


s Mr. Kiesel, said the complaint, 
thus “acquired a close, continuing, 
intimate and friendly relationship’ 
with a number of real estate com- 
panies and builders. 

Beginning last September, Vic- 
tor charged, Mr. Kiesel made “cer- 
tain improper, exorbitant and ex- 
travagant demands.” He allegedly 
“threatened that he would and 
could take and remove all of the 
said accounts” from the agency 
unless his demands were met. 

The complaint added the agency, 
under such “compulsion,” opened 
negotiations with Mr. Kiesel look- 
ing to a mutually satisfactory 
compromise. 

“Notwithstanding plaintiff’s said 
efforts,” the complaint continued, 
Mr. Kiesel “entered into a course 
of action and conspiracy with the 
other defendants...all thereof 
being designed to damage plaintiff 
and to remove from plaintiff’s ad- 
vertising agency all of the cus- 
tomers or accounts then being 
served by Kiesel as an account 
executive on plaintiff’s staff.” 


s The complaint further charged 
that beginning on or about .August, 
1959, a series of meetings between 
the defendants was held in the 
offices of Keyes, Martin and “the 
efforts of Kiesel to alienate and 
‘switch’ the business of the said 
accounts from plaintiff: to Keyes, 
Martin was discussed at length 
...”’ It was also alleged that as the 
result of the meetings, Mr. Kiesel 
was advised to persuade the ac- 
counts to move out of the Victor 
agency and into Keyes, Martin. 

The complaint said that Messrs. 
Schlissel and Martin advised Mr. 
Kiesel that his employment by 
Keyes, Martin—and his salary— 
were “dependent upon his being 
able to switch said accounts.” 

In the complaint, Victor charged 
Mr. Kiesel with “spreading false 
and malicious rumors” that Jay 
Victor & Associates had “no inter- 
est in retaining the accounts and 
would be unable to service them 
upon the prospective departure of 
defendant Kiesel from the employ 
of plaintiff agency.” 

It added that after Mr. Kiesel 
left Jay Victor & Associates on 
Dec. 18, 1959, “many of the ac- 
counts served by plaintiff termi- 
nated their employment of plaintiff 
as their advertising agency and 
transferred their accounts to 
Keyes, Martin & Co. and are now 
being so served.” 


s The complaint concluded by 
asking the court for a judgment 
in which an accounting be made 
of all alleged “profits, income and 
increment received by or accuring 
to [defendants] as a result of said 
conspiracy;” that the court ad- 
judge the defendants be declared 
trustee of all said accounts “for 
the beneficial interest of plaintiff”; 
that the defendants be “perma- 
nently enjoined from soliciting, 
contacting, spiriting away or in- 
terfering’’ with the accounts set 
forth in the Victor complaint; and 
that punitive damages of $250,000 
be awarded to Jay Victor & As- 
sociates as the plaintiff. 


= Mr. Steinhardt, president of 
Keyes, Martin & Co., commented 
on the suit in a three-sentence 
statement to ADVERTISING AGE: 

“The suit is completely ground- 
less and false. We deny all of its 
allegations of wrongdoing. Our 
attorneys are now studying the 
papers for necessary action.” A 
formal answer to the charges is 
expected to be filed in superior 
court here shortly. # 


McGannon 


Cunningham 


Anderson Connolly 


AFA GOERS—Present at the North East regional Advertising Federation 


of America conference in Boston 
chairman, Cunningham & Walsh; 


were John Cunningham, board 
Donald H. McGannon, president, 


Westinghouse Broadcasting Co.; Sigurd Anderson, FTC commissioner; 


Christian 


M4 


Allan 
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Beard Swaffield 


James M. Connolly, convention chairman and Ist vp, Frank S. Chris- 
tian, president, and Paul Swaffield, past president, of the Advertising 
Club of Boston; George Allan, vp and general manager, Gannett Ad- 


vertising Sales Inc., and William 


K. Beard Jr., president, ABP. 


Colgate Renews Charge FTC 


Had Cleared ‘Sandpaper’ Ads | 


(Continued from Page 1) 
York, agency for Pepsodent. 

Still to be heard from in the 
Jan. 13 group are Standard Brands 
and Ted Bates & Co., for Blue 
Bonnet margarine, and Alumi- 
num Co. of America and Ketchum, 
MacLeod & Grove, for Alcoa wrap. 

Replies by Colgate and Ted} 
Bates & Co. defended the sand-| 
paper commercial as “a fair and| 
true illustration of the otherwise | 
proven fact that Palmolive Rapid | 
Shave Cream has excellent wet- 
ting properties in actual use for 
shaving purposes.” 


s The sandpaper commercial had 
become a matter of special inter- 
est after the Bates agency used 
newspaper ads in New York, Chi- 
cago and Washington to complain 
that FTC was hitting reputable 
firms with a complaint without 
making its rules clear. 

Both companies conceded that 
what appeared to be sandpaper 
was in fact a mockup composed 
of glass or plexiglass with sand 
applied. They insisted, however, 
that the moisturizing action of the 
product is such that “by applying 
said product to the surface of 
sandpaper and soaking it, it is 
possible to shave off the rough 
surface of the sandpaper.” The 
replies contended “the mockup 
was used in said demonstration 
because of technical problems in 
the tv process which made it un- 
feasible to use sandpaper.” 


= FTC also received this week 
denials from Lever Bros. and its 
agency, Foote, Cone & Belding, 
New York, that the public was 
deceived by tv commercials for 
Pepsodent toothpaste. 

Lever Bros. simply denied its 
ads mislead or had a tendency to 
mislead the public. FC&B, in be- 
half of itself, and William H. 
Bambrick, account supervisor on 
the Pep odent account, said it 
believed and still believes com- 
mercials involved in the complaint 
are true and accurate. 

“But in any event,’ FC&B re- 
plied, ‘‘said respondents acted in 
good faith and with due care, in 
reliance upon adequate and re- 
sponsible information with respect 
thereto.” 


= While the Colgate and Bates 
replies were filed by different law 
firms, their language with respect 
to the effectiveness of Palmolive 
shave cream, and the reasons for 
the use of a “mockup” in the 
“sandpaper” demonstration were 
almost verbatim. 

The Bates reply, however, con- 
tented itself with defending the 


|Cream with Gardol bogged down | 
|hand holds a razor and shaves) Tuesday as Colgate filed a motion | cajjed corporate image—owns its 


what purports to be sandpaper to| 
which Palmolive shave cream has | 
been added. FTC charged that “said | 
demonstration does not prove the | 
‘moisturizing’ properties of Pal- 
molive Rapid Shave Cream.” 


s The Pepsodent commercial 
showed a lab technician demon- 
strating a cigaret smoking ma- 
chine. “It deposits yellow smoke 
stains on enamel like the hard 
surface of your teeth,” he explains. 
As the video portion shows Pepso- 
dent brushing away the stain, he 
says, “See? The smoke stain is 
gone when we use Pepsodent.” 
FTC said this demonstration does 
not prove that Pepsodent is effec- 
tive in removing tobacco smoke 
stains from the teeth of all smok- 
ers. 

Colgate’s account of its efforts 
to keep Palmolive shave cream ads 
in line with FTC wishes said, “At 
the request of the commission, 
respondent has continuously sub- 
mitted representative samples of 
its advertising and tv commercials 
for various of its products and has 
voluntarily modified such adver- 
tising and tv commercials at the 
suggestion and request of the 
commission and to the satisfaction 
of the commission.” 


= In May, 1957, it said, commer- 
cials for Palmolive shave cream as 


well as certain other products 
were submitted. “On March 25, 
1959,” Colgate said, “respondent 


was informed that the commission 
contemplated no further action at 
this time, certain of such ads 
having been changed voluntarily.” 

According to Colgate’s version, 
the next word from the commis- 
sion was notice on Nov. 16, 1959 
that certain information was de- 
sired with respect to the sand- 
paper test. “On Nov. 20, 1959,” 
Colgate said, “R. H. Gravette, a 
representative of the commission, 
met with the representatives of 
both respondents. Respondents 
supplied the information requested 
and it was demonstrated to said 
representative of the commission 
that Palmolive Rapid Shave could, 
in fact, be applied to shave sand- 
paper.” 


ws The reply said, “Said represen- 
tative of the commission himself 
performed the demonstration to 
his apparent satisfaction.” 
Colgate’s reply continued: “The 
commission made objection to the 
sandpaper demonstration in the 
tv commercials for Palmolive Ra- 
pid Shave for the first time by the 
service of the complaint herein. 
“Thereupon, respondent volun- 


product, and explaining the use of 
the mockup. It steered clear of the 
“bad faith” issue raised by Colgate. 

In the Colgate commercial a 


tarily changed such tv commer- 
cials and at great expense volun- 
tarily and permanently abandoned 
the use of the sandpaper demon- 


stration in its tv commercials and 
made certain other changes in 
such tv commercials.” 


= Meanwhile, the commission’s 
hearing on ads for Colgate’s Dental 


seeking dismissal. 

Commission Attorney Edward 
F. Downs had completed the pre- 
sentation of his case two weeks 
ago. His evidence consisted solely 
of seven tv commercials and a 
number of ads from print media 
which, he contends, implied that 
Colgate Dental Cream with Gardol 
provides “complete” protection. 

When the hearing resumed to- 
day, Colgate Attorney Matthew F. 
Correa moved for dismissal on the 
grounds that the commission failed 
to prove its case. In the event this 
motion is denied, he said he will 
need access to FTC’s files in order 
to develop proof that Colgate had 
reason to believe its ads were 
satisfactory, and to show that 
competitors have benefitted as a 
result of the complaint issued by 
the commission. 


=® As Hearing Examiner Leon 
Gross took his motions under 
advisement, attorneys for both 


sides indicated an agreement was 
being negotiated which will enabie 
Colgate to develop evidence on its 
past cooperation with the commis- 
sion. On the assumption that the 
motion for dismissal may not be 
granted, the hearing examiner 
designated March 16 for Colgate to 
begin developing its defense. + 


Minnesota Mining Names 
Sandell to New Ad Post 
George W. Sandell, formerly 
general manager of Thermo-Fax 
Sales Inc., has been named staff 
advertising administrator of Min- 


nesota Mining & 


Mfg. Co., St. 
Paul, a new 
post. The new 


position is the 
beginning of a 
realignment of 
Minnesota Min- 
ing advertising 
activities “into 
the vertical or- 
ganization of 
product groups 
and _ divisions.” 
Mr. Sandell will 
coordinate the ad programs of the 
products groups and divisions and 
will align the programs with the 
over-all corporate and institutional 
advertising goals. Product group ad 
programs will be directed by man- 
agers appointed in the divisions. 


Pharma-Cratt Names Edwards 
Mauri Edwards has been named 
general sales manager of Pharma- 
Craft Co., New York. He was pre- 
viously marketing assistant to the 
scientific director of Joseph E. 


George W. Sandell 


Seagram & Sons, parent company. 
also named 


Pharma-Craft has 


Alan E. Woltz assistant general 


sales manager and Elmer E. Gaub 
Jr., national field sales manager. 


Stay Ahead of 
‘Consumer Tastes, 
Jones Urges Admen 


(Continued from Page 1) 
market today. 


= “Nor does it own its historic 
share of that market. It exists in 
a market, or in a share of a mar- 
ket at public caprice and because 
it either is fortunate in its mar- 
keting approach or fortunate in 
the lack of creative marketing 
savvy among its competitors.” 

As an example of predicting 
future marketing trends, Mr. 
Jones recalled that in 1953, Pon- 
tiac and MacManus, John & Ad- 
ams officials decided to change 
Pontiac’s image from a staid, con- 
servative automobile to a sleek, 
modern model. 


= They based their decision on the 
fact that the Big Three were turn- 
ing out sharper models, that in- 
come was rising, and the fact 
that more young people were 
entering the new car market. Pon- 
tiac’s 1959 model scored a dra- 
matic climb in its share of the new 
car market. # 


Fogwell Named Ad Director 
of Hart Schaftner & Marx 

Bruce Philip Fogwell has been 
named advertising director of 
Hart Schaffner 
& Marx, Chi- 
cago, effective 
March 1. He 
succeeds Robert 
Dawson, who 
resigned in De- 
cember to be- 
come advertis- % 
ing director of 
Neiman-M a r- 
cus Co., Dallas. 

Mr. Fogwell 
|formerly was 
jassistant advertising manager of 
| William Carter Co., Needham, 
coe 


| Sunbeam Enters Electronic 
|Field with Oster Purchase 

Sunbeam Corp., Chicago, manu- 
facturer of portable electrical ap- 
pliances and other equipment, has 
acquired John Oster Mfg. Co., Mil- 
waukee, manufacturer of barber 
and beauty supply equipment, 
health appliances, electrical house- 
wares, and aviation and missile 
precision instruments. Oster stock 
will be exchanged for Sunbeam 
stock at a special meeting of stock- 
holders April 4. 

Sunbeam said that no decision 
has been reached concerning Os- 
ter’s two agencies—Brady Co., Ap- 
pleton, Wis., which handles all ad- 
vertising except for Cummins port- 
able tool division, and Baker, 
Johnson & Dickinson, Milwaukee, 
which handles Cummins. Perrin- 
Paus Co., Chicago, is Sunbeam’s 
agency. 
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WINNERS—Here are three of the six 


Hollywood Ad Club 
Awards 15 Prizes 
for TV-Radio Spots 


HOLLYwoop, Feb. 17—Fifteen | 
first awards for tv and radio com- | 
mercials produced in the Los An-| 
geles metropolitan area in 1959| 
were made today by the Holly-| 
wood Advertising Club in its sec-| 
ond annual Broadcast Commer- 
cials Producers competition. 

First awards for television went 
to McCann-Erickson and Jerry 
Fairbanks Productions for a one- 
minute live action commercial pro- 
duced for Bell & Howell; Grant 
Advertising and American Broad- 
casting Co., for an over one-min- 
ute live commercial for Dodge; 
Campbell-Mithun and Desilu Pro- 
ductions, for a 30-second live com- 
mercial for Northwest Orient Air- 
lines. 

Guild, Bascom & Bonfigli and 
Ray Patin Productions, for an 
over one-minute animated com- 
mercial for Nucoa (Best Foods); 
Foote, Cone & Belding and Cas- 
cade Pictures of California, for an 
animated one-minute commercial 
for Calo Pet Food Co.; David Olen 
Advertising and Playhouse Pic- 
tures, for an animated 30-sec- 
ond commercial for Santa Clara 
Plumbers Assn. 


= Fitzgerald Advertising and 
Quartet Films, for a Wesson Oil 


& Snowdrift Sales Co. ID; D’Arcy 
Advertising and Saul Bass-Play- | 
house Pictures, for an Olin Math- 
ieson Corp. program title; US. | 
Borax & Chemical Corp. and 
American Television Enterprises, 
for a program promotion spot for 
“Death Valley Days’; J. Walter 
Thompson Co. and MGM-TV, for| 
a Ford Motor Co. color commer- 
cial; N. W. Ayer & Son and MGM- 
TV for an institutional commer- 
cial of American Telephone & 
Telegraph Co. 

Radio first prizes were given to 
Freberg Ltd., for a humorous But- 
ter-Nut Foods commercial; to 
KEZY for a Schmidt-Phillips Co. 
straight presentation commercial; 
Foote, Cone & Belding and Ad- 
Staff, for a Sunkist Growers’ jin- 
gle; KNX-Radio, for station pro- 
motion. 


s Additional tv awards were giv- 
en to: 


e One-minute live—Foote, Cone & Beld- 
ing and MPO Productions, for S.C. John- 
son & Son (J-Wax), and Guild, Bascom 
& Bonfigli and La Brea Productions. for 
Tidy House products. 


e Over one-minute live—Guild, Bascom & 
Bonfigli and Wayne Steffner Productions, 
for Skippy peanut butter, and Reach, Mc- 
Clinton & Co and MGM-TV, for Pru- 
dential Insurance Co. 


e Animated, 30-second—Needham, Louis 
& Brorby and Pantomine Pictures, for 
Renault, and J. Walter Thompson Co. and 
Playhouse Pictures, for Southern Cali- 
fornia Ford Dealers’ Assn. 


e ID—Van Sant, Dugdale & Co. and Fre- 


berg Ltd., Playhouse Pictures for Esskay 
American Brewery Co. 


first award winning 


to: 


tv commercials chosen by the Hollywood Advertising Club: Snowdrift, Northwest Airlines and Santa Clara Plumbers. 
|and Playhouse Pictures, for Ford. ; 


| bought the Gary Post. In 1921, they | 
@ Additional radio awards went) bought 


the Gary Tribune and 
merged the two newspapers. | 
The veteran newspaper man was 


¢ Humorous—Van Sant, Dugdale & Co.|the son of an Ohio and Missouri| 


and Freberg Ltd., for Esskay meats, and 


for Glendale Federal Savings & Loan 
Assn. 


e Jingle—Doyle Dane Bernbach and Radio 
Recorders, for Holly Sugar Corp. 


« Station promotion—-KEZY. 


@ Judges in the competition were 
Don Belding, formerly of Foote, 
Cone & Belding; Thomas Free- 
bairn-Smith, Academy of Televi- 
sion Arts & Sciences; Evelyn 
Bigsby, TV Guide; Syd Cassyd, 
University of California at Los 
Angeles, and Frank Morris, NAB 
tv code review board. 

Phil Seitz, ADVERTISING AGE, was 
chairman for the awards; Bill 
Merritt, Broadcasting, was co- 
chairman. # 


LAURA R. HALL 


Cuicaco, Feb. 16—Mrs. Laura 
Roberts Hall, 44, head time buyer 
for Henri, Hurst & McDonald, died 
Jan. 31 in Michael Reese Hospital. 

Born in Chicago, Mrs. Hall 
worked for WQAM, Miami, from 
1941 to 1948, serving as national 
spot sales manager for the last five 
years. During the same period, she 
also served as Miami correspond- 
ent for Variety. 

She moved to New York in 1948 
and joined C. E. Hooper Co. as as- 
sistant to the vp in charge of sta- 
tion relations. She moved to Chi- 


| cago in 1950 to join Henri, Hurst & 


McDonald as chief time buyer. 


WALTER E. WINES 


R1mpGEwoop, N. J., Feb. 17—Wal- 
ter E. Wines, consultant in news- 
paper production and plant design 
and construction and a former 
American Newspaper Publishers 
Assn. official, died of heart failure 
at his home here Feb. 11. 

At his death, Mr. Wines was a 
consultant for Charles T. Main 
Inc., Boston consulting engineer. 

Mr. Wines, who retired from the 
ANPA in 1948, joined the associa- 
tion in 1926, founding its mechan- 
ical department and initiating na- 
tional mechanical conferences 
which are now annual affairs. He 
was also a director of the depart- 
ment. . 

Beginning in 1910, he was associ- 
ated successively in mechanical 
managerial capacities with the 
Minneapolis Tribune, Chicago 
Tribune and New York Times. 


J. RALPH SNYDER 

Fort LAUDERDALE, FLA., Feb. 16— 
J. Ralph Snyder, 74, board chair- 
man and former publisher of the 
Gary Post-Tribune, died Feb. 11 
in his winter home here. 

Mr. Snyder retired after 43 years 
as publisher in 1953, after he suf- 
fered a series of strokes. 

Mr. Snyder and his brother, 
H. B. Snyder, who currently is ed- 
itor and publisher of the Post- 


| newspaper publisher, H. R. Snyder, 


Davis, Johnson, Andersen & Colombatto, | 


who at one time was associate edi- 
tor of the Gary Post. In addition to 
his brother, H. B., Mr. Snyder is 
survived by a son, Jack, business 
manager of the Post-Tribune. 


HENRY B. KNIGHT 

Mount VERNON, N. Y., Feb. 16— 
Henry B. Knight, 59, a display ad- 
vertising salesman in the financial 
advertising department of the New 
York Times, died of a heart attack 
here Feb. 10 while being driv- 
en to the railroad station by his 
wife, Henrietta. Mr. Knight joined 
the Times in 1927 as a stenographer 
in the financial ad department, and 
became a salesman in the depart- 
ment two years later. 


JOHN J. FOY 


BuFFALO, N. Y., Feb. 16—John J. 
Foy, 53, former adman and presi- 
dent of Printed Productions Inc., 
died Jan. 30 after a long illness. 

Mr. Foy began his career in New 
York, becoming president of the 
Creative Sales Guild and editor 
and publisher of its magazine, 
“Printed Advertising.” In 1932 he 
moved to Buffalo, where he worked 
as an account executive for Land- 
sheft Advertising Agency and R. B. 
Warman & Co. 

He joined the public relations 
department of Curtiss-Wright 
Corp.’s airplane division during 
World War II. He also held execu- 
tive positions with several Buffalo 
printers. 


HERMAN KATZ 


Boston, Feb. 16—Herman A. 
Katz, 58, president of Jenkins 
Spirits, Manchester, N. H., died 
Feb. 9 at Peter Brent Brigham 
Hospital here. A resident of Brook- 
line, Mr. Katz founded Jenkins 
Spirits, which produced Reddy 
Made mixed drinks, in 1958. He 
had served as vp and sales manag- 
er of Jacob Ruppert, New York 
brewer, from 1949 to 1954. He re- 
joined Ruppert in 1957 as sales con- 
|sultant and operated his own New 
|England wholesale distributing or- 
|ganization, Country Club Soda, 
Springfield, Mass. 


FRED L. ROGAN 


PoINnT PLEASANT, N. J., Feb. 16— 
Fred L. Rogan, 79, former owner 
of Judge, the humor magazine, died 
at Point Pleasant Hospital here 
Feb. 8. He was a resident of 
Adamston, N. J. 

A former ad manager of Curtis 
Publishing Co., Mr. Rogan owned 


and operated Judge from 1925 to 
|1935. He was editor of company 


|he retired in 1954. 


| GEORGE T. BECHTOLT 


Gebstaedt Joins ABC-TV 


| publications for Pyrene Mfg. when | 


| Wickensurc, Ariz., Feb. 
|George T. Bechtolt, 66, former ad- 


¢ Program title—J. Walter Thompson Co.' Tribune, came to Gary in 1910 and|vertising manager of the Cincin- 


16—| 


TV Nets’ Billings 
; |e CBS led in billings with $266,- 
Climbed 10.7% to |355,269, a 7.5% increase over 1958. 


$627,311,530 in ‘59 |e NBC billed $235,290,937, a 9% 


increase over 1958. 

New York, Feb. 19—Last year) 
the tv networks’ gross time billings 
climbed to $627,311,530, 10.7% over 


| year. 


. The networks’ daytime billings 
sete | showed a healthy gain in 1959 over 
the 1958 billings of $566,590,401, 1958, scoring a 17.7% boost to 


according to figures released today | $203,103,778 over 1958’s $172,490,- 
by the Television Bureau of Ad- | 627. 


vertising. . | Nightime network billings were 

All three networks shared in the | $424,207,752, compared with $394,- 
general prosperity, with American | 999774 in 1958, a 7.6% increase. 
Broadcasting Co. coming up with| 


A | The network television billings 
the greatest percentage increase. | are released by TvB and compiled 


e ABC billed $125,665,324, an I Joos Leading National Advertisers- 
crease of 22% over the previous Broadcast Advertisers Reports. + 


Network TV Gross Time Billings 


Source: TvB Figures from Leading National Advertisers and 
Broadcast Advertisers Reports 


NETWORK TELEVISION 
December % January-December % 
1958 1959 Change 1958 1959 Change 
OE | scssastemn $10,466,104 $13,280,610 +26.9 $103,016,938 $125,665,324 +22.0 
eee 22,836,275 23,935,048 + 4.8 247,782,734 266,355,269 + 7.5 
Pee ecmnios 20,636,442 21,453,811 + 4.0 215,790,729 235,290,937 + 9.0 
Total .... $53,938,821 $58,669,469 + 8.8 $566,590,401 $627,311530 +107 
MONTH BY MONTH—1959 
ABC CBS NBC TOTAL 
J Wy idoesh $10,647,078 $22,129,248 $19,299,853 $52,076,179 
FO ONEY cccnccssescscsbpeestntase 10,024,460 20,806,220 18,053,828 48,884,508 
11,565,031 23,265,395 20,728,315 55,558,741 
10,309,263 22,077,285 19,739,816 52,126,364 
9,946,570 22,298,271 19,674,494 51,919,335 
8,930,114 21,171,128 17,984,845 48,086,087 
BE 1) Saitek ys tovinestacvecssnconseds 8,391,470 21,269,782 17,883,111 47 544,363 
GUM narinrisnigrnindssesionsiai 8,205,520 21,137,261 17,298,527 46,641 308 
September  ........cccescecsess 8,724,938 21,196,220 18,525,685 48,446,843 
COE | ckminnrmnun 12,537,020 23,610,441 22,883,291 59,030,752 
SERIO vincesuciccssvessce 13,103,250 23,458,970 21,765,361 58,327,581 
DORIIOE scecsocscestesepsrenses 13,280,610 23,935,048 21,453,811 58,669,469 


*Figures revised as of Feb. 10, 1960. 


nati Enquirer, died at his home William Esty Elects 
here Jan. 29. He left the Enquirer | Dr, Wulfeck to Board Post 
about 30 years ago. | Dr. Wallace H. Wulfeck has been 


elected vice-chairman of the board 
WILLIAM VINICOMBE of William Esty Co., New York. 
ALBANY, Feb. 16—William F.| Dr. Wulfeck has 


Vinicombe, 32, vp of Woodward, been exec vp of 
Voss & Hevenor Advertising, died|the agency for 
Feb. 4 after a long illness. He|the past three 


joined the ad agency here in 1948.) years. At the 
| present time, 
L&N Names Pan in N. Y., Dr. Wulfeck is 
Reibold on West Coast president of the 
Market Re- 


Anthony J. Pan, vp and commer- : 
cial production director of Lennen | ee — 
& Newell, New York, since 1953, | oa pre ae aaebe 
has been named a senior vp of the | aoe a Seca 
agency. L&N also has named Rich- | pring © f re h 
ard S. Reibold radio and tv com-| + ° prs pte a 
nia gy + aed Bf Re ae: + 4 _man of the board in 1957 and 1958. 
the agency since 1958 as a tv com- 
mercial producer. 


Dr. Wallace Wulfeck 


‘Phelan Joins Grant Webb 
Richard C. Phelan, previously 


| with Illinois Mid-Continent Life 

Andre Gebstaedt, formerly ad- | Insurance Co., has joined the Chi- 
vertising manager of J. Arthur | cago sales staff of Grant Webb & 
Rank Organization, New York, has | Co., radio station representative. 
been named to the new post of Grant Webb also has been named 
advertising manager of ABC-TV, /national representative of WOHO, 
New York. He will assist Dean | Toledo, formerly handled by John 
Linger, director of advertising. 'E. Pearson Co. 
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84 . Advertising Age, February 22, 1960 
Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 

(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 

B Add two lines for box number. Closing deadline: Copy in written form in Chicago 

office not later than noon, Wednesday 5 days preceding publication date. Pacific 

Coast Representative (Classified only): Classified Departments, Inc., 4041 Marlton 

Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 

7 days preceding publication date. Display classified takes card rate of $18.75 per 


HELP WANTED 
COPY DIRECTOR 


HELP WANTED 


HELP WANTED POSITIONS WANTED | 


column inch, and card discounts on size and frequency apply 


AVERAGE PAID CIRCULATION FOR 6 MONTHS ENDING JUNE 30,1959 47 344 


BUSINESS OPPORTUNITIES 


MOLENE PERSONNEL SERVICE 


Fast growing Louisville agency has op-| publicity aan .. editors 
portunity for experienced man or WOMAN | AdVZ. MANAZETS _ ..........00.eevese0rs copywriters | 
creative copy director. Financially sound | artists media production .... sales | 


agency staffed with twenty-two people; “All is grist which comes to our mill” 
two million billing. Accounts—food and|ANdover 3-4424, 105 W. Adams St. Chgo 3 
diversified Reply in confidence with | ~~“Q)WVERTISING DESIGN ASSISTANT 
samples. Salary range—$7,500 to $10,000.| apie to prepare rough and comprehensive 

Box 3367, ADVERTISING AGE layouts, handle type specifications, super- 
200 E. Illinois St., Chicago 11, Illinois 


vise preparation of key line art. Will 
COMMERCIAL ART SALESMAN involve contact work with photograph- 
to sell complete collateral Advg package | ers, art studios and advertising agencies. 
from idea to printing for firm that has | Should be able to contribute to creative 
all the facilities & know-how MI 2-6402| planning of direct mail, sales literature 
(Chgo) and journal advertising for overseas dis- 
P.O. P. DESIGNER tribution. Prefer 2 to 6 years experience. 
Experienced, merchandising minded de- | Please send resume to: 
signer needed to create smart, modern Technical Employment Coordinator 
cardboard and semi-permanent displays The Upjohn Company 
for large, progressive P.O.P. organization Kalamazoo, Michigan 
handling all top national accounts. Send| PUBLIC RELATIONS—Large national fi- 
complete resume and salary requirements | nancial corporation seeks top assistant 
to to develop interesting releases, write 
ROGER REX, DISPLAY CORPORATION, | speeches, contact major media. Creative, 
521 BROADWAY, mature, able to operate on high level. 
MILWAUKEE, WISCONSIN New Saeene. Send resume: include sal- 
SPACE SALESMAN ary, availability. 
Ready to move up now to eastern divi- Box 3392, ADVERTISING AGE 
sional manager of a national trade pub- | ®30_Third Ave., New York 17, New York 
lication serving the motor carrier indus- ADVTG. MGRS.—COPYWRITERS— 
try. Minimum of 4 years in space sales. ARTISTS—SALES PROMOTION— 
Age 25-45. Substantial draw against com- ACCOUNT EXECS—EDITORS— 
mission. Top opportunity for creative PUBLIC RELATIONS 
planner, with ambition and drive. Must|serying both Employer and Employee 


have late model car and be willing to|sHAY AGENCY, 55 E. Washington, 
travel extensively. Send resume of ex-| Chicago 


perience along with record of accom- 
ADVERTISING ASSISTANT 
plishment. Our employess know shout Leading Chicago consumer goods man- 


this ll 3415, ADVERTISING AGE ufacturer needs an able assistant who 
200 E. Illinois St., Chicago 11, Illinois |C@", Write promotional copy, who works 
well with others, and knows the graphic 
EDITOR. To head up new trade maga-|arts. Fine opportunity with leader in 
zine in New York. Heavy editing ex-| field. Good benefits and salary depend- 
perience particularly in food, liquor or|ent upon experience—3 or more years 
one wubiiching fir a desirable. College background helpful. 
§ 1. Salary open. 

Box 416 ADVERTISING AGE er and resume, including salary 
630 Third Ave., New York 17, New York Box 3419, ADVERTISING AGE 
nian pnt Ah pains my — . a 200 E. Illinios St. Chicago 11, Ilinois 

3 > s food-experience > 
account executive to relieve him of prime Ex ee eee a Es 
pw on major packaged-meat tablished well pi Mn Te egy nny enedlley 
Our $1,500,000 agency is GROWING, de- studio. Call WHitehall 4-7164 for appt. 
manding that the president spend more y | ~ nn lace TNC. 200 5B. Obie, 
and more of his time on agency admin- = 
istration and new business. If your back- 
ground qualifies you, please send your 
resume (including salary requirements). 
Our 19 man staff knows (and heartily 
approves) of this ad. 

Box 3417, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois for Major community philanthropic 
AGRICULTURAL ADVERTISING COPY organization in Chicago 
WRITER wanted by large midwestern | There’s a bright future here for a young 
firm dealing in all types of agricultural|™an with initiative and drive, and ex- 
merchandise. Knowledge of display de-|Perience in Publicity and Public Rela- 
sign helpful. Good permanent position | tions work; some direct mail experience 
with talented, well-adjusted people. | 2lso desirable. Excellent salary and work- 
wae ing conditions. 

ox 3418, ADVERTISING AGE Box 3427, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 200 E. Illinois St. Chicago 11, Illinois 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, SU 7-2255 


ASSISTANT DIRECTOR 
OF PUBLIC RELATIONS 


| PROMOTION MANAGER 


 GEIGY PHARMACEUTICALS 


" . 
; Division of Geigy Chemical Corporation 
1 
Ardsley, New York | 


A highly qualified Promotion Manager will find a re- 


warding career in our rapidly expanding Ethical Phar- 
maceutical program. 


The individual selected should have a minimum of 6 


| UNITED FILM & RECORDING STUDIOS |& mfr exp. Soy .. married. Hal Olson, 


FILM PRODUCTION SALESMAN SPACE SALES... now selling 


One of Midwest's pioneer studios offer|McCall consumer and trade quarterlies | Successful publisher desires additional 

| capital for expansion of profitable prop- 
erty in consumer and trade field. Should 
return investor 100°% 
18 months. Write 


great oppy. Top-notch equipped facili-|. . reorganization compels move. . ex-| 
ties; staff. Unlimited potential. |tensive media prom & res & some agcy | 


301 E. Erie St. (Chgo.) SUperior 7-9114| MU 6-4600, NYC. 


ADVERTISING Looking for pro talent at part-time price? 
OPPORTUNITIES Bright, seasoned 4-A Copy Contact man | 
Artist top figure illustrator . Open | will add power and aura to your team | 
Trade publication editor ...... Open | through flexible working arrangement at} 
Adv. & P.R. Asst. (California) . $9,300 | your option. Excellent consumer and in- 
Advertising Assistant (N.Y.) . . Open | dustrial background, plus contract caliber | 
Catalog layout artist .. $7,800| & exceptionally attractive. remuneration | 
ee es Friday (good typist) ..... $4,200 | setup. New York City TR-3-0459. 
nd resumes to E. R. Rundell Woman executive available April 1 
WABASH EMPLOYMENT AGENCY (March 15 if necessary). Qualified for 
202 Soe. State Street 15th floor | management of medium-size agency, | 
Chicago 4, Illinois — —— WAbash 2-5020/ nublisher’s Chicago office or as assistant 
OPPORTUNITY FOR GOOD WRITER to account executive or advertising 
For a copywriter who has done success- | manager. 
ful trade and promotional direct mail | Box 3429, ADVERTISING AGE 
campaigns, and who has written some| 200 E. Illinois St., Chicago 11, Illinois 


national—there is an opportunity to as-| BOOK-KEEPER—FREE-LANCE 
sist copy chief on accounts that are/pul charge including tax reports, P&L. 


leaders in their fields. Agency has high i 
creative standards. Midwest location. Wide mesia ond production Knowledge 


Write giving details and attach one proof | — ee + md aun Sar h ym ne 
pong B.S Boy your writing. Our peo- week. Mre. A. E. Kendall—664 N. Dear- 
Box 3208, ADVERTISING AGE eo, ae 
200 E. Illinois St., Chicago 11, Illinois 
REPRESENTATIVES WANTED 
OSITIONS TE 
wWinres etier vie a NAGE | ESTABLISHED West Coast Publishers 
7 yrs. Industrial/Consumer agency exp f~ ay yn a fang Bm ogy Bg <§ 
All Lage 3 e+ _— cor, rons agency starters with imagination need apply. 
SBA 8. Ge ie facts. . Family man, All confidences will be respected. Send 
Box 3420, ADVERTISING AGE ree uBox 27 R 495, ADVERTISING AGE 
pm Ave., New “om nS wow |4041 Marlton Ave., Los Angeles 8, Calif. 
E ISING MGR.—PR J R. } 
Experienced in nat’l advertising sales REPRESENTATIVES AVAILABLE 
promotion, graphic arts, market research, WANT MORE AD VOLUME? 
displays. NYC location. Age 31 If your trade publication needs exp. | 
Box 3421, ADVERTISING AGE publishers rep with agency references 
630 Third Ave., New York 17, New York | for Ohio, Mich, Pa, NY write for _ 
| 


INDUSTRIAL FREE LANCE— Box 3423, ADVERTISING AGE 
Specializing in catalogs, collaterals, direct 200_E. Illinois St., Chicago 11, Mlinois 
mail—seeks agency and/or manufacturer | Representative Available for Midwestern 
connections. V. Brookhart, 2160 Jones | Area. Trade or Consumer Magazines. 


Avenue, Wantagh, L.I., N.Y. Box 3424, ADVERTISING AGE 

MAYBE I BELONG TO YOUR “TEAM”? 200 E. [Illinois St., Chicago 11, Illinois 

Nf 

mgmt. Caiescam with food mfr. 3 PUBLISHERS: Need Financial Assistance? | 

agency. Old established letterpress and offset | 
Box 3422, ADVERTISING AGE printing firm has excess capacity to | 

200 E. Illinois St., Chicago 11, Illinois produce economically trade publications, 


INVESTMENT OPPORTUNITY 


Box 3426, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


the farmer, 


FREE-CATALOG NO. 2 OF READY TO 
USE ART OF LIVESTOCK & POULTRY 
Contains 96-8 x 10 velox prints, with a 
total of over 250 drawings of every type 
of farm animal and bird. If you sell to 
you should have this Free 
catalog in your file. Write today—John 
Andrews, 1504 Dodge Street, Omaha, Ne- 
braska. 


Mr. Editor: Make your good paper even 
better with the humorous new column, 
DOWN ON THE FARM. For sample col- 
umns and rates write Fortune Features, 
Huntly, Va. 


DO YOU NEED 
Copywriters, Ad Managers, 
Production People? WE HAVE 
THEM! Check with 

MARAMAC PERSONNEL 


5 No. Wabash, Chicago 2 
RA 6-3538 


SOME PUBLISHER MUST NEED— 


Experienced retail, national and 
classified adman qualified to lead 
advertising departments into higher 
linage productiveness. Ability to set 
realistic advertising linage goals and 
obtain strong gains. Capacity to see 
picture from overall operation . . . 
cooperating and coordinating with 
news, and printing depts. This man 
has a strong sales record and lead- 
ership. He has a young family, owns 
his own home; . excellent ref- 
erences with top-level executives. 
Wishes to relocate with smaller 
newspaper . . and invites inter- 
view during Inland Newspaper 
meetings. 


profit within 12 to 


with lead headlines as follows: vocal 
characterizations, 2/1 issue, box 3356, 
creative improvising, 2/15 issue box 3413 
THANK YOU, for your 
enthusiastic interest. Overwhelmed 
response, have caused time delays; 
in confirmation of appointments. 


IN REFERENCE TO PREVIOUS ADS syndicated advertising and printing spe- 


cialties, etc. Financial assistance or pos- 

sible purchase can be arranged if nec- 

essary. Replies confidential. » 
Box 3425, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Mlinois | 


Please call PArk 4-6037 (Glenview, 
Ill.) or write 

Box 946, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


MEDIA-GIRL FRIDAY—Admin. ass’t.— 
Exec. sec’y. 10 yrs. agcy exp. $550-$600. 
Available immediately. Write: 

Box 3428, ADVERTISING AGE 
200 E. [Illinois St., Chicago 11, Illinois 


ADVERTISING 
ASSISTANT 
WANTED 


One of the world’s largest and |) 
best-known industrial corpora- || 
tions needs an experienced adver- 
tising man for a key position in 
its international advertising oper- 
ation. The position covers all 
phases of advertising, from writ- 
ing copy to planning to agency 
liaison. The man needed should be 
a college graduate with a degree 
in liberal arts or the creative as- 
ts of advertising. He should 
ave several years of broad ad- 
vertising experience — consumer 
or industrial, company or agency 
—with a good background in copy. 
He should be presently located in 
the New York metropolitan area. 
Salary $8,500 to start. Send resu- 
me to: Box 950, Advertising Age, 
630 Third Avenue, New York 17, 
New York. 


years experience in related product field with a success- 


ful and leading pharmaceutical concern. He should 
have a thorough knowledge of Advertising, Professional 
Service activities and the education of field staff. A 
knowledge of German or French desirable. 


We seek an exceptionally gifted and experienced rep- 
resentative personality, pronounced creative ability and 
a talent for organization, who wishes to participate in 
the development of our fast growing pharmaceutical 
business. 


All replies strictly confidential; our employees know of this 
ad. Please submit complete resume including background and 
salary requirements to: 


Mr. Robert Hochhauser—Personnel Department 


einy GEIGY 


CHEMICAL CORPORATION 
Ardsley, New York 


ARE YOU QUALIFIED? 


MEDIA DIRECTOR ......... to $15,000+ 
Large 4-A Midwest agency seeks man 
versatile in print & broadcast media to 
supervise staff of 4 buyers. 

BROADCAST MEDIA DIRECTOR to $15,000+ 
Will supervise 4 time buyers. Well- 
known 4-A Southern agency. 

MERCHANDISING DIRECTOR .. .$25,000+ 
Top-Drawer B/G in foods & related 
consumer items. Midwest agency. 

SALES PROMOTION MANAGER ... $9,000 
Versatile B/G in print material & pub- 
lic relations functions. Midwest boat 
manufacturer. 

MERCHANDISING DIRECTOR .. .$25,000+ 
High-Level B/G in textiles or related 
soft lines. Eastern location. 

ADVERTISING DIRECTOR ... to $17,000+ 
Solid history in men’s clothing & 
furnishings. Midwest location. 

If qualified and interested, contact me in 

absolute confidence. 


GEORGE E. PYLKAS 


Manager—Advertising Division 


CADILLAC ASSOCIATES, INC. 


29 East Madison Building Chicago 2, III. 
Financial 6-9400 


SALES AND FINANCIAL ANALYST 


National Food Manufacturer located in Chicago seeks 
young man 22 to 30 to work in the Advertising and Mer- 
chandising Department. 


Primary job responsibilities will require knowledge and 
interest in sales forecasting and analysis as well as profit. 
projection and analysis. Secondary responsibilities in- 
clude report control and budget preparation and control. 
This man should be a college graduate or have equivalent 
of working experience. He must be interested in project 
work and can handle details. 


Please submit complete resume with application. All 
replies kept strictly confidential. Box 954, ADVERTIS- 
ING AGE, 200 E. Illinois St., Chicago 11, Illinois. 


SUPERVISOR OF MATERIAL CONTROL 


Large Nation-Wide Food Manufacturer needs a super- 
visor of Material Control in the Advertising Department. 


To supervise the distribution of Advertising Material. 
Excellent job opportunity with growth potential for a 
man between 22-27 years of age with two years or more 
of college. This man will be responsible for developing 
detailed procedures related to Advertising Promotion 
Materials, and will prepare and analyze related statistical 
data. He will be responsible for the distribution of display 
materials to sales representatives and retail outlets. 


Send detailed resume. All replies kept strictly confiden- 
tial. Box 955, ADVERTISING AGE, 200 E. Illinois St., 
Chicago 11, Illinois. 
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Advertising Age, February 22, 1960 


WE WILL SUPPLY CAPITAL | 
We are interested in investing in small 
and medium size agencies with growth 
potential on a _non-participating basis. 


If you are an account man and wish to |) 

open your own agency we will supply the 

capital on a non- participating basis 
-——_-— 


We are interested only in agencies ope- 
rating in the South-east. We are inte- 
rested only in agencies who primarily 
handle industrial accounts. 

oe oe 
This arrangement will be mutually pro- 
fitable to both parties. 

—--—_—- — 
If you are interested reply to the 
number listed below. 
with details. 


Box 919, ADVERTISING AGE 


200 E. ILLINOIS ST., CHICAGO 11, IL- 
LINOIS 


box 
We will contact you 


MERCHANDISING EXECUTIVE 
Nationally known publication de- 
sires an experienced merchandiser 
to contact principal food, drug, 
dept. store and sales executives. 
Extensive travel required. Salary 
and expenses. Please submit com- 
plete resume including age, edu- 
cation and detailed employment 
record. Write: 
Box 953, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ACCOUNT EXECUTIVE TRAINEE: 


Ambitious young man with agile and 
creative mind. 25, single, Princeton 
Graduate (AB Economics), Navy 
Vet (Lt. J.G.) seeks account execu- 
tive trainee position with small N.Y.- 
N.J. Metropolitan area agency. Start- 
ing salary unimportant, provided | 
opportunity for advancement, based 
on personal accomplishment and ini- 
tiative is available. For resume and 
interview please write. 
Box 956, Advertisin; /-., 
630 Third Ave., New York 17 


RESOURCEFUL 
MARKETING EXECUTIVE 


15 years of successful Sales-Manu- 
facturing administration with top 
national food manufacturer; 9 years 
as Account Executive with leading 
national advertising agency. 


Shirt sleeve experience and accom- 

lishments in: Market Research, 
roduct Development, Packaging, 
Costs, Promotion, Merchandising, 
Advertising, Public Relations. 


College: B.S. in Mechanical Engi- 
neering; Excellent communicator; 
leader in community and philan- 
thropic activities. Box 952, Adver- 
tising Age, 630 Third Avenue, New 
York 17, N.Y. 


WANTED ! ! 


Manager for Agency 
Radio and Television 
Dept. 


Growing agency needs man capable 
of managing large dept. Must have 
thorough knowledge of radio and 
television buying, production and 
creative work. Must be able to 
represent agency in client meetings. 
Agency can offer right man an op- 
portunity to work in pleasant sur- 
roundings away from the hub-bub 
of New York and Chicago. He will 
participate in bonus, profit sharing 
trust and many other personnel 
benefits. Salary will be commen- 
surate with experience. Our em- 
ployees know of this ad. 


Send resume including salary ex- 
pected to Box 951, Advertising Age, 
200 E. Illinois St., Chicago 11, Il. 


Your confidence will be respected, 
of course. 


THE MAN YOU WOULD LIKE TO 
COUNT ON 
for your Spanish-speaking 
markets concerns 


Seasonable Cuban ad-man, 42, married, 
Graduate of the Universidad de la Ha- 
bana, with a full know-how of the adver- 
tising business in executive rank and 
technical ad knowledge, is searching for 
a position of certain high level (Senior 
AE and/or Account Supervisor) within 
International or domestic Agencies (or 
Advertising Department of International 
Corporations) with Spanish-speaking mar- 
kets coverage. 

Managing his own Advertising Agency 
in Havana, Cuba, during 12 years with 
excellent performance to Sxnibit. has also 
a background as lawyer and Spanish 
Grammar professor 

It is not a current ‘“‘position wanted’’ 
you to find but an unusual oppor- 
tunity to hire a very highly qualified man 
desiring to do some structural changes 
in his working path. 

Would rather prefer a South Florida or 
Latin American Country assignation, but 
will accept a northern one—if necessary. 

Starting salary expected in accordance 
with place of location, always in the 
rank of five figures. 


Complete resume, American Corporations 


testimonials and references immediately 
available. 
Please write = » Aeeetee de Correos 7093 


bana, Cuba. 


DON HARRIS NEEDS: 


COPYWRITER, heavy automobile experi- 
ence but not a prisoner of it. Man who's 
peered over the edges of the well-known 
ruts TO $25M 
MARKETING EXEC., automobiles, 
planning, SHEERS, the works 
- TO $20M+ 
coPy, auto accessories .$15-$18M 
AE, auto accessories, to eatghiap super- 
visor’s life : $15M 
PRODUCT MGR. (could be woman), 
fashion cosmetics or toiletries experience. 
Realistic in Sanaeaas. Not a no 


sales 


TO $12M 
AE, " foods. Young, ambitious. Realistic 
knowledge of food ger .....TO $12M 


RIGHT-HAND M to marketing- 
minded adv. mer. of edie multi-line 
consumer durables co. .............. $9M 


DON HARRIS, Director 
Advertising and Marketing Division 


MONARCH PERSONNEL 
28 E. Jackson, Chicago, WA 2-9400 


iF YOU'RE TIRED . 

of ‘“‘me too’’ advertising and thinking, 
this is for you. Employed but boxed-in 
agency copy exec offers a rare mix of 
creativeness and selling savvy. Ideas are 
this man’s strong suit, and his print, TV 
and radio campaigns prove it. Solid 
agency experience in package goods, other 
blue chips. Eager for real challenge. Write 
Box 949, ADVERTISING AGE, E 
Illinois, Chicago 11, Il. 


The Midwest's 
outstanding placement 
service for Adv.* Art & 

allied fields. 

By appointment only 
59E. y mel SUITE 1417 
CHICAGO 2, Ill. 
Central 6-5670 


Our 49th Year 
RESEARCH DIRECTOR, adagency $16M 


RADIO-TV COPY, hvy. food exp. open 
ADVERTISING MANAGER 7,500 
SR. MKT. RESEARCH ANALYST 12M 


RADIO TIME SALESMAN, young “ 6M 
MARKETING SPECIALIST 13M 
BROADCAST COPYWRITER, female 6M 
ASSOCIATE MEDIA DIRECTOR 10M 
MARKET RESEARCH, industl.exp. 9,600 


GLADER CORPORATION 


110 S. Dearborn St., CHICAGO, ILL. 
Phone: CEntral 6-5353 


PUTTING OUR MAGAZINE 
EXPERTS ON YOUR STAFF— 
BUT NOT ON YOUR PAYROLL— 
GIVES YOU TOP MEN FOR A 
TOKEN FEE! 


Association of 
Publisher's 
Representatives 


70 East 45th St. 
New York 17, N.Y. 
85 members 


WRITER 


Key spot for top man. Ex- 
cellent opportunity for ex- 
perienced print writer who 
is ready to cut loose. 4A 
agency. Call CEntral 6-5025 
(Chicago) and ask for John 
Miller. 


ALEX T. FRANZ, INC. 


DRAKE 


MARKETING MANAGER ..... 
Seasoned executive with a 
sumer and industrial exp. for 
highly rated midwest ad agen- 


cy. 

ART DIRECTOR 
To organize art dept. for es- 
tablished 4A ad agency in 
midwest. TV and print, con- 


sumer accts. 
ACCOUNT EXECUTIVE 


tunity. 

BROADCAST MEDIA DIR. ... $12,000 
To supervise time buyers, es- 
timators, some research on 
multi-million dollar TV ac- 
count. Top potential. 

MARKET ANALYST 
Midwest mfr. 
analyst with advertising bkgd. 
Expd. in garden tools, other 
hard goods. 

COPYWRITER 
Top level exp. aj 
pliances for ad agency key 
account. 

America’s Largest Advertising 
Placement Agency 


.L. Clem 
DRAKE PERSONNEL, INC. 
29 East Madison Chicago 2, III. 
Financial 6-87 


Ne 


Maria Bourne 


courste—Making plans for the advanced advertising 
course sponsored at the University of Montreal by 
the Montreal Advertising & Sales Executives Club 
are Professor Maurice A. Maria; 


85 


ee a) 
—— ~~ -- a 
Lavigne Webb 
Bourne, sales promotion manager, Pepsi-Cola 


Co. of Canada; Wilfred Lavigne, Donahue & Coe 
(Canada) Ltd., and J. D. Webb, advertising manag- 


William G._ er, Crane Ltd. 


TV Ad Should Sell | 
Sans Audio, Elliot, | 
Bellaire Tell AWRT | 


New York, Feb. 17—How can) 
you get your television commercial | 
to stand out from the 900 tv ads | 
the average viewer sees. each 
month? 

There seems to be no simple | 
answer, but a part of the solution | 
is simplicity, it was suggested | 
here yesterday by Arthur J. Bel-| 
laire, vp in charge of radio-tv) 
copy at Batten, Barton, Durstine | 
& Osborn, at a workshop meeting | 
of the New York chapter of Amer- 
ican Women in Radio & Televi- 
sion. “We must use the fewest 
number of words possible to say 
what we want, and we must use 
everyday words,’ Mr. Bellaire 
said. 

The video portion should carry 
more than half the weight of the 
commercial, Mr. Bellaire further 
suggested, and he was backed by 
another panel guest, Stephen El- 
liot, executive producer, Elliot, 
Unger & Elliot. Going a step fur- 
ther, Mr. Elliot said, “The com- 
mercial should sell a product even 
if the sound track is turned off.” 


s Closeups at a moderate speed 
should be used as much as pos- 
sible, Mr. Bellaire recommended. 
He said a copywriter should write 
the audio and the visual portions 
at the same time, so that the 
words and the pictures will com- 
bine effectively. “Probably the 
greatest secret,” Mr. Bellaire con- 
cluded, “is for the copywriter 
never to be quite satisfied with 
what he does; rewriting is very 
important.” 

Mr. Elliot estimated that a small 
producer such as his own company 
can do $5,000,000 in tv commercial 
business each year. 


= Other members of the panel in- 
cluded Michael Turner, vp and 
account supervisor at Benton &| 
Bowles; Richard Baxter, vp and| 
director of research at Cunning- 
ham & Walsh, and Edward Got-| 
lieb, president of Edward Gottlieb 
& Associates. 

Hugh Downes, NBC-TV per- 
sonality who served as moderator, 
said he likes to personally test a| 
product before he delivers a com- 
mercial for it on television. “This | 
brings me closer to the product | 
and allows me to be more enthu- 
|siastic about it,” he added. + 


OPENING FOR EXPERIENCED 
ADVERTISING MGR. 
_FLORIST-NURSERY CHAIN 
Mainly newspaper. Capable of rough 

layout—merchandising. 
Amlings Flowerland 
| 8900 W. North Ave., Melrose Pk. 


your message 
to over 177,000 
marketing men 
and women 

for as low as 
$5 per ad! 


Complete coverage. Quick action. 
Low cost. That’s why it pays to 
run your classified ad in Advertis- 
ing Age. Try it! 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $. 


1___State 


THE ADVERTISING MARKET PLACE 
ADVERTISING AGE 


200 E. Illinois St. 4041 Marlton Avenue 
Chicago, Illinols Los Angeles 8, Calif 


Clip and mail 
this form to: 
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Advertising Age, February 22, 1960 


Anderson Packard Barry Benaugh Pierson Girard Shea Dannhausen Hooker Dix Adams 
Watts Poland Sheeh Pah; 

THREE CiTltS—The boards of the tf Clubs of Chicago, Cleveland and 
New York held a joint meeting to discuss mutual problems and to 
plan the presentation the tf Clubs will make at the Nutional Business 
Publications meeting in Boca Raton March 6-10. Present were: (from 
Chicago), James Anderson, Architectural Record; Murray Packard, 
Industrial Marketing; Tom Barry, Chilton Publishing Co.; Robert 


Guest 


Ozane 
Shea, Public Works Journal; William Dannhausen, Gas Industries; 
Cliff Hooker, Thomas Publishing Co.; John Dix, Conover-Mast; Roy 
Adams, Institutions Magazine, and William Poland, Penton Publish- 
ing Co.; (from Cleveland), Robert Watts, Chilton; William Benaugh, 
Conover-Mast; Bud Guest, Penton; Gil Sheehan, W.R.C. Smith Pub- 
lishing Co.; (from New York), Lou Ozane, Penton, and Hugh Robin- 
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| Pierson, Tooling & Production; Stan Girard, Tool Engineer; Robert son, Conover-Mast. 
N.Y Bill Would om Network TV | dedicated 
| Q | 
Require Full Data | Two Weeks Ending Jan. 24, 1960 | to better 
ca Rating Methods 6... ee Oe programming 
| AtBany, Feb. 17—Assembly-| Nielsen Total Audience‘ and 
/man Bruce Manley (R., N.Y.) | TOTAL HOMES REACHED 
|thinks the broadcast rating serv- Homes outstanding 
ices should be required to disclose Rank Program (000) 
a “mumbo jumbo, y agh ang 1 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .... 22,012 service to 
and figure juggling they use to 2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...........ccc:ccceeeeeees 19,933 a 
establish the magical numbers” 3 Cavalcade of Sports (Gillette, NBC) .........c.cscsesssssssesseesesesseeneenesneneee 17,809 our clients 
| which so vitally influence the ra- 4 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) ........ 
| dio-tv industry. Bath Sa Shah i, FI) ini ssi csscnissstscsestsassiersensiersocenscnen 
| Mr. Manley this week submitted 6 Have Gun, Will Travel (Whitehall, Lever, CBS) ..... 
e . jan amendment to the state penal 7 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) 
*. ¢ |law calling for disclosure of the 8 77 Sunset Strip (Several sponsors, ABC) ...........:cccccccesereee 
° ‘ | methods and basis of radio-tv rat- 9 Jerry Lewis Show (Timex, NBC) .........0s0c0seee 
9%, Ro ings provided by companies oper- 10 Danny Thomas Show (General Foods, CBS) 
° 2 ating in New York State. The i 
i “~" amendment submitted to the as-| PER CENT OF TV HOMES REACHED+ 
<« < |sembly would make it unlawful 
° | “for any person, firm or corpora- Rank Program 
‘tion to issue, for sale or otherwise, 1 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .... : 
for the purpose of influencing the 2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..........sccssesseeees 44.9 
sale of advertising, any announce- 3 Cavalcade of Sports (Gillette, NBC) ........ccssscssssssssssesssessneeesnnenseeens 40.1 WBEN -TV 
ment or rating concerning the 4 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) ........ 39.6 every modern 
| percentages or number of listen- Bi Cai Fae i ID sinuses sctrcectntaetinrtccvesecncesscenscscsocance 39.5 he 
‘ing or viewing audiences of any 6 Have Gun, Will Travel (Whitehall, Lever, CBS) facility for complete 
|radio or television station or pro- 7 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) ‘ programming 
| gram without also stating fully 8 77 Sunset Strip (Several sponsors, ABC) 
and exactly the manner in which 9 Jerry Lewis Show (Timex, NBC) . In January, WBEN-TV 
|such percentages or numbers are 10 Perry Mason Show (Several sponsors, CBS) . ’ ‘ s 
| ehtoined * hatte sellin ia Rashiiansi aise eae . went on the air from its 
It also provided that ‘“such| Nielsen Average Audience** ultra-modern studios, con- 
statement shall include, but not be | TOTAL HOMES REACHED trol room and offices. These 
aah to, a gy na "i the Homes new buildings house impor- 
|method used, the number of per- Rank Program (000) . "i 
/sons contacted and the times and 1 Wagon Train (Ford, National Siecett Co., R. J. Reynolds, NBC) .... 18,894 tant technological exivance 
+ ,dates when contacted and the lo- 2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) «00.0.0... 18,803 ments for production of 
{ |cation of such persons and the 3 Have Gun, Will Travel (Lever, Whitehall, CBS) ............0...:0.:ccceeee 16,091 television, AM and FM 
) \exact area covered by the poll.” 4 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) 15,323 programs. 
5 | 5 Danny Thomas Show (General Foods, CBS) .............:::ss000+ ee 14,916 : y , 
2 . In announcing the legislation, 6 Bob Hope Show (Buick, NBC) 14,554 In combination with the 
Mr. Manley charged that the 7 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) ........ 14,419 outstanding shows of the 
“struggle for supremacy in ratings 8 Cavalcade of Sports (Gillette, NBC) .........::ssssssssssssssssnsnsnneesseseseeeee 14,283 CBS Network, WBEN-TV 
has led to rigging of tv programs 9 Father Knows Best (Lever, Scott Paper, CBS) .......cccsssssccssssseseeee 14,012 ; . ide th 
and hypoing of radio programs.” 10 The Real McCoys (Procter & Gamble, ABC) ...........sssssssssssecsssssseseens 13,922 will be able to provide the 
|In a reference to the sample size ns more than 2,000,000 people 
... Means _issue, he said: “How approximate- | pER CENT OF TV HOMES REACHED+ of our coverage area that 
ily 1,000 electronic gadgets can Homes : “ ” . 
something “extra” which 
| measure accurately what 115,000,- Rank Program (%) \ 
|000 people are watching is a mys- 1 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC)... 42.4, | @dds up to sales, success 
Bertsch + tery to me.” He indicated that he 2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 42.4 and prestige for the client. 
/would like to see that mystery 3 Have Gun, Will Travel (Lever, Whitehall, CBS) 36.3 : , 
cleared up. 4 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) .......:..-:ssssssss00 34.7 To our advertisers this 
Coop er | “The system of ratings, with all 5 Danny Thomas Show (General Foods, CBS) .............ccccccccceseeeeeeeee 33.6 means more effective 
its mathematical uncertainties, has 6 Bob Hope Show (Buick, CBS) ........c:sccssesssesssssesessesssnesenns 33.2 means than ever before 
—e a — oe es aes ; = preg oo a ee NE By MIND. keds cesexiseseseiens = through this proven facility 
- | ers, e acts and performers an MPURCODED GT SOC TEIN. TOD casiseicccsesesnsesosecssccovecceasenssevesesees A 
7 2S it also means | sponsors are virtually at the mer- 9 The Real McCoys (Procter & Gamble, ABC) 31.9 to reach most of the people 
| cy of the $20,000,000 annual sur- 10 77 Sunset Strip (Several sponsors, ABC) ............:ccccesceeseeteceseeneenee 31.7 most of the time, and to 
Chicago’s |veys,’ Mr. Manley continued. make TV dollars count for 
“And the public is brainwashed by more on Channel 4. 
|programs dictated by the un-| *Homes reached by all or any part of the program, except for homes viewing only 
largest, complete | touchables of the rating organi- | one to five minutes. ' 
| zations.” # **Homes reached during the average minute of the program. 
typographic service | + Percented ratings are based on tv homes within ‘reach of station facilities used by each 
Kastor, Hilton Names Two sdittacsiniid 
es ons * | Sam Gill, previously with Fletch- " - - 
oak facilities ler D. pe teh Inc., has joined | Butler Joins Louis E. Wade Barnes Names Duke VP WBEN TV 
: Kastor, Hilton, Chesley, Clifford &| John C. Butler has joined Louis Barnes Advertising Agency, Mil- CH. 
| Atherton, New York, as an account| E. Wade Inc., Fort Wayne, Ind.,| waukee, has appointed Ralph C. 
| executive on Potter Drug & Chemi-|as art and creative director. Mr.|Duke a vp. Mr. Duke joined 
|ecal Corp. Kastor, Hilton also has| Butler was formerly vp and part-| Barnes in 1953 as tv-radio pro- CBS in Buffalo 
Type faces used are: |named W. Roland Mudge, art wo pre! of Poorman, Butler & Associ-| ducer and director and became an 
Modified Century Schoolbook with Bold | rector, administrative art director.' ates. 


account executive in 1955. The Buffalo Evening News Station 


i 
pot aed ee 
' ; : 
ti, 
i} ¢ = 
- ts ry 
: } f —_ f> 4 : :~ . 
‘ * " a= A a 7 
- | ; oe , 9 : = 
mee .)) ad . WP 
| — P 7 i y J 7 a os a 3 - 
2 F “a j fi tS ‘ “al a 
: 4 i ‘ ; . rod v4 : -_ > ¥¢ 
= § rns / 3 , ni Ls , iy 
sees, q 7 ‘ . 4 a, ¥ ~ « : . . m- e: 
: bo SS) 2 by . ‘ ass ~ sik 
om - aa = Yes) Aa. eS , au - : ; : ne cae ; 
2 » A . < : ve } AS on j z a, - th ty? va — ’ : eas fan: “ 
ae — a ‘ , ‘a 4 a Poth oe ete oe 
" -_ ye " , wh  } , tae a x 
Baie, ; . - _ ee ee 7 j santa eee ‘ aa 
aes “g a ENS 4 ne ere vif . “a se amy 33s, — ie 
: ee e ’ % ’ io side a fe 
re ie, 4 , , — Lees - “Ga- * ’ 7 : a 4 ba 
eC }% on - : > ai er Ly ae Ee vate sad 
Pee 4 aa. — cn eS H i? > es bt 
ail Y — ~~ ’ ‘ : — | iE GG... = ia np Fd 
2 lee ; : ie — Pes a a < wi & « ‘ : e f cate oe tie wee oa 
ee , \ ae ‘ 4 A : r ‘ ae 
: <a « il J " — 3-44 : a j 
| re 
in 
ie 
-. ; 
ees 
. pean 
ip a 
#8 Hai 
a af 
a: Oy 
a 
oe 
pS rie 
nS 
cae 
Te 
Pb oe 
ca 
ie 
rt 
Ave 
wr 
Be 
bx 
ah 
J eae 
oes 
; oe 
zat 
a 
oe , 
re 
| ee 
. yi ies 
mai ics nl a Pin, meine neater ES te ae ote i See ae Se eee ey Tee ; SO aT EET ROTI eS : 7 2 
; ay re oo! +n are ta ry SS ee” a 
? eg ome Ae ae poe pe 
‘ Sel ae eos Sale s. = 
a Bs ee Rts Ne On rae 


24 
2 


Inside information—you wish you could get it from horses—you know you 
will get it every week from the editors of LIFE. Take this week: 

Useful information—the inside story on the U.S. Boom in astrology; why 
10 million spend money on it; its forecast for Princess Margaret. 
First-hand information—exclusive interviews with the news-makers—this 
week, the criminal who has stayed alive in the death house for 12 years. 
Revealing information— brilliant color article on how the most successful 
little democracy in the world got that way and stays that way. 
Information is a fact of LIFE—that makes people in 18,950,000 homes be- 
lieve what they see in LIFE—and helps make “Advertised-in-LIFE” the signifi- 


cant media symbol in selling. i N FO RIVI ATI O Ni 
IS A FACT OF 
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